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Abstract 
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Level: Master Thesis in Business Administration 

Author: Sara Arrese and Wang Liao 
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Examiner: Akmal Hyder 

Date: 2014-10-02 

Aim: The aim of this research is to examine how trust developing affects International 

Healthcare Services marketing while settling down into a new country. Our study is 

applied to Elekta in Spain. 

Method: In order to carry out this research, qualitative data is used, a single case study is 

applied, questionnaires and semi-structured interviews were carried out to collect the 

needed primary data. 

Result and Conclusions: In the case of Elekta Spain, the trust development between 

suppliers and customer took place during the entire relationship. In addition, the trust 

level at company level and individual level were found to be the most significant leaving 

aside the country level as there were different opinions between customers (which did not 

find it a deciding factor) and Elekta. Hence, for the marketing strategy, standardization 

and adaptations can improve trust development.  

Suggestions for future research: Generalization cannot be made after this research as a 

single case study in one country has been the subject for investigation. Consequently, 

future research of other service industries and countries could expand this study. 

Contribution of the thesis: This thesis offers a new theoretical framework of trust 

development in the Spanish Healthcare Industry. This framework not only can be adapted 

to further study of other countries, but also can be adapted to further study of other service 

industries. 

Key words: Trust, trust levels, trust in relationships, International Services Marketing. 
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1 Introduction 

The first chapter introduces the reader to the topic of international healthcare services 

marketing. It explains the background of the study, why the study is important and the 

motivation of choosing this topic. Furthermore the research question is highlighted. This 

chapter finishes by the explanation of the outline of the entire research. 

1.1 Background of the study 

One of the consequences of the globalized economy is that firms need to learn how to 

deal in an international and culturally interconnected context (Savvas et al., 2001). 

Between the many characteristics of the globalization, we can find the base on the growth 

of international transaction, exchanges and the germination of worldwide markets 

(Shenkar and Luo, 2004). Moreover, at a worldwide stage, multinational enterprises need 

to divergence across cultures to become efficient while making business (Francis, 1995). 

Labor relations need to be flexible as relationship between actors become looser and 

harder to monitor them (Bijlsma and Koopman, 2003, p. 543). In such context, trust is the 

tool that can enable and ease the quality of the communication being shared by different 

parties (Sankowska, 2013). 

Trust is an important factor in international services marketing and this factor has been 

stressed by the study of Elekta in Egypt (Hyder and Fregidou-Malama, 2009), Philippines 

(Rydback, 2011), China (Hong and Lin, 2011), Brazil (Fregidou-Malama and Hyder, 

2011), Russia (Bazyleva and Zaytseva, 2012), Hong Kong (Gutehall, 2013), Argentina 

(Eriksson, 2013), Sweden (Nadowska, 2013) and Germany (Angelakis and Dietrich, 

2013). Therefore, this study will be following the steps based on these antecedent 

researchers and will explore and broaden the understanding of the importance of trust, 

which is the vital factor in international service marketing. 

1.2 Motivation of the study 

According to Bijlsma and Koopamn (2003, p. 545) in order to build trust, there should be 

the feeling of risk as a main element to avoid. Although there is a lack of consensus for 

one universal definition for trust (Karlsen et al., 2008), there is a unanimity about its 

importance in the business world (Karlsen et al., 2008). In order to make trust exist, there 
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are few conditions that have to prevail such as risk or the chance of loss, as risk opens the 

chance for trust that take ś the actors involved. Secondly, there must be interdependence 

in terms of one actor not being able to be reliable without the other actor as while the 

interdependence increases, trust and risks will change (Karlsen et al., 2008). Therefore, 

trust is a disposition to be vulnerable (Lusher et al., 2014) that involves risk and 

interdependence (Lusher et al., 2014). 

The level of trust will be boosted and actors willingness will be encouraged as long as the 

previous expectations are surpassed, helping out to create a good reputation and optimistic 

expectations for the future. Thus, it is truly important for organizations to think that trust 

building will be affected by past experiences and that if they are positive, it will enable 

opportunities for business that may arise in the future (Bijlsma and Koopman, 2003). 

In order to be trusted, actors might expect conditions such as integrity, discreetness, 

competence, promise fulfilment, consistency, openness, loyalty, availability and 

receptivity (Butler, 1991), ability, benevolence (Mayer et al., 1995) or 

predictability/reliability (Cunningham and McGregor, 2000).Consequently, trust implies 

multiple benefits such as problem solving (Sankowska, 2013), employees satisfaction 

(Sankowska, 2013), communication improvement (Hartman et al. 2009) or reduction for 

transactional costs (Chow, 2008) among other benefits. In addition, trustful relations 

between actors in different or same organizations can encourage voluntary cooperation. 

Therefore, the higher is the trust level in the relationship, the lower cost it will imply for 

monitoring (Bijlsma and Koopman, 2003, p. 550). 

While dealing with trust, we need to keep in mind the organizations employees’ attitudes, 

values or believes (Sagiv and Schwartz, 2000). Individuals and organizations have to deal 

with behaviors of people coming from different context (Hassi and Storti, 2011). In 

addition, research made by organizations usually investigates the decision making carried 

out at individual and organizational level. Michaelis et al. (2008) state that national issue 

such as country-of-origin (COO) also can influence trust between new coming suppliers 

and local customers. Consequently, trust goes through these levels as trust is seen as a 

decision taking action rather than an expectation (Currall and Inkpen, 2002). 



 

3 
 

Also, individuals understand the world and take decisions according to their way of 

understanding which is shaped by their own cultural scope. Consequently, the 

understanding of cultural scopes is of a great importance while explaining its impact for 

dealing with trust (Hassi and Storti, 2011, p. 50). Therefore, the understanding of cultures 

and the way it affects not only employees but customers from different cultural 

background and how they perceive and develop trust is crucial (Suh et al., 2006). In 

addition, for the relationships in marketing, trust is one of the key mediators that enable 

success (Morgan and Hunt, 1994). According to Håkansson and Ford (2002) trust is a 

necessary tool in order to access other actors networks, relationship and once the contacts 

are established, the parties involved will develop trust in each other. Additionally, trust is 

essential for services customers as they identify high risk or uncertainty concerning their 

ability to weigh outcomes, such as medical and legal services, banking or insurance 

services (Zeithaml et al., 2006). 

1.3 Background of research targets 

In order to research the influence of trust development in International Service Marketing, 

this study should be carried by at least one country. The World Bank (2014) offers data of 

the trade in service percentage of the Gross Domestic Product (GDP) from 2005 to 2013. 

According to World Bank (2014), it shows that Spain has increased its trade in service 

since 2005. The data of trade in service percentage of GDP in Spain was 14.3% in 2005 

and 17.2% in 2013. That means that the Service Market is developing in Spain. Therefore 

the tendency of Service Industry and Service Trade will be similar developing in future. 

And this is the reason why we have focused our research in the country of Spain.  

We have chosen Elekta as it is a world-famous human care company, which pioneers 

significant innovations and clinical solutions for treating cancer and brain disorders 

(Elekta, 2013). Elekta aims to improve, prolong and even save patient lives. Every year, 

about one million patients receive treatment by using Elekta’s developing and selling 

treatment planning systems for radiation therapy, radiosurgery and brachytherapy, as well 

as workflow enhancing software systems across the spectrum of cancer care (Elekta, 

2013). As an international company, Elekta divides its markets into three areas, such as 
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North and South America area, Europe, Middle East and Africa area and Asia Pacific area. 

This study has been inspired by previous studies such as the studies of Elekta in Egypt 

(Hyder and Fregidou-Malama, 2009), Philippines (Rydback, 2011), China (Hong and Lin, 

2011), Brazil (Fregidou-Malama and Hyder, 2011), Russia (Bazyleva and Zaytseva, 

2012), Hong Kong (Gutehall, 2013), Argentina (Eriksson, 2013), Sweden (Nadowska, 

2013) and Germany (Angelakis and Dietrich, 2013). However, we noticed that these 

studies are missing the investigation about trust development and how it takes place in a 

South European country such as Spain. Therefore, we choose Spain as our target country, 

hence to research the trust in three different levels (country level, company level and 

individual level) from three points of view, the Spanish customers, Elekta in Spain and 

Elekta ś headquarter in Sweden, in order to find out how is trust developed for 

International Health Services marketing while setting down into a new country. 

1.4 Aim and research question 

The aim of this study is to examine how trust is developed in International Healthcare 

Services Marketing. Therefore the research question is: 

Q: How does trust develop at country, company and individual level when Marketing 

Healthcare Services? 

In order to research trust development, we have divided trust in country, company and 

individual level between Elekta as a Swedish supplier with a subsidiary in Spain and the 

Spanish customers. After, how these three levels influence the supplier, customer and 

their relationship. Additionally, from trust perspective, we explore if the marketing 

strategy taken by the supplier is impacted by their relationship with their customers, the 

perception of the customers about the supplier’s marketing strategy and how the strategy 

taken impacts the three different levels of trust. For fulfill this study and  find out how 

trust helps actors to build and develop relationships and how trust influences the suppliers’ 

marketing strategy, primary data will be shown based on questionnaires and interviews 

carried out in the Spanish Elekta, the headquarter in Stockholm and the Spanish 

customers. 
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1.5 Limitations 

This study focuses on the supplier-customer relationship in International Healthcare 

Service Marketing. Therefore, we only collected data from Elekta, which is the equipment 

supplier and the equipment users who are the hospitals. Patients as the ultimate customer 

also should be researched as these actors could enhance a broader picture of how trust is 

developed. 

1.6 Outline of the study 

This study is carried by six chapters. The first chapter introduces the reader to the topic of 

trust development. It explains the background of the study and research targets, why the 

study is important, what motivates the researchers to choose this topic and presents our 

research question. The second chapter is the theoretical background which investigates 

existing literatures, hence it gives an explanation of our research field such as trust 

development, trust levels, trust and relationship and marketing strategy. After that, a 

theoretical framework is built based on the literature review. The third chapter is 

methodology, which describes our research method, research approach, how to collect 

data and how to increase reliability and validity. The next chapter (chapter 4) is the 

empirical study, which shows the results and data gathered from questionnaires and 

interviews. The fifth chapter is analysis and discussion, which combines the collected data 

from empirical study, the theories from literature review and theoretical framework. And 

finally, the last chapter is the conclusion chapter, which answers our research question, 

giving suggestions for further research and showing the contribution of our study. 
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2 Theory 

In this chapter, different factors are analyzed such as trust, trust in relationship, trust at a 

country level, trust at a company level, trust at an individual level and marketing strategy. 

Finally, a developed theoretical framework based on literature review will be presented 

concluding the chapter. 

2.1 Trust: definitions and development 

Trust seems to be a vital concept for a spread variety of disciplines (Nicholson et al., 

2001).Some authors see trust as a dynamic feature (Hawke, 1994), complex and that has 

many levels and elements involved (Rousseau et al., 1998) becoming a necessary 

component that links organizations (Mayer et al., 1995; Rousseau et al., 1998; Wood et al., 

2002). Moreover, the performance of the projects can be improved through high level of 

trust (Kadefors, 2004, p. 8). 

Trust is affected by past experiences and opportunities of future exchanges, which are 

important within the companies (Bijlsma and Koopman, 2003, p. 50).Furthermore, 

according to Gambetta (1988, pp. 217-218) trust and cooperation have a positive 

correlation as when we state that a person is trustworthy, we mean that this person will act 

in a positive way or not in a negative way to us, which can lead us to think about starting 

a cooperation with this person. 

According to Rousseau et al. (1998) there must be some circumstances in order to create 

trust, such as risk or a sensation of loss and this is because risk produces the chance to 

trust that at the same time leads to take risk. Another condition is that there should be 

present the condition of interdependence as one actor/party relies on the other interested 

actor/party. So the level of risk and trust will change as the relationships of 

interdependence rises (Rousseau et al., 1998, p. 10). Additionally, Nahapiet and Ghoshal 

(1998) consider trust as the predictor for motivation and it enables different parties 

involved to share resources. 

One of the most spread definition of trust states that trust is the confidence that different 

actors/parties have about the other being reliable (Morgan and Hunt, 1994). Trust is seen 

in from different lenses and from the social psychology point of view as a mental state 
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and as an organizing attitude (Lusher et al. 2014, p. 6) in a behavior form (risk taking) or 

as a subjective state (confidence) (Kee and Knox, 1970). The Appendix 8 is summary of 

definitions for trust. 

However, Mayer et al., (1995) separate trust and trustworthiness as to trust is something 

that the trustor does and trustworthiness is the quality that the trustee has.  

The literature suggests five step process to develop trust that are as follow (Heffernan, 

2004): 

(1) Pre-relationship phase entails a four step process. Firstly, there needs to be a need for 

the organization to start a new relationship. Secondly, the partner A explores partner B as 

to find the appropriate partner is vital in the relationship development stage. Thirdly, the 

partner A develops the suggestion of the possible candidate, finally selecting the one 

suitable. 

(2) In early contact phase negotiations are involved in order to reshape the relationship. 

The experience about the other actors’ business style is small which causes uncertainty 

being easy end up the relationship. 

At (3) Growing stage, engagement and learning from the parties takes place therefore, 

from the learning gained from this stage, uncertainty levels decreases . 

At (4) Partnership phase, the relationship is going through the most mature level, each 

actor becoming mutually important (Ford et al., 2003).Norms and guides of conduct are 

established and high level of commitment is shown. 

At (5) Relationship end phase: when the purpose of cooperation does not exist anymore. 

According to Huff and Kelley (2003), in order to trust there should exist the expectation, 

attitude and willingness of actor A about trustworthiness. Additionally, the choice to trust 

is founded under a subjective base of trust which conditions the intention to trust (Costa, 

2003). However, trust is not assured as the impact of an extra actor in the relationship 

could impact on the trust building (Nooteboom, 2003). According to Hyder and 
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Fregidou-Malama (2009), in order to develop trust, the actors involved need to be 

mentally prepared and mutual acceptance needs to be present. 

According to Madhok (2006) building up trust is a process that consumes time due to the 

long term focus that it entails. However, while each actor learn how to trust the other 

(Håkansson and Snehota, 2000), the nature of trust is reciprocal as trust will induce trust, 

or by contrary, distrust will induce distrust (Blomqvist, 1997). 

According to Butle and Cantrell (1984), the core elements in order to trust are competence, 

loyalty, integrity, openness and consistency. Other authors add more elements in order to 

trust, such as discreetness, loyalty, fairness, availability, overall trustworthiness, 

receptivity and openness (Butler, 1991). Sullivan and Peterson (1982) evaluate trust by 

calculating effort, sincerity, congruence, cooperation, expectation or caution while 

maintaining and creating a relationship. Crosby et al. (1990) evaluate trust by calculating 

sincerity, beliefs, competitive behaviors or honesty while sharing information. In spite of 

this, Moorman et al. (1993) consider these dimensions as factors influencing trust rather 

than components itself. 

The trustee goes under an evaluation, where the impressions about each other can be 

weaken or strengthen and the past and future experiences impact on the decision taking to 

trust. Actor A could trust actor B only in certain circumstances (Dietz, 2006). 

2.2 Trust and relationship 

In the globalization process, the non-stopping changes of organizational forms and the 

soften of labor relations, added to the evolution of the technology have contributed to the 

relationships between people of the firms to become looser in comparison with the 

previous organizational structures (Biljsma and Koopman, 2003), making the relational 

concerns a strong indicator for trust (Tyler and Degoey, 1996). Moreover, trust seems to 

be a reaction to the social information about the quality in the relationships rather than the 

information of the consequences of the relationships (Biljsma and Koopman, 2003).Trust 

is an ingredient that reinforces long-term business relationships (Ford, 2004; Madhok, 

2006), especially in an atmosphere of uncertainty or lack of control, trust is vital (Parkhe, 
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1998). Understanding the networks behind an organization is important (Ford, 2002) as 

through relationships, organizations obtain important information and can access to the so 

needed resources to carry on with their activities. Such variables, actors, resources and 

activities, are found to be the base model for industrial networking (Håkansson and 

Johanson, 1992). 

While building up relationship and taking into consideration the importance of trust, in 

the pre-relationship stage and in the early interaction phase, the trustor and trustee are 

seeking through indirect channels information in order to enlarge the partners trust level 

(Heffernan, 2004). In an early interaction phase, the trust will be diminished or 

augmented depending on how each party involved performs (Heffernan, 2004). At the 

same time in this phase, the partners involved search through indirect biases the 

information needed that will impact on the upcoming trust, impacting also the 

competency trust. Identifying the level of competency from the partners seems to be the 

main task in this phase (Heffernan, 2004). In the relationship growth phase, goodwill trust 

becomes the key for total trust. At this stage, the performance is used as a measure or 

competency, reflecting the other partners level in competency trust. However, According 

to Weibel (2003), institutional context influences trust among people, but it does not 

define the quality of the social interaction. The influences comprise legislative and 

regulatory requirements, contractual agreements, companies’ performances and codes of 

conduct of the network of people (Dietz and Hartog, 2006). So in order to accomplish 

positive working relationship, the parties involved need to improve from low-trust level to 

high trust level while dealing with each other (Karlsen et al, 2008). 

As every relationship is inimitable in terms of how it evolves, dynamics created, contents 

and how it affect the parties involved on it (Ford et al., 2003, according to Granocetter 

(1985) relationships need to be seen based on how they develop, how the actors involved 

respond and react to each other and the reasons for making the relationship interesting. 

Therefore, through trust it is possible to create an open space for bidirectional exchange of 

information and knowledge and expertise (Liu and Ngo, 2004). 
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2.3 Trust and marketing strategy 

Relationship marketing seems to be in the heart of every practice and theory of marketing. 

From relationship marketing point of view, the researches carried out previously have 

highlighted the importance of the main factors such as trust and commitment as they help 

to achieve the needed success in this field (Suh and Janda 2006). While dealing with 

different service providers, we need to bear in mind that around the globe, there are many 

consumers with different cultural upbringings and the way to perceive and develop 

commitment and trust varies. Therefore, while creating and maintaining relationships with 

people of different cultures, the marketing strategy needs to tackle this variety of 

perception (Suh and Janda 2006). 

While some authors consider trust and commitment as the two main points and as the 

mediators constructs to consider for relationship marketing, other consider them as a 

desired qualitative outcome (Morgan and Hunt, 1994). Nevertheless, the vital role that 

trust has within the relationship marketing is undoubtful (Suh and Janda 2006). 

Furthermore, if marketers want to strengthen the customer’s commitment, it is a must to 

focus on increasing and preserving trust. 

In spite of this, marketing research has been treating trust as a duty of the trustee’s 

trustworthiness (Suh and Janda 2006).In the services marketing field, it is possible that 

customers may choose a service provider and after build trust while the relationship 

advances. This process usually takes place when customers choose a professional service 

provider (e.g. medical doctor) and afterwards they develop the trust by experience with 

the service provider (Suh and Janda 2006). 

In the marketing field, customers have the belief that the service producers will deliver the 

quality as part of the standardization, responding to local customs, values and needs and 

here is where trust is formed to fulfill this belief (Hyder and Malama, 2009). From the 

marketing point of view, the firm that has the focus in the market orientation and adapts to 

it will embody the ideal version of a company (Neilsen et al., 2003). According to 

Madhok (2006), trust involves social and structural dimensions. In the structural 

dimension, trust is taken as a synergistic complementarities and in the social dimension, 
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trust is linked with relationship processes. One main idea is that trust building is costly 

and that it is a process that consumes time, where the benefits taken are not easy to 

observe. Nevertheless, trust should be seen as a capital and long term investment that 

gives back greater incomes (Madhok, 2006). 

2.3.1 Standardization and adaptation 

As a crucial international marketing strategy factor, standardization and adaptation has 

been researched for over 40 years (Ryans et al., 2003), but there is still no common 

interpretation of general definition of what standardization is (Viswanathan and Dickson, 

2007). Ryans et al. (2003) and Viswanathan and Dickson (2007) describe that 

standardization is a common globe marketing process and use the common pattern of 

resource allocation among marketing mix variables across national markets. 

There are three advantages of standardization: cost saving, enhance value delivery and 

planning and control (Ryans et al., 2003; Gilani and Razeghi, 2010). Gilani and Razeghi 

(2010) explain the standardization that is based on the “same”, which means the 

international organizations sell the same product, set the same price, build the same 

distribution channels and use the same marketing methods and information management 

in every foreign target market. Because of that, international organizations can reduce the 

transaction cost, use same processes to control subsidiaries and build worldwide brand. 

However, international organizations should consider the culture differences when they 

enter other countries (Ang and Massingham, 2007). Societal or national values shape 

human behaviors, preferences and decision-making (Hassi and Storti, 2011), so different 

customers have different behaviors, preferences and decision-making under different 

culture background. Hyder and Fregidou-Malama (2009) argue that the bigger gap exists 

in cultural differences, the higher level of adaptation will be required. In conclusion, the 

key to success on international markets is that the international organizations should find 

out the balance between standardization and adaptation. 



 

12 
 

2.4 Trust at three levels 

According to Curral and Inkpen (2002), the multilevel method enables two major 

behaviors to investigate International marketing. Firstly, taking into consideration the 

complexity of inter-firm, interpersonal and intergroup dynamic forces that exist in 

international marketing, it is expected that more accurate investigation findings will be 

highlighted when a multilevel approach is used for trust matters. Secondly, by using the 

measures in terms of individual level and company level, it eases a stricter testing of the 

theory. Researches investigate the decision making carried out at these levels, 

consequently, trust goes through these levels as trust is seen as a decision taking action 

rather than an expectation. 

Fang et al. (2008) state that organizations that collaborate can entail complex relationships 

due to the existing simultaneity at multiple levels, entailing elements with conflicting 

objectives. These authors add that having trust at different levels is necessary and 

important in order to succeed for any marketing collaboration that entails trust between 

cooperating companies, the representatives of each firm and the firms itself. However, 

one level of trust research brings up the chance that this type of level of trust examined 

could be confused and confounded with trust of another level that hasn’t been observed.  

The especial challenge of foreign newcomers in the market is that they must establish 

trust with local customers as quick as possible. The fact of potential local customers 

having no previous experiences with the foreign company makes those customers not to 

develop a trust with the foreign company. However, trust can be developed by the basis of 

extrinsic cues such as country-of-origin (Michaelis et al., 2008) making the national 

context of trust an important issue for researchers (Currall and Inkpen, 2002). McKnight 

et al. (1998) introduced the kind of fundamental trust that should refer to the concept of 

“initial trust”, which is the essential precondition for international service companies 

financial success that affects customer trust and that can be impacted by local culture 

(Michaelis et al., 2008). Therefore, separating trust at country, company and individual 

level is vital. 
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2.5 Trust at country level 

McKnight et al. (1998) state that customers have high levels of trust even when parties 

just met at the very beginning of a relationship, referring to it as “initial trust”. Mayer et al. 

(1995) give the definition of initial trust as based on the expectations, the desire of an 

actor A (trustor) to become vulnerable, not able to control the actions made by actor B as 

this one will perform a concrete important action for actor A. Therefore, the initial trust 

exists at the initial phase of a relationship between two parties (Michaelis et al., 2008). 

Almost all international companies that are preparing to enter into new markets will face a 

similar situation: the local customers have no experience with them. Therefore, 

convincing local customers to trust the new vendors and establishing the affective bonds 

between local customers and new vendors is the key success factor for international 

service companies (Bigley and Pierce, 1998). In spite of this, there is little known about 

how to build trust in an international service setting (Suh et al., 2006). Researchers found 

that marketing instruments as brands, trademarks, guarantees, corporate reputation, or the 

country-of-origin are useful tools in promoting the building of trust (Schurr and Ozanne, 

1985). Soberman (2003) argues that these instruments functions as signals, which is 

important when one party is unfamiliar with the other party’s quality and this kind of 

quality cannot be observed prior to the exchange between the two parties. In these 

conditions, these signals can build initial trust hence trigger exchanges. 

Jaffe and Nebenzahl (2001) describe that the COO’s (country-of-origin) information is 

provided by the phase of “made in…” with the country’s name. In general, COO can be 

used as an informational cue in order to present as a global evaluation of quality, 

performance, or specific product/service (Bruning, 1997). In international marketing, 

COO is one of the most examined phenomena (Amine et al., 2005) and it is described as 

an external factor in the customers’ decision-making process (Cordell, 1992). Because 

customers are often less familiar with foreign products (Parameswaran and Pisharodi, 

1994), they lack of knowledge about the foreign product’s quality and performance. As a 

result of this, customers prefer to use external factors such as COO and corporate 

reputation to evaluate new products (Thorelli et al., 1989). Further, Maheswaran (1994) 
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finds out that customers are more likely to use COO as an external factor to evaluate new 

products in order to reduce risk (Michaelis et al., 2008).     

Chu et al. (2010) point out two models to describe how customers react to COO 

information. The first model is “halo effect”, which means COO is used as a mental sign 

for customers so it influences their beliefs or thoughts related to other characteristics of 

the product and in general the entire goods’ assessment. Another model is “summary 

effect”, which means the customers’ image is based on their knowledge about the 

products from the country of origin. Both models present that customers perceive the 

quality of production that is based on the image of country of origin. Hence, Chu et al. 

(2010) states that customers perceive low quality towards a product made in less 

developed countries. 

Fregidou-Malama and Hyder (2011) present that trust becomes an important factor if 

there is a large difference between the service providers’ country and the customers’ 

country. The customer contact or front desk of a foreign company should be sensitive to 

the local customers and in order to achieve such attitude, the foreign company should hire 

and train local employees (Hyder and Fregidou-Malama, 2009). Meanwhile, Hassi and 

Strorti (2011) pointed out that international organizations hire large number of locals that 

can share familiar feelings, atmosphere, and values. The reason behind is that national 

values are deeply rooted among individuals. 

2.6 Trust at company level 

In the internationalization of the marketplace, international alliances and partnerships are 

popular around the world (Heffernan, 2004). According to Wilson (1995), there are many 

factors that can influence the successful business relationship, which are trust, 

commitment, communication, shared values, co-operation, and social contacts. Heffernan 

(2004) distinguishes two different types of maintaining trust. The first type is common 

components of trust, which are: credibility component – the partner has expertise and 

capability to maintain the partnership and integrity component – each partner uses written 

or verbal agreement; The second component is benevolence where the partner will behave 
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with equal standards when new situations arise that are related to the relationship. 

Another type of trust components are identified by Sako (1992), which are: (1) 

competency trust – partner has skills, competencies, or characteristics to influence within 

some specific domain; (2) contractual trust – each partner uses written or oral promise, 

and the contractual trust is carried by ethical standard, which also named as “keep 

promise”; and (3) goodwill trust – partner has willingness to do more things than formally 

expected. When the goodwill trust increases, a partner will become more responsive to the 

requests outside the norm. After overviewing the two types of trust components, the three 

important elements of trust are highlight at company level as: capability, promise and 

willingness to know partner’s desire. 

Trust can convey benefits for organization in different aspects: Problem solving – Trust 

encourages partners to sharing information (Zand, 1972); Communication – Trust 

facilitates frequency and quality of communication between partners (Sankowska, 2013); 

Nonaka and Takeuchi (1995) believes that trust can stimulate behaviors to increase 

creativity; Reduces cost – trust works as a heuristic in knowledge transfer, which 

minimizes the resources spent on assessing credibility of knowledge provider (McEvily et 

al., 2003); Respect – trust is the extent to which employee believes that through 

knowledge sharing he/she will achieve benefits and will not be exploited by other 

organizational members (Yusof and Ismail, 2010); and finally, it increases performance - 

organizational performance becomes increasingly dependent on behaviors such as 

scanning the environment to explore opportunities, participation in organizational 

learning processes and helping colleagues to improve their performance. In general, trust 

is an obligatory resource for increasing organizations’ competitive advantage (Bijlsma 

and Koopman, 2003). If trust is lacking, people tend to focus on protecting themselves 

and their valuable knowledge, which hinders knowledge transfer, hence bring negative 

outcome to organizations (Sankowska, 2013). 

Organizational culture is defined as the sum of all the sub-cultures, including 

non-managerial ones within an organization (Lewis and Thornhill, 1994). Schein (1992) 

states that organizational culture cannot be changed easily, and that the organizational 
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culture ś development deals with two main challenges: internal integration and external 

adaptation. Pettigrew (1990) considers that organizational culture refers to people, their 

relationships and beliefs, products, structures, modes of recruitment and reward. 

Litwinenko and Cooper (1994) point out that when the organizational culture changes, the 

trust support is necessary. This is because during the organizational culture change, the 

organizational structure is relatively unstable and social bounds such as trust can support 

other organization in the same direction to work towards common objectives in order to 

achieve success. 

2.7 Individual level 

The socialization process of individuals is influenced by societal culture than by the 

culture of organizations where individuals work and act as an important role in services 

marketing (Hassi and Storti, 2011). Also, Curral and Inkpen (2002) state that trust 

between individuals plays a key role in the collaborative process. 

Bijlsma and Koopman (2003) describe that trust between different actors can build 

expectation, where expectations of others’ beneficial actions will be enhanced by prior 

experiences of such behavior. If others live up to prior expectations, this good repute will 

further positive expectations in the future and promote actor’s willingness to cooperate. If 

the relationships between people become looser, the cooperation will become temporal 

and virtual. So, in order to enhance the cooperation, individual trust building can be a 

solution. In the cooperation, the relationship between individuals will be developed and 

such improved relationship can influence the organization decision making, such as the 

managers use oral promise instead of formal contract (Curral and Inkpen, 2002) and 

transaction costs reducing (Bijlsma and Koopman, 2003).   

2.8 Theoretical framework 

In order to solve the research questions of this study, the trust factor, actors, relationship 

factor and marketing strategy factor will be pointed out. Different actors can have 

different perceptions based on the different trust levels and each of these levels at the 

same time influences each actor involved. 
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Relationships are built by these actors and these relationships can be improved by 

developing each level of trust. Also, there exist an interactive relation between 

relationship of different actors and the marketing strategy. The marketing strategy will 

influence the actors to perceive the trust in different levels. Figure 1 shows how these 

factors are linked. 
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Source: Own construction, adapted from Hyder and Fregidou-Malama (2009), Curral and Inkpen 

(2002) and Fang et al. (2008). 

At the beginning of a relationship, local customers have no experience with foreign 

product, then the customers evaluate the foreign products based on the image of “made in 

which country” (Chu et al., 2010; Jaffe and Nebenzahl, 2001; and Michaelis et al., 2008). 

This kind of initial trust (Michaelis et al., 2008) is measured as country level of trust. In 

business-to-business relationships, trust is a major factor to achieve success (Heffernan, 

2004; Sankowska, 2013) and trust can be developed by improving the capability, promise 

and willingness to know the partner’s desire (Sako, 1992; and Heffernan, 2004). At an 

individual level, trust is also a key factor to gain positive outcomes for organizations 

because the trust at this level can influence employees’ performance (Hassi and Storti, 

2011; and Bijlsma and Koopman, 2003). 

The reason why the actors should be pointed out is that the actors are the ontology of trust 

at the three levels. In national level trust, the trust is built by local customers and foreign 

companies, then the local customers and foreign companies can be illustrated as actor A 

and actor B. In organizational level trust, the trust is built by different companies, then the 
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different companies can be illustrated as actor A and actor B. And in individual level of 

trust, the external trust is built by the contact people from different companies, then the 

different contact people can be measured as actor A and actor B. According to Håkansson 

and Johanson (1992), actors involved are a key factor to build relationships. There are 

different types of relationship, which are divided by the nature of actors such as 

customer-supplier relationship, internal organization relationship and external 

organization relationship. However, the relationships are not static and there are different 

steps to describe the dynamic of the relationship where the interaction between actors and 

their trust will influence the steps of development to take. 

Hyder and Malama (2009) state that customers have expectations for service producers in 

the marketing field. Customers believe that service producers should deliver the quality as 

part of the standardization, responding to local customs, values and needs and here is 

where trust is formed to fulfill this belief. In spite of this, customers can choose the 

service provider by randomly selecting it from all the providers available at beginning, 

then building up trust after the relationship is progressing. To enhance commitment, 

marketers must focus on increasing and preserving trust and use suitable marketing 

strategy to create and maintain relationships with people who have different backgrounds 

(Suh and Janda 2006). In other hand, the decision making from marketing strategy also 

can influence the relationship between different partners. Furthermore, the trust can be 

influenced by relationship processes in international business (Hyder and 

Fregidou-Malama, 2009). 

Through our theoretical framework, trust development is linked to the different trust 

levels that affect the actors involved in a relationship process and in consequence the 

marketing strategy to take. Therefore, this research examines how does Elekta deliver 

trust to Spanish customers, how does the trust development influence the relationship 

between Elekta Spain and its customers, how it influences the marketing strategy from 

Elekta Spain towards the Spanish customers and how they respond to the trust at different 

levels. 
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3 Methodology 

In this chapter, how to choose the research method based on the research question and 

research aim of this study is explained and how to use research approaches to collect data 

is described. 

3.1 Introduction into Research 

Krishnaswami and Satyaprasad (2010) describe that research is the way to find out 

answers and solutions for various problems. Ghauri and Grønhaug (2010) state that the 

purpose of research in the business field are various, such as to give a description, 

explanation, understanding, precognition, criticism and/or analysis to the already existing 

knowledge or phenomena in social sciences. As students, the basic purpose of a research 

is that students should analyze issues/matters by systematically working and critically 

learning before believing these issues/matters or acting upon them (Ghauri and Grønhaug, 

2010 p. 9). This process of research is based on proving facts and evidence, which is also 

measured as scientific way of research (Krishnaswami and Satyaprasad, 2010). No one 

can take decisions on important issues unless the person deepens the knowledge into more 

relevant information on the particular aspect. Therefore, all the information should be 

analyzed in order to make a judgment about the right solution and/or answers to the issues 

(Ghauri and Grønhaug, 2010 p. 9). 

However, systematic information collection and critical analysis is not enough, 

researchers also should know how things should be done. By overviewing others’ 

research, applicable information will be highlighted and perhaps this information can be 

used for own research problem or situations solving. Nevertheless, sometimes others’ 

researches is not 100% suitable to our own research problem/situation and then 

researchers need to make some changes to make the information suitable. When this kind 

of process has been done by several researchers, it is considered that the idea or theories 

have been tested (Ghauri and Grønhaug, 2010 p. 9). Once the idea or theories have been 

properly tested, researchers can even predict the future and present their result with 

confidence: in this type of problems or situations, this should be the answers or solutions. 

The research can thus be considered as a process of problem solving for a specific 
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condition, which also can make our life easier (Ghauri and Grønhaug, 2010 p. 9). Also, 

Hair et al. (2011) state that this kind of research process can help companies enhance their 

performance and consider their strategies. 

3.2 Research approach 

The present research approach involves inductive approach, qualitative method and a case 

study research approach. 

According to the authors Ghauri and Grønhaug (2010) in order to establish what is true 

and false from all the collection of data, we can use a deductive or inductive approach 

while researching. 

In one hand, using an inductive approach, we use our empirical data to reach a conclusion, 

starting from observing the issue to be researched, spotting the findings (that are 

integrated into the existing literature) and finally creating the theory and improving it. 

Bryman (2004) state that inductive approach can give an explanation of the relationship 

between theory and research. While reaching inductive conclusions, Ghauri and 

Grønhaug (2010) state that we cannot be totally sure about some empirical remarks. 

Moreover, the author’s remarks that even a conclusion drawn from plenty of 

interpretations can also not be right and this is due to the general selection among the 

entire information available. Therefore, the result that we will achieve are a probable 

results, in other words, they will not be 100% accurate. 

On the other hand, while using a deductive approach, we will reach to conclusions via 

logical thinking as hypotheses are constructed from the existing literature that can be 

focused by empirical testing so it can be admitted or excluded. Saunders et al. (2009) state 

that the deductive approach is more relied on natural sciences. Consequently, the 

researches duty is based on creating hypotheses (that come in the first position), the 

concepts used (Bryman and Bell, 2012) affecting the rest of the investigation process, 

which is related to quantitative research. It is important to highlight that inductive and 

deductive approaches can be coexisting and both, inductive and deductive approach 

contain features of each other (Ghauri and Grønhaug, 2010). 
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Both approaches request to go beyond statistical implication to data collection and to be 

conscious about the importance of theory, data or study. Furthermore, it implies that the 

researcher needs to be updated with different ideas, scientific methods and theories 

(Ghauri and Grønhaug, 2010). Therefore, this research is inspired on the framework 

model made by Hyder and Fregidou-Malama (2009) and Fregidou-Malama and Hyder 

(2011), using inductive approach. 

Saunder et al. (2009) state that both qualitative and quantitative research methods are the 

fundamental methodologies to collect data. The quantitative research method is focusing 

on numeric data and qualitative research is a mixture of the rational, explorative and 

intuitive information (Saunder et al., 2009; Ghauri and Grønhaug, 2010). 

In one side the quantitative research method emphasizes on statistics testing and 

verification by using logical and critical approach in order to find out the facts and/or 

reasons of social activities, and the variable measurement is also controlled. The data of 

quantitative research method is objective and “distant”. The quantitative research method 

focuses on the population members in order to achieve a hypothesis test, find out the 

result, and analysis (Ghauri and Grønhaug, 2010). However, Gummesson (2005) argues 

that quantitative research method can contribute for raising the scientific status of 

marketing, but it is not sufficient. Without a clear awareness from qualitative research 

method, the quantitative one can never achieve excellence. 

The qualitative research method, however, emphasizes the understanding from 

respondent’s standpoint by using interpretation and rational approach, which is also 

setting natural observations and measurement. The data of qualitative research method is 

subjective focuses on the explorative and holistic process in order to compare the 

properties and/or contexts from individual organism (Ghauri and Grønhaug, 2010). The 

degree of qualitative research method’s objectiveness depends on the background and 

previous experience of the researcher. The needed skills are thinking abstractly, stepping 

back and analyzing situations, recognizing and avoiding biases, obtaining valid and 

reliable information, having theoretical and social sensitivity, being able to keep 

analytical distance while utilizing past experience and having a shrewd sense of 
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observation and interaction (Ghauri and Grønhaug, 2010). These authors also point out 

that the selection of research method is also based on the research questions. If the 

research questions are focusing on discovering an individual experience or behavior 

and/or investigating and understanding a phenomenon about which little is known, the 

qualitative research method should be the suitable research method. 

For these reasons, a qualitative analysis approach has been used, an approach used also 

before by authors such as Hyder and Fregidou-Malama (2009) and Fregidou-Malama and 

Hyder (2011) researching cross-cultural services marketing. Due to the fact of being one 

company examined for this research, the method used is a single case study. This also 

leads for further questionnaires as part of our qualitative data collection procedure. 

Moreover, preceding studies, such as Fregidou-Malama and Hyder (2011) as well as the 

Elekta studies in Argentina, China, Germany, Hong-Kong, Philippines, Russia and 

Sweden have used the same approach, which indicates this research to adapt to the same 

line for the case study of Elekta on the Spanish market. 

3.2.1 Case study as research strategy 

Eisenhardt (1989) describes that the case study is a research strategy which focuses on 

understanding the dynamics showed within a single settings. The case studies can involve 

one or more cases in order to achieve various levels of analysis (Yin, 2009), general or 

specific conclusions of certain phenomena,n recognizing of variables, complex 

interrelations and ambiguities in business (Gummesson, 2005). 

In order to complete the case study, researchers collect data by using offering interviews 

and questionnaires (Eisenhardt, 1989). The aims of case studies are various, such as form 

concepts and propositions (Gummesson, 2005), provide description, test theory and/or 

generate theory (Eisenhardt, 1989).  

Flyvbjerg (2011) describes the strengths of a case study such as deep and high conceptual 

validity, understanding of contexts, processes and what causes a phenomenon, linking 

causes and outcomes, and fostering new hypotheses and new research question. In other 

words, case studies are the suitable research approach to answer the questions such as the 
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cause of a phenomenon, how to prevent it and why the phenomenon will appear (Yin, 

2009; Eisenhardt, 1989). 

In this research, we have chosen to implement a single case study due to the focus that 

relies on investigating the trust development in International Healthcare Service Market 

on one organization, Elekta and its trust building and development, relationships and 

marketing strategy. We solely focus on Spain, in one of the countries where the Swedish 

company ś acts in and we want to study their performance while trust building and 

services marketing and how it is influenced by Spanish customers. 

3.3 Data collection 

Ghauri and Grønhaug (2010) state that there are two ways to collect data, which are 

secondary and primary data collection. In order to find information to solve the research 

problem and understand/explain the research problem, secondary data can be very useful. 

The secondary data collections include looking for the information from books, journal 

articles, and online data resource such as websites of firms, governments, 

semi-governments organizations and catalogues. In fact, some research questions can be 

solved through secondary data and further data collection is no necessary. However, there 

still have some disadvantages in using the secondary data. When selecting secondary data, 

it should consider that the collected data from other research with different objectives are 

suitable with their own research topic (Ghauri and Grønhaug, 2010). Therefore, 

researchers should locate the secondary data and then evaluate the usefulness of the 

contents of each. 

If the secondary data is not suitable or cannot answer the research questions, the 

researchers should collect primary data, which normally includes observations, 

experiments, surveys (questionnaires) and interviews. The purpose of doing primary data 

collection is that researchers can find empirical data in order to depend upon their own 

research questions and research design (Ghauri and Grønhaug, 2010). 

In the case of this research, to collect primary data was taught due to the need of 

contacting the right people that could give us the information we needed and finding 
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people with the willingness to cooperate with us. However, through the help, support and 

guidance of Maria Fregidou-Malama, we could successfully contact with Elekta’s 

employees in Sweden and Spain and their Spanish customers. A recommendation letter to 

Elekta’s customers was made by Maria Fregidou-Malama (Appendix 1). When we wanted 

to contact with Elekta’s employees in Sweden, we get the phone number of Elekta 

Sweden. After that, we settled a time to do a face-to-face interview. For Mr. Abbiati, we 

used a cellphone call so we could carry out an interview to collect the data. We used 

E-mails to contact and to do the questionnaires for the customers in Spain (Appendix 4) 

and the Elekta’s employees in Spain (Appendix 5, Appendix 6 and Appendix 7).  

The gathering information for our research started by contacting the employees of Elekta 

in Spain, who approved to do our questionnaire. In addition, they helped us to contact 

their Spanish customers. Once we contacted the customers, we had the chance to contact 

higher authorities within Elekta Sweden. Moreover, once we had the opportunity to 

interview them, we could get in touch with the Southern European Manager, that helped 

us to broaden our perspective for our research. For the customers and Elekta Spain, taking 

into consideration the geographical distance, we sent them a questionnaire to be filled up, 

that could take up to 40 minutes to be completed. 

3.3.1 Questionnaire 

According to Bryman (2004) a questionnaire is a compilation of questions that aims for 

responses. Saunders et al. (2009) state that it is a method to gather data by asking fixed 

questions in a structured manner. Nevertheless, a questionnaire can adopt multiple forms 

of carrying out, such as semi structured or structured interviews, via telephone or online. 

It is of a vital importance that researches keep in mind while creating the questionnaire, 

that a great amount of attention should be placed while designing the questions and that 

they need to pre-test it. So once the layout is ready, a proper explanation of the 

questionnaires purpose and a meticulous planning is done the execution can take place 

(Saunders et al., 2009). 
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In order to contact the customers and employees of Elekta in Spain, a deep research has 

been carried out in order to access the data that facilitates the circulation of our 

questionnaires (Appendix 2 and Appendix 3). The questionnaires have been sent to the 

Elekta Spain and its customers by a list facilitated by Elekta Spain. Therefore two 

different kinds of questionnaires were created, one for the company and the other one for 

the customers so we could gather together the two different points of view about Spanish 

Elekta’s situation. 

In total 24 questions were made based on our literature review and the theoretical 

framework. The questions created were open questions, leaving freedom for answering 

frankly as the questions created and the intention behind were not influential while 

answering them. Finally, we get three answered questionnaires from Spanish Elekta’s 

customers. They were: Camen Rubio, who is the chief of the Radiation Oncology 

Department HM Universitario Sanchinarro, Madrid; Leyre Alonso, who is a Medical 

Physicist at the Service of Radiotherapy Oncology; and Victor Muñoz, who is the Head of 

Radiation Oncology of Hospital Universitario do Meixoeiro. All their answers are 

summarized in Elekta customers’ Questionnaires (Appendix 4). From the Spanish 

Elekta’s perspective, we get two answered questionnaires. They were: Maria Velez, who 

is responsible of Sales Support, and Eduardo Rodriguez, who is the Managing Director 

for Spain and Portugal. All their answers are summarized in Elekta’ employees 

questionnaires (Appendix 5). One thing that should be pointed out is that Leyre Alonso 

writes the answer in Spanish and that we have changed it into English. 

In order to achieve accurate responses from our questionnaires, the constructing of them 

in this study was following the guideline which was built by Ghauri and Grønhaug (2010) 

and it is attached in Appendix 9. The questionnaire for customers is attached in Appendix 

2 and the questionnaire for Elekta’s employees is attached in Appendix 3. 

3.3.2 Preparing for the semi-structured interview 

According to Ghauri and Grønhaug (2010) there are two types of interview in business 

research. The first type of interview is structured interview. Structured interview is a 
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standard format of interview, which focuses on fixed response categories and systematic 

sampling and structured interview is combined with quantitative measures and statistical 

methods. The second type is unstructured interviews. Unstructured interview is almost 

full liberty to discuss the issues about reaction, opinions, and behaviors from respondents. 

The process of unstructured interview is that the interviewer just gives lead questions and 

then records the responses. The unstructured interview is combined with qualitative 

research method, and the data collected by unstructured interview are used to understand 

“How” and “Why” questions (Ghauri and Grønhaug, 2010). 

However, some researchers have discussed about the semi-structured interviews, which is 

falling in between unstructured and structured interview and differ from both interviews. 

The different between semi-structured interviews and unstructured interviews is that in 

semi-structured interview, the sampling size, people to be interview and the interview 

questions have been determined beforehand and the topics and issues are also covered 

beforehand. The difference between semi-structured interviews and structured interviews 

is that data/information collected by semi-structured interviews are often about personal, 

attitudinal and value-laden material, which means the interviewer should demand greater 

skills and social sensitivity. The advantage of semi-structured interview is that researchers 

can replicate the interview in similar situations and obtain information in the context of 

discovery (Ghauri and Grønhaug, 2010). 

As our interview target, we had the chance to interview at Elekta’s headquarters in 

Stockholm to Michael Enwall, Director Sales and Marketing Neuroscience, MEG and 

LSN and Rolf Kjellström, Vice President, Neuroscience sales and Marketing. Also, we 

carried out an interview via phone with Massimo Abbiati, the Southern European 

Manager for Elekta. All the interviews were semi-structure interviews. 

3.3.3 Conducting the interview 

Firstly, we had our interview at Stockholm headquarters the 2nd of June at 2 pm with 

Michael Enwall the Director of Sales and Marketing Neuroscience, MEG and LSN and 

Rolf Kjellström, the Vice President, Neuroscience sales and Marketing. The interview was 
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semi structured, with open questions which was recorded and took an hour to be done. 

The interview was face to face, the answers were recorded and transferred afterwards. The 

transcrip of them are summarized and attached in Appendix 6. 

And secondly, the 16th of June at 10 am it took place our next interview with Massimo 

Abbiati, the Southern European Manager via phone that lasted 57 minutes. Our first 

intention was to record the interview so we could transfer the data afterwards. However, 

we have some problems of hearing each other’s due to a poor signal and the phone 

speakers’ mode in audio was deteriorating the understanding from both sides. Therefore, 

we stopped recording the call and at the same time the interview was being conducted, the 

data was being transcribed. The interview was hold by cellphone and the answers are 

summarized (Appendix 7). 

3.3.4 Data collection of respondents profile 

In this study, the data collection is shown from different perspectives. Firstly, Elekta’s 

customers’ perspective is shown which was completed by delivering to them a survey. 

The data collection from Elekta’s perspective is completed by face-to-face interviews with 

employees of Elekta Sweden, surveys to the employees of Elekta Spain and a phone 

interview with Elekta’s South European Manager. Table 1 shows the data collection 

approach for Elekta and Table 2 shows the data collection approach for Elekta’s 

customers. 

Table 1 Data collection approach for Elekta 

Name Position Approach 

Rolf Kjellström Vice President, Neuroscience sales and Marketing 

(Elekta Sweden) 

Face-to-face 

Michael Enwall Director Sales and Marketing Neuroscience, MEG 

and LSN (Elekta Sweden) 

Face-to-face 

Massimo Abbiati Southern European Manager  Cellphone 

Maria Velez Sales Support (Elekta Spain) E-mail 

Eduardo Rodriguez Managing Director for Spain and Portugal (Elekta 

Spain) 

E-mail 

Source: Own construction 
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Table 2 Data collection approach for Elekta's customers 

Name Position Approach 

Camen Rubio Chief of the Radiation Oncology Department HM 

Universitario Sanchinarro 

E-mail 

Leyre Alonso Medical Physicist at the Service of Radiotherapy 

Oncology 

E-mail 

Victor Muñoz Head of Radiation Oncology of Hospital Universitario do 

Meixoeiro 

E-mail 

Source: Own construction 

 

3.4 Data presentation and Analysis 

The word analysis is mainly linked to unequivocal research techniques and designs, that 

are mainly quantitative and qualitative approaches where the interpretation and the 

process not being explicit or transparent as in analysis, the imitation seems harder. As 

interpretation is needed in order to understand any type of research, while listing 

strategies, for the author Gummesson (2005) analysis and interpretation tend to overlap. 

For quantitative techniques, causality is the figure to be identified among few variables. In 

qualitative techniques, the focus is to understand the perspective than to create clearer 

origin and relationships between single variables like in quantitative techniques. As 

qualitative study is shaped by data collection, both, analysis and the interpretation take 

place at the same time. Although the data is taken from secondary sources, the created 

construct out of it will be made by the researcher. Therefore, the researchers need to 

choose between the format available of data (statistical tables, annual reports, graphs, 

texts) in order to combine, analyze and interpret them (Gummesson, 2005). 

One important issue to face for carrying out a qualitative research comes while comparing 

data, theories available and results from other researches. At this stage, where concepts 

are being created, it is important to compact the information available in order to be more 

manageable. There needs to be a combination of qualities while using techniques so the 

data can be structured, along with the combination of qualities linked to human 

capabilities, such as intuition of the individual that for qualitative studies is dependent on 

experience or common sense (Gummesson, 2005). However, if the researcher decides to 



 

29 
 

carry out a quantitative research, the goal will turn into a rigorous and systematic 

approach, leaving little space for individuals or teams influence (Gummesson, 2005). So, 

we can say that at this stage the data gained must be conceptualized and related to other 

types of studies as while aiming to the theory creation, the researchers need to contrast 

them with an existing theories, or leave them as a pure description, leaving the duty of 

interpreting in the hands of the reader. 

In our case, based in the theory compilation of chapter two, we created questions linked to 

the fields trust development, trust and relationships, trust at different levels and marketing 

strategy in order to relate the data from both, Elekta and its customers. For trust and 

development, we asked the questions about how the responders thought about trust in 

business and how the trust is important in different fields. In trust and relationship field, 

we asked the questions about how the respondents developed and maintain the 

relationship in business from trust perspective. In the trust at different levels field, we 

asked the questions about how respondents perceive trust in country, company and 

individual level. For the marketing strategy filed, we asked questions about how the trust 

influenced the suppliers’ marketing strategy and how the customers felt about this 

marketing strategy. After, we divided the empirical data into four parts: trust development, 

trust at different levels, trust and relationship and marketing strategy. Then, we compared 

the data and theories presented in chapter two in order to find out similarities or 

differences. As a consequence, we developed a theoretical model of trust development. 

3.5 Reliability and validity 

As Silverman (2005) means about reliability and validity “...Unless you can show your 

audience the procedures you used to ensure that your methods were reliable and your 

conclusions valid, there is little point in aiming to conclude a research dissertation”. 

When we discuss about reliability, we talk about the degree of uniformity given to a 

category by same or different observer on diverse situations. In order to be possible the 

calculation of reliability, the researchers need to compile, document and show the 

procedures and categories used uniformly (Silverman, 2005, p. 224). According to Kirk 
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and Miller (1986, p. 72), in order to calculate reliability, it is of a vital importance that 

researcher document the entire procedure that has been followed. The compiled and 

presented data should be evaluated critically and analyzed in a way that more than one 

researcher can assure the reliability (Gummesson, 2003). Though reliability, errors while 

conducting the same investigation can be deceased (Yin, 2009), making the research idea 

firm (Bryman, 2004). So the more details about the method used for data collection, 

presentation and the analysis of such, the level of reliability will be higher making the 

study enable to be used for future studies using same focus and results (Silverman, 2005). 

It is important to remark that as semi-structured and non-standardized interviews were 

used, the interviews cannot be repeated as the answers from the interviewees were linked 

to a particular situation, interviewees, interviewers and environment. The meaning of 

reliability is to raise the chances for other scholars carrying out the same research to reach 

the similar results. Consequently, in order to make the data reliable, the interviews 

structure and questionnaires are attached in the appendix. In addition, this information can 

be reused if other researchers aim to carry out the same study, guaranteeing a similar 

outcome (Silverman, 2005). 

According to Silverman (2005) in order to demonstrate validity or “the truth”, the 

researchers need to challenge themselves by trying to deal with contrary cases than the 

one that they are researching and this implies from both methods, quantitative and 

qualitative methods. Researchers need to prove the audience and themselves that their 

results are honest, based on the gathered information and that it isn’t dependent of few 

samples, usually called anecdotism. Other downside affecting validity could be the 

representativeness of the data as sometimes researchers could have chosen some data, 

leaving aside the other and making difficult to determine whether the findings can be 

demonstrative. Sometimes, researches while summarizing findings, they may lose 

material while doing the process, leaving little alternative for explanations for the same 

material (Silverman, 2005). According to Bryman (1988), for qualitative research is more 

common than what is usually thought to use personal compilation of a case while 

designing conclusion. However, triangulation refers to a method to get the “truth” by the 
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combination of different ways of observing the results or by respondent validation 

(Silverman, 2005), it suggests to go back to the interviewees with our cautious results and 

improve them with them present (Reason and Rowan, 1981) so anecdotism can be 

avoided. Additionally, subjects of politics or ethics should not be mixed with the research 

findings and validation (Silverman, 2005). Therefore, Silverman (2005) suggests five 

interrelated modes to promote the critical thinking while doing qualitative data 

investigation aiming valid findings: 

(1) The refutability principle: that implies to avoid reaching easy conclusions only 

focusing in some evidences that lead to the intended direction. 

(2) The constant comparative method: it implies testing the provisional theory through 

another case. Although there is a limit of capacity while analyzing data, the larger the 

database the better so the entire disparity of the phenomena can be seen (Peräkyla, 2004). 

(3) Comprehensive data treatment: implies analysis and inspection of the data. For 

qualitative research, until the generalization is applicable to any significant data collected 

should be satisfactory. 

(4) Deviant-case analysis: It implies to contrast the data with discrepant cases until the 

investigation results in newly added rules that entail all the information in the analysis 

(Becker, 1998). For qualitative investigation should not be enough to have explanations 

for all the inconsistency in the data. As an alternative, every data needs to be used until it 

can be explained or justified (Silverman, 2005). 

(5) Using appropriate tabulations: By using plane counting techniques from theory and 

rooted on the researches own categories, the audience will grasp the sense of the 

information shown as a whole at the same time researcher being able to review the used 

generalizations (Silverman, 2005). 

In spite of this, in one hand in order to increase the validity, Yin (2009) states that by 

using multiple sources of evidence to explain and understand the relationship between 

case results and theories increases the level of generalization of the results. In another 

hand, Eisenhardt (1989) presents that in order to increase the validity, the theories of the 
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existing literatures should be improved. In our case, we use both ways to increase the 

validity. First, we use theory analysis approach to make a theoretical framework to build 

relationship between different factors such as trust development, trust levels, relationship 

and marketing strategy. And second, we set different targets to collect empirical data in 

order to achieve multiple sources. 

By using a qualitative approach and single case study, the outcomes of this research 

cannot be generalized as it deals with one company, Elekta in Spanish market. As this 

particular research has not been carried out previously, the later expansion of the research 

to be done in the same field could lead to a generalization. Hence, considering the 

upcoming studies part of a bigger research project. To collect data that is trustworthy and 

that is high-quality, the questionnaires were sent to the interviewees adding the chance to 

make comments or questions so the misunderstanding could be decreased to a minimum. 

The questionnaires were clearly structured so the respondents could answer them without 

misunderstanding or misinterpretations of the questions. 

The respondents from Elekta side (employees) were chosen as they were in charge of 

Sales, Marketing and Management for the markets outside the country of Sweden, more 

precisely in Europe, including Spanish market. The respondent regarding the customers 

points of view were after the Spanish Elekta provided the list of the current customers, 

making the answers valid for this study’s scope, proving at the same time a high validity 

of this study. 
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4 Empirical Study 

In this chapter, first of all, the results from the Elekta ś employees are presented followed 

by the Spanish customers. The results from both sides are taken into separated parts as 

they deal with: trust building, trust at a country, company and individual level, trust and 

relationships and marketing strategy.  

4.1 Empirical information from Elekta ś perspective 

4.1.1 Trust development 

We asked the respondents if they have a direct contact with the customers in Spain and if 

they had any criteria to follow such procedure. All the respondents affirmed to have direct 

contact with the Spanish customers. The criteria to choose some customers among others 

were diverse, such as if they were economically wealthy (Enwall, 2014), to have a market 

where the healthcare sector is mature “so you should take into consideration which kind 

of product to introduce according to this maturity” (Kjellström, 2014), sales and 

marketing purposes (Rodriguez and Velez, 2014), the clinical profile such as if the 

hospital is important and well known or the possibilities of the market (Abbiati, 2014). 

When they were asked about the factors evaluated and among them which was the most 

important, the answers were the level of education of the user and the doctors training for 

Elekta’s products (Kjellström, 2014), cultural factor (Abbiati, 2014), after sales, 

marketing purposes (Velez, 2014 and Rodriguez, 2014), and lifecycle services and 

customer satisfaction (Velez, 2014 and Rodriguez, 2014) “all these factors are relevant to 

maintain closed customer relationships and all these ones are key issues for the market in 

Spain” (Velez, 2014). 

When we asked if trust was needed as a component between Elekta and the Spanish 

customers all the respondents answered yes, as one of the respondents stated “If you 

deliver what you have promised, that goes the trust, and if you don’t, then there will be 

problems” (Enwall, 2014). Moreover, to solve customers’ problems and keep their words 

were mentioned (Enwall, 2014). As a starting point, because the company is focused in 

long term business orientation “the company is not only aiming in selling and after 

“disappearing”, but keeping the contact by coming back and asking the customers if 
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everything is working and keeping a good service contact so they can feel and get the 

support they might needed” (Kjellström,2014). 

In addition, trust was seen as a fundamental element, as Abbiati (2014) stated, he keeps 

contact with the country manager on a daily basis, and the presence or face to face contact 

plays an important role, if not it will be not possible to create and build a long term 

relationship “you need to show up, listen to them, their claims and needs, see what the 

customers says (Abbiatti, 2014), “solve their needs at all times”(Rodriguez, 2014), “we 

can create it (trust) if we support them on all their uncertainties, we help them with all the 

sales and service doubts, if we accomplish and get success on all their goals and respect 

the delivery dates and all so on” (Velez, 2014). However, for the case of Spain, one of the 

respondents stated that they were less consistent in terms of closeness to the customers in 

comparison to what they tend to be. (Kjellström, 2014). 

Based on trust, we asked if previous experiences with other customers (bad or good) 

affected the decision for choosing a new customer. Mr. Enwall (2014) said that the 

process can go the other way around too as the vendor can be chosen by the customer. 

However, according to Mr. Kjellström (2014), Elekta being a big player and having a 

sounded name in the field, make clients go to the company in order to ask for an offer. For 

Mr.Abbiati (2014) clients choose him, therefore, the level of the attention he puts on his 

clients is really high although they share some similarities in terms of culture or personal 

interest. Additionally, Elekta is a tendering company and if previous experiences on trust 

are lacking, customers can ask to other peers in order to gather information, as “the word 

goes around very quickly” (Enwall, 2014). 

Nevertheless, previous experiences affect the decision while choosing the customers “If 

you had a bad experience why would you repeat that bad experience? But if you had a 

good experience, yeah, no problem” (Enwall, 2014), “if they get a successfully experience 

with us, we will be awarded with new sales and service orders” (Velez, 2014). 

Furthermore, they are aware that every customer is different and they emphasize how 

important is to learn with every customer and the learning gained from previous 

experiences (Rodriguez, 2014). 
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We also asked if they take the written down contract as valid while making business or if 

the oral promise of the customer was valid. Rodriguez and Velez (2014) stated that they 

never take as valid an oral contract, therefore the written down contract is the only one 

valid. In addition, Mr. Kjellström (2014) stated that they do not work in oral promises 

because people changes their mind from both sides “Ideally everything should be on 

paper...sometimes you do get surprises that they promise something orally that is not what 

the customer stated on the paper” (Kjellström, 2014). Also, this type of projects are “quite 

big” that take long time to be made and “the process itself implies to fill up plenty of 

documents, especially if the product is sold to an official institution such a Government 

and as they follow protocols, so the company offering the good/services does it too and if 

one step is missing, it will be a piece of paper about that” (Enwall, 2014). 

In spite of this, for Mr. Abbiati (2014) trust is developed during a relationship, so even if 

the written down contract is a must he stated that “I'm not attracted to what people say but 

to what they do...” explains, and he also tries to understand the personality of the people 

that he has to deal with. 

4.1.2 Trust at country level  

In the country level of trust, questions are linking the perception of the country image 

from Elekta’s perspective. In the organization level of trust, questions are linked to the 

daily operations between two companies and how Elekta gains customers’ feedback. In 

the individual level of trust, questions are linked with the personal relationship and how 

individual trust works. 

So according to the two interviews, it is shown that all the interviewees think that where 

the company is from or COO is an important matter for their business. Enwall (2014) and 

Kjeellstöm (2014) think that the image of “Sweden” has a very good reputation, as it 

implies to have a serious image, a country with good engineering, honest people and that 

is a country which is neutral in politics. Furthermore, in many places such as Middle East, 

Asia, and Europe, to be a Swedish company has been an advantage for them. 
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Additionally, the idea or image of Swedish product’s quality (Enwall, 2014) and the 

innovation of Swedish companies have positive impact to help to establish into the 

Spanish market (Kjeellstöm, 2014). Following the same line, Abbiati (2014) stated that 

Swedish companies have good attitude in terms of dealing with people. Also, he added 

that Swedish companies show their respect to all people and this respect entitles all as a 

value. And the respect shown can also impact the Spanish customers in a positive way. 

Abbiati (2014) continued saying that when he goes to Spain, the Spanish people like the 

respect which the company shows and liking to be respected is very Mediterranean 

culture, which means that if you show respect, as the Spanish people like it, they will 

respect you back. Therefore, the image of a Swedish company can help Elekta to gain 

trust in the Spanish market and to be established there (Abbiati, 2014).  

Velez (2014) thinks that Swedish values or/and Nordic values are highly valued for 

Spanish population, so Elekta being a Swedish company is a positive point in order to 

succeed in this market. Moreover, the idea of being a Swedish company represents 

reliability, trust, and long-life values, which can have a positive impact. In spite of this, 

Velez (2014) is not sure that the image of Swedish Company helped in the case of Elekta 

in particular, or if it did not helped at all, but she thinks that to be a Swedish company, as 

a starting point has a positive image and impact. Rodríguez (2014) also thinks likewise 

the other interviewee (Velez, 2014) adding that this image helped Elekta to be established 

into the Spanish market by showing prestige and soundness to customers. 

4.1.3 Trust at company level 

On a daily basis, all the interviewees stated that Elekta uses events or activities to 

maintain trust with the customers. Velez (2014) and Rodríguez (2014) stated that Elekta 

Spain holds sales users meeting, congresses and special Elekta events on the regional 

market. In order to evaluate the results, they will manage some surveys and the results 

will be analyzed in order to see if after Elekta can get new sales opportunities, new 

approaching to the existing Spanish customers or new leading projects (Velez, 2014; 

Rodríguez, 2014). If there exists some problems or conflicts, Velez (2014) and Rodríguez 
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(2014) stated that Elekta Spain will try to solve the problems or conflicts as soon as 

possible by offering solutions. They will always create a feeling of confidence on the 

customers. Both think that the customers need to feel that Elekta is trying to solve the 

problem with all Elekta’s available resources and make them feel that the most important 

target is the customers’ satisfaction. 

As Abbiati (2014) stated, he uses weekly and monthly reports to evaluate the market 

situation, and uses the annual report to evaluate the stock change. About how to maintain 

trust between Elekta and its customers, Abbiati (2014) thinks it needs time to build a 

relationship “The more they know me, the more they can understand that they can trust 

me”. He adds that in the process of maintaining trust, he talks and arranges meetings to 

get the feedback from customers. Furthermore, he thinks that Spain and Italy are very 

similar. As the result, there is no trust problem with his customers (Abbiati, 2014). He 

adds that there is no trust problem between him and Elekta ś headquarters because either 

“I feel very much respected”. 

For Enwall (2014) and Kjeellstöm (2014) to maintain trust with customer´s takes time “It 

takes 2 years, 3 years or 4 years to do the sale” (Enwall, 2014). In this long-term trust 

building, Elekta should respond to the customer, email the customer, meet the customer 

and his/her administration, director, or colleagues. The customer also can contact the 

employees from Elekta (Kjeellstöm, 2014). 

4.1.4 Trust at individual level 

In the individual level of trust, Enwall (2014) and Kjeellstöm (2014) think that the 

personal contact with customers in order to gain trust or be trusted is important. 

Kjeellstöm (2014) stated that the importance of personal contact is 8 or 9 out of 10, 

because it is the only way that Elekta can finally get to sell this equipment “You have to 

know them, you bring them to the center of excellence and you go together for a day 

visiting the company…it is a long process and you build a relationship” (Kjeellstöm, 

2014). Moreover, on the buyer/customer side, “plenty of people are involved and if there 

is the doctor driving the project and he doesn’t have the support from the director, then 
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there is no project” (Enwall, 2014). So Elekta can deliver what the customers’ needs to 

build a long-term relationship (Kjeellstöm, 2014), “Elekta’s business is not like the 

website sell company, it is more complicated than that” (Enwall, 2014). 

When we asked if personal emotions were needed to be shown while making business, 

both Enwall (2014) and Kjeellstöm (2014) stated that it depends on individuals. Enwall 

(2014) thinks that some people like to be friends and others prefer to keep it on business, 

so the choice it is very flexible. Kjeellstöm (2014) by contrast, thinks that in particular for 

Spain “you should speak to the team because Spanish people act different from what we 

(Swedish people) do” (Kjeellstöm, 2014). Additionally, he stated that they can see all kind 

of people and some had become friends with the doctors ( in charge of the project) “after 

many years that they know each other, repeat settings and all the meetings, maybe they eat 

dinner at home with us” (Kjeellstöm, 2014). From Abbiati’s (2014) point of view, 

individual level of trust is the most important factor to gain trust as “if the customers trust 

you, they will buy your product”. In oncology services, they deal with their customers for 

15 years, and it is a long-term relationship so trust is very important (Abbiati, 2014). 

When we asked how they maintain the relationship and trust, Abbiati (2014) said that 

every two months, he goes to Spain to meet the managers and customers in order to 

maintain the relationship. When he is not in Spain, he uses phone calls to keep in touch 

with his customers. Abbiati (2014) does not focus on creating trust, but he is worried 

about the customers and his relationship with them (as during the relationship trust is 

developed). 

When we asked about showing emotions in business, Abbiati (2014) stated that he 

behaves as an Italian with emotions, “when I go to Spain, I talk Italian slowly, and then 

everyone can understand me, I speak slowly, I make the situation comfortable for them as 

English could be a barrier. I use my behavior, Spain and Italy are emotional languages” 

(Abbiati, 2014). Moreover, Rodríguez (2014) will join the meeting and show his emotion 

while making business if necessary.He adds that the personal contact is necessary to gain 

trust “the Spanish people need to be in touch, it is the Spanish culture” (Rodríguez, 2014). 

This is a type of contact that is maintained by all the Elekta ś Spanish team (sales 
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department, service department and financial department). For Velez’s (2014), individual 

level of trust is the most important factor. “If we cannot get a total trusting, we will not be 

able to sell our goods in Spain”. She adds that she will manage the way to contact with 

customers before signing a contract. Her big goal is to offer the best and fastest customer 

attention by always improving it (Velez, 2014). 

4.1.5 Relationship 

We asked the respondents how they maintain trust before and during their business 

relationships and how did they ended up. According to Mr. Enwall (2014) it depends on 

how to do a good sale and the way of maintaining relationships “that’s the start for the 

beginning”. Moreover, as a representative of the company, there must be a process of 

following up the customers’ needs and a following up process of the delivered 

service/good that is at the right conditions and at the time expected because if not “make 

sure you do it fine, if you forget to do it, next time you see the person, he might remember 

you let him down” (Enwall, 2014). 

The price of the selling product was highlighted also, such as Gamma Knife that due to 

this equipment high price, trust and to be a trustworthy people comes into play (Kjelström, 

2014). In addition, the role as company and customers consultants played a role for 

trusting while dealing with the future or already existing customers, especially in terms of 

payment procedures “they tell me that they need so many patients to earn money to pay 

the bill to the bank or leasing company so, they are trusting us to give the right 

information” (Kjelström, 2014).  

Furthermore, the constant connection with the customers or purchasers of the products 

that is maintained in a long run, they perceived that customers appreciate to behave 

responsibly “they appreciate when you are responsible...when you have promised 

something to do it, you cannot forget...trust is built by following up on your promises” 

(Kjelström,2014). For Rodriguez and Velez (2014) in order to build trust in the business 

relationship, before starting the relationship it is of a vital importance for the company to 

have a well-known, good and sound image in terms of quality. 
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In order to have trust during the relationship, the company has to be able to resolve the 

customers’ problems and maintain constant communication (Rodriguez, 2014) “our 

efforts will be conducted always to avoid breaking relationships with our customers” 

(Velez, 2014). However, there have arisen some situations where the lack of trust due to 

the contracts were not signed, made the loss of older customers making the relationship 

and the recovery of those customers impossible (Velez, 2014). Nevertheless, for the 

customers that business was finished, Rodriguez (2014) states that they keep in touch as 

they have gained a “customer for life” and they want them to be a “happy customer”. 

When we asked if they had to stop any relationship as a consequence of lack of trust, Mr. 

Enwall (2014) stated that the process goes the other way around as they had to face some 

customers that they did not wanted to have, such as a customer that tries to cheat up. 

Moreover, the origin of the customers in terms of if they come from private sector or 

public makes a difference as “if you deal with governments is different than dealing with 

private sector when you can find customers that you don’t want to deal with” 

(Kjellström,2014). However, the rest of the respondents argued that they did not have any 

issues regarding to lack of trust. Once that they meet in person and they become Elekta’s 

customers, trust came after, “and after years we become friends...there is like a bridge and 

trust ties Massimo and the customer...the origin of the customer doesn’t matter, human are 

human” (Abbiati, 2014). 

While evaluating the balance between the risk taking and the benefit of the relationship, 

they try to make as much research as possible as the information available with nowadays 

technology facilitates to reach it, and they can access to the hospitals data (Enwall and 

Rodriguez, 2014). The research also entails seeking the customers finance situation, 

where they talk to banks in order to get such details (Kjellström, 2014). In spite of this, in 

a long term relationship the risk was decreased as the relationship was strengthening, not 

having the need to research the customers “I am not selecting them…time gives you the 

answers…and we have ended up becoming friends” (Abbiati, 2014). However, some 

respondents evaluate the risk taking on a daily basis “in general lines, we evaluate 
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relationship through daily customer contact, visiting them, discussing on user meeting, 

congresses and surveys” (Alonso, 2014). 

We asked if they have events or activities between them as a company and their customers 

in order to maintain trust. They say yes, activities such as congresses, sales users Meeting, 

special Elekta events on the regional market and surveys are used. For the evaluation of 

results gained, they study if after these congresses they could have a new sales 

opportunity or any kind of approaching to their new customers or new leading projects 

(Alonso, 2014) so they can see the results obtained in sales, future agreements or 

contracts (Rodriguez, 2014).Additionally, for Gamma Knife and for its functional 

mapping equipment, which cost several million of euro, to do the sales takes around 2 to 4 

years “ so when you talk about trust in Sweden or Elekta as a company it takes long time” 

(Enwall, 2014). In such process, they have the chance to meet the doctors from the 

beginning, create a relationship answering any questions that the client might have, 

introducing and interacting with the person in charge and his/her administration office, 

director, colleagues and vice versa “this person meets people here in Elekta from high 

level to lower level ones” (Enwall, 2014). 

Therefore, they perceive that they are building trust over a long period of time, in a 

process where Elekta acts like their consultants and at the same time they, as 

representatives of the company try to make the customer understand who is Elekta “who 

is in the other side” (Enwall, 2014). Also, by spending time with the customers, the more 

they will understand the company and the representative they are dealing with, trust can 

be further developed “the more they know me the more they understand and they trust me” 

(Abbiati, 2014).The psychological work behind those relationships and meeting are very 

important, although Spain and Italy are very similar (Abbiati, 2014). 

We asked if as a representative of Elekta they had any trust problems between them and 

their customers, and if yes, how do they solve trust problems. All the respondents said no, 

but in case of having some, as a company, they would try to solve the problem as soon as 

possible by offering some solutions and always creating a feeling of confidence on the 

customer. Moreover, the customer needs to feel that as a company they are trying to solve 
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the problems using every tool available as the customer satisfaction is the priority for 

them (Rodriguez and Alonso, 2014). 

4.1.6 Marketing strategy 

The final part of questionnaire deals with how Elekta delivers its products and service to 

Spanish market and which is Elekta’s marketing strategy. When we asked if Elekta offers 

the same product or service in Spain or not, all the responders stated that Elekta offers the 

same product and services in both countries, Sweden and Spain. Enwall (2014) thinks that 

the type of equipment which Elekta offers is towards the clinical users, administration, 

and patients. In addition, the services offered by Elekta such as exhibitions and congresses 

can give the chance to interact with users of the equipment, so Enwall (2014) strongly 

believes that what Elekta does in Spain is the same as what Elekta is doing in Sweden. 

However, the only different factor is the language as Elekta has changed the language into 

Spanish this market (Abbiati, 2014; Rodríguez, 2014; Velez, 2014). Rodríguez (2014) and 

Velez (2014) stated that translations into a Spanish language are a compulsory 

requirement for legal issues in the country, therefore instructions for use are required on 

Spanish language. We have to bear in mind that this machinery is used for health 

treatments and there is some risk for health if the language is not understood, as it will 

lead to a misuse of the equipment from the sanitary people. Appendix 10 shows the 

product and services which Elekta offered and the percentage of sales in Spanish Elekta 

and in Spanish market. 

When we asked about the obstacles when Elekta entered into Spanish market, Enwall 

(2014) believes the biggest obstacle was the different organization culture that the 

employees had. In one hand, Elekta’s values are based on long term relationships with 

customers (Elekta is known by building collaborative and long-term relationships, Elekta, 

2014). They perceive their  customers as much more than partners and these relationships 

are   part of how and why they deliver solutions that redefine clinical care and shape the 

future of human care; Trust and responsibility among colleagues and customers is 

demonstrated they perceive trust as hard earned and easy to be lost. Moreover, without 

trust they cannot build the long-term relationships that drive their collaborations and 
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research; creativity is at the core of their research and development strategy and the way 

they do business and  work with their customers; resourcefulness (making the most of our 

resources – whether time, money or simply human endeavor – is key to their 

competitiveness and the impact of our clinical advances); and responsiveness (the service 

promise they make to all of their customers, or the collaborations and partnerships they 

build internally and externally, speed and flexibility of response have been integral to 

building the reputation for excellence) (Elekta, 2014).  

On the other hand, Phillips values are based on delighting customers (they anticipate and 

exceed customer expectations by creating superior customer experiences based on deep 

insights focusing continually on “Sense and Simplicity”, and act as “One Philips” 

ambassadors all the time); Deliver great results (playing to win and setting themselves 

ambitious targets); Develop people (by attracting the best players to create strong and 

diverse teams. They also take risks by stretching people with assignments that accelerate 

their development, and invest significant time to coach and recognize their employees); 

Depend on each other( they trust and empower each other to contribute their best, forming 

teams and allocating resources to the most promising opportunities) (Philips, 2014). 

Therefore, Elekta Spain did not start from scratch in terms of hiring employees. They took 

over Phillips’ employees, who were working there for a long time (Enwall, 2014). 

Abbiati (2014) thinks the important factor when Elekta entered into Spanish market was 

that the contact person from Elekta should know the Spanish people and contact with 

them and know the different regions, which have different cultures. Thinking about 

overtaking Phillips’ employees, he considered at that time, they had to change the Spanish 

country manager in order to show Elekta’s brand “It was painful, but we had to fire 

people” Abbiati (2014). Rodríguez (2014) and Velez (2014) think that an important point 

to bear in mind in order to enter the Spanish market is that the Swedish Elekta can deliver 

the value which the Spanish customers are looking for, such as trust on Elekta ś human 

resources, a reliable service equipment and a valuable and trusting sales equipment. If the 

Spanish customer feels that Spanish Elekta accomplishes with all the promised targets 

such as deliveries on time, confidence on technology, friendly-user environments, 
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successfully trainings, friendly, quickly and attentive contact with the sales and technical 

representatives, then Elekta will be the unique choice by Spanish customers (Rodríguez, 

2014; Velez, 2014). Also, they think the obstacles of Elekta for entering the Spanish 

market were how to make Elekta a known brand and to create a reliable and well trained 

human specialist for the business (Rodríguez, 2014; Velez, 2014). 

In order to enter the Spanish market, Kjeellstöm (2014), Enwall (2014) and Abbiati 

(2014), consider that Elekta has changed its organization structure in the marketing 

strategy for the Spanish market. A clear example was that Elekta changed the manager of 

Spain “you have turnovers in the organization, so there are new people coming” Enwall 

(2014). Nonetheless, Spanish Elekta did not change its product or service as “Elekta 

wants each engineer to do the correct handle, so he/she learns to be very standardized” 

(Enwall, 2014) “...and it is pretty much same principles in Europe and todays is pretty 

much centralized service in Europe and it is taken care of all the European markets” 

(Kjeellstöm, 2014). For the price strategy, Enwall (2014) stated that Elekta starts with a 

price list and then it has different market conditions that would affect such as how is the 

competition doing. Kjeellstöm (2014) also thinks that in the case of Spain has been quite 

taught to sell at highest level and from the pricewise perspective as the price level of 

Spain “is pretty pushed down” (Kjeellstöm, 2014). Both Enwall (2014) and Kjeellstöm 

(2014) can feel the economic crisis in Spain, but they think there is not any impact on the 

market. “If there is a financial crisis, Spain will not stop spending on health care” (Enwall, 

2014), “Spanish people still need cancer care” (Kjeellstöm, 2014), and “When a machine 

is 12-13 years old it should be changed” (Enwall, 2014). From Abbiati’s (2014) point of 

view, the financial strategy is made by Elekta ś headquarter as there is decided the price, 

the organization structure (that hasn't change), marketing strategy, product/service and 

price strategy (Rodríguez, 2014). All the responders think that investigating the culture of 

Spanish market when entering it and the way to approach customers plays an important 

role. Enwall (2014) stated that in the case of Spain, Elekta takes over the Spanish 

organizations so if they have been working on that market successfully, then they had 

understood how to approach the Spanish customers. 
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It would be more difficult to bring a team from Sweden and settle in the Spanish market 

“which will be a learning experience” (Kjeellstöm, 2014) than to start up the company not 

from a scratch (Kjeellstöm, 2014). That was why they took over Phillips. However, at the 

very beginning Elekta had its distributor which was a Spanish company and was managed 

by a Swedish person “he has been in Spain since young ages, so he is like Spanish and he 

worked for Elekta many years like a distributor” (Kjeellstöm, 2014). He continues adding 

that Elekta always had somebody that understood the culture between the headquarters 

and the customers. 

Form Abbiati’s (2014) point of view, he thinks he is lucky because he has similarities 

with Spanish people. “When I go to Madrid, I feel like home, is not like going to Prague... 

Europe has two parts, north and south. North is ruled by Germans, like Kjeellstöm and in 

the south they put a person like me...They (Elekta headquarter) put a person strategically: 

let’s put a person like Massimo in the south” (Abbiati, 2014). Rodríguez (2014) said that 

it is the most important and the basis of success to know the Spanish culture and how the 

Spanish market works. Velez (2014) said that Spanish Elekta cannot success on the 

Spanish market if it is not involved on the Spanish culture and values. 

While asking about the trust in the Spanish market, Kjeellstöm (2014) thinks that trust is 

important and that the perception of trust in Spain is different from other countries. In 

addition, Elekta already had its partners to develop and maintaining trust, therefore it is 

not a key task for him (Kjeellstöm, 2014). By contrast, Abbiati (2014) said that without 

trust there is nothing and the more trust exist, the more relationships will be. Rodríguez 

(2014) expressed that investigating the way of trusting for the Spanish is important, 

because every country is different. Velez (2014) said that all the trusting efforts will open 

a new lead or sales contact opportunity. Moreover, for the Spanish market there is very 

important to get a closed and a continuous relationship with all the key leaders of each 

hospital. Their opinions will run a new opportunity to choose Elekta as the next vendor on 

the hospital (Velez, 2014). 

When we asked about the different culture between Spanish Elekta and Swedish Elekta, 

Kjeellstöm (2014) and Enwall (2014) think that there are few differences between 
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Spanish and Swedish Elekta, “Maybe a little bit, but not at all” (Enwall, 2014). 

Kjeellstöm (2014) admitted to work little in the Swedish market as he does it mostly 

outside the country “there are other colleagues that work here, Norway, Sweden and 

Denmark, but maybe they have another approach” (Kjeellstöm, 2014). Abbiati (2014) 

stated that the organization values are the same but individuals are different and as a 

consequence there are different relationships. Rodríguez (2014) and Velez (2014) think 

Spanish market needs a warm and close approach during the long-term business, not only 

for the before sales period but also for the after sales period. Spanish people choose a 

vendor who shall assure they will receive all the signed compromises (Rodríguez and 

Velez, 2014). 

4.2 Empirical information from Elekta’s customers’ perspective 

4.2.1 Trust development 

The customers were asked about the criteria used while choosing a supplier, factors to be 

evaluated and which was the most important of them while dealing with Elekta. Among 

the criteria followed to contact Elekta, some highlighted the importance of previous 

relationship and having good references about them (Rubio, 2014). Having a good 

relationship based on quality and price on the range of product that Elekta offers and a 

close relationship previously created with the International Data Corporation (IDC) health 

group (Alonso, 2014) were also mentioned along with trust, confidence, accuracy, 

attention, engagement, commitment and agreement that the supplier offers them 

(Munoz,2014). About the factors to be evaluated, quality, cost and maintenance were 

mentioned (Rubio, 2014), trust (Muñoz, 2014) and the type of machinery needed as a 

customer, in this particular case was the accelerator (Alonso, 2014).The answers for the 

most important factors were trust and quality (Rubio and Muñoz, 2014). 

While asking if trust was needed as a component between the company and the supplier, 

Rubio (2014) stated that it was needed, while Alonso (2014) highlighted the importance 

of trust in the field of Radiotherapy, stating that trust is the base and that it facilitates to 
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create tighter bonds between Elekta and them as a customer. In addition, the details of the 

agreements were mentioned (Muñoz, 2014). 

When answering the question about how do they create, maintain and expand trust among 

the suppliers of Elekta, Rubio (2014) stated that a good and close commercial relationship 

and maintaining a local support were the keys to success, while Alonso (2014) believes 

that the day by day work, mixed with agility and being fast while problem solving from 

Elekta are in the core in order to nourish trust. Moreover, sharing the same consciousness 

about the patients being the priority from both sides, company and suppliers, help to 

strengthen trust. Based on trust, we asked if previous experiences with other suppliers, 

either bad or good, did affect their decision for choosing a new supplier. All the 

respondents affirmed that previous experiences with suppliers had an impact on trust. 

Moreover, while choosing a new supplier, trust, mutual support and promotion were 

mentioned (Rubio, 2014). Alonso (2014) mentioned her previous experiences with other 

suppliers remarking that she would choose Elekta again as the previous suppliers were 

slow while repairing the machinery. Furthermore, the previous suppliers did not gave 

them enough information with the technical service needed, there were delays for treating 

patients due to the lack of pieces for replacement,  as a result the hospital ś image being 

damaged (Alonso, 2014). 

While asking if the contract was used to settle down the business or if it was enough or 

valid an oral promise with the supplier, Rubio (2014) stated that both ways are necessary, 

while Muñoz (2014) states that the oral promise comes first, followed by the contract. 

However, Alonso (2014) thinks that everything needs to be written down, including all 

the conditions stated in a clear way from the very beginning “You have to make all the 

process properly just in case there is a change in management, responsible of the service 

and that implies to have all the treatises written down and signed up” (Alonso, 2014). 

4.2.2 Trust at country, company and individual level 

According to the answered questionnaire, the three respondents think that it does not 

matter to cooperate with a Swedish company, as the COO of being a Swedish company 



 

48 
 

will not influence these customers choice. Alonso (2014) describes that the value of 

Elekta is not because it is a Swedish company, rather because it is a serious and formal 

company to start up a business with, for their quality of the products that they offer and 

the previous experiences dealing with them. 

When we asked about the relationship maintained with Elekta, the three customers have 

events or activities to maintain the relationship. Also, they think that Elekta gets the 

feedback from these events or activities and if there exist any problem, they can give to 

Elekta the chance to react and solve the problem quickly (Alonso, 2014). 

When we asked if trust at individual level is important or not, the three respondents 

answered that this level is the most important factor. Muñoz (2014) stated that mutual 

trust makes a win-win situation. Another customer describes that through personal contact, 

trust can be gained in business relationship (Rubio, 2014) and that this trust with the 

technicians should not be solely based on the maintenance of the machinery day by day, 

but also by solving problems in a very short period of time “otherwise the hospital has to 

interrupt the treatment with the patients” (Alonso, 2014).  

Thinking about how to maintain trust and relationship with the supplier, Rubio (2014) and 

Alonso (2014) have different ways to create or maintain the personal relationship and 

personal trust. Alonso (2014) thinks that trust is based on time and mutual knowledge 

through the relationship maintained during many years of cooperation and learnt 

experience. Rubio (2014) also thinks that time is a key factor, but another factor is to have 

a mutual interest, such as creating trust with Elekta international suppliers by a brainstorm 

meeting, that took place in Sweden two years ago (Rubio, 2014).  

When we asked about showing emotions in business, Rubio (2014) stated if the contact 

person from Elekta is interested in listening the ideas and requirements from the 

customers side, she will show her personal emotions to build up trust and create a 

supplier-customer relationship.  
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To sum it up, the three customers think that the country level of trust is not important in 

the particular situation, the organizational level of trust is important in business and the 

individual level of trust is the most important level. 

4.2.3 Relationship 

While asking how they maintain trust at different relationship stages, before starting the 

business relationship, Alonso (2014) considers hard to have trust as it is a “bet that you do 

being blind” where plenty of money is invested. However, it is the choice of investing is 

influenced and carried out as having contact (previous) with the colleagues of Elekta 

played a role to do so. For Muñoz (2014) knowledge of the performance of the service, 

devices and materials are important factor to be taken into consideration. For Rubio (2014) 

to build and maintain trust in the business relationship is formed during the relationship 

itself. During the relationship, Alonso (2014) stated that trust is maintained based on a 

common goal which is to work for the patients. From Muñoz’s (2014) point of view, trust 

is maintained with trust and agreements. And while ending up a relationship, Alonso (214) 

states that trust needs to be maintained in order to have a possibility for futures business 

relationships as long as the end is defined by contract. Rubio and Alonso (2014) however, 

state that they haven’t stop any business relationship due to the lack of trust, while Muñoz 

(2014) had to deal with such a situation in a previous experience with other supplier. Yet, 

Muñoz (2014) states that even if the relationship ends, you have to leave a door open:  

“Thank you very much for everything, sorry hope it’s not the end!” (Muñoz, 2014). 

When we asked how they evaluate or balance the risk taken and the relationship benefit, if 

the relationship is based on trust the risk is considered lower (Rubio, 2014), also the 

references from other colleagues that have been dealing with Elekta reduces the risk 

(Alonso, 2014). By contrast, Muñoz (2014) thinks that it is difficult to assess as it is up to 

be fortunate to trust some companies.  

We asked to our interviewees, at a company level if they had any events or activities to 

maintain trust between them and their suppliers and all of the answers were affirmative. 

While asking for the events or activities, Alonso (2014) stated that they have a formation 
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course supplied by Elekta, brachytherapy and Stereotactic Body Radiation Therapy 

(SBRT) meeting and for national same as international congress (Rubio, 2014) of 

Stereotactic Body Radiation Therapy (SBRT), Intensity-Modulated Radiation Therapy 

(IMRT) and Vesicular Monoamine Transporter (VMAT) events (Muñoz, 2014) and those 

were the opportunities where they could meet different users of the Elekta ś range of 

products. These situations were the chances that they had to meet up with the users of 

Elekta’s products and also to ask for financial support (Rubio and Alosno, 2014). 

About the way of giving feedback to the supplier, Rubio (2014) and Alonso (2014) stated 

that through the event created they use the chance to have some feedback from different 

users and they use this chance also to give the feedback to Elekta. In addition, they use 

this chance to have personal meetings or interviews, some advice and resolve some 

clinical cases (Muñoz, 2014). When we asked if they had any trust problems with Elekta 

as their supplier, all of them say no, however, Alonso (2014) pointed out that in the 

beginning of the relationship Elekta did not to meet the deadlines stated and that they 

struggled to find the personnel in charge in order to tackle the problem. In spite of this, 

they solved the problem by settling a meeting with the person in charge, making them 

understand the nature of this problem and its effect, becoming a priority issue to solve and 

reaching a solution. 

4.2.4 Marketing strategy 

When we asked if Elekta offers training activities or not, three customers said that Elekta 

has offered them, however, the result of training are different. In one hand, Muñoz (2014) 

commented that the handbooks of the machines are unclear and very dense, the software 

menus are problematic and there are divergences in the programs. In addition, he stated 

that foreign companies should focus on Spanish attention and offer various scientific 

meetings in order to have time to talk outside the events. In another hand, for Alonso’s 

(2014) point of view, Elekta has offered special training for each production/service. At 

her workplace, there are different Elekta’s products/services Because of the training 

process, Alonso (2014) thinks that all the Elekta’s products/services are easy to use, 
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therefore she hasn't face any serious problems. She adds that the important factor of using 

foreign productions/service is that foreign companies should offer training and the contact 

person should have skills to solve the problems. Moreover, Rubio (2014) thinks that with 

the training process and the high quality of products/services from Elekta added to the 

verified system are easy to use as she did not face any problems. Furthermore, Rubio 

(2014) pointed out that the important factors by using foreign products/services are the 

local service and the maintenance support. 

When we asked if there exist culture differences or not, Muñoz (2014) stated that it exist 

culture differences between Elekta Spain and his hospital. By contrary, Alonso (2014) and 

Rubio (2014) expressed that there is no culture difference between Elekta and their 

hospitals. Additionally, Alonso (2014) says that the reason behind is that the final goal of 

Elekta and her company is the same, the patients care. 

4.3 Summary of empirical study  

Below we show the construct of trust development for Elekta and its customers in Table 3. 

Table 3: The evidence for the construct of Trust development 

Question Elekta Customers 

Contacting form 

and criteria 

Contact form: Direct 

Criteria: To be economically wealthy, maturity 

of the market, target reaches the marketing 

purposes and customer reputation. 

Contact form: Direct 

Criteria: Good references, previous 

relationships, products quality, price and type, 

trust, confidence, attention, engagement, 

commitment and agreement. 

Trust development: 

how is done 

Need of trust; Cohesion between words and 

actions, face to face contact, solve problems, 

deliveries on time, long terms relationships 

base, show care and support the needs. 

Need of trust in agreements, close personal 

attention, support, share concerns for patients’ 

health, fast problem solving. 

Previous 

experience impact 

Bad experiences have an impact. 

Process of contacting vendor-supplier can be 

inverted due to a well-known name, word of 

mouth importance 

Learn from previous experiences, each 

customer treated individually. 

Bad experiences have an impact 

Important: mutual support, promotion, trust, 

service providing on time. 

Written or oral 

contract valid 

Written contract 

Oral promise starting point for trust. 

Both Oral and Written are important 

Only written 

(All customers answered differently). 

Source: Own construction 
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Following the Table 4, we show the responses of trust at three levels for Elekta and its 

customers. 

Table 4: The evidence for the construct in different levels 
Responses of trust at three levels Elekta Customer 

Country level Response of COO The image of Swedish company 

has positive influence in the 

Spanish market. 

The image of Swedish company 

has no influence in the Spanish 

market. 

Company level How to maintain 

relationship 

Use events or activities, solve 

problems, fulfilling the customer 

satisfaction and hold the training 

process. 

Use events or activities, solve 

problems. 

Different outcomes Solve problems, develop 

communication, knowledge 

sharing and exchange human 

capital and respect with customers 

and partner members. Have 

opportunity to develop projects or 

gain new customers. 

Formation, opportunity to meet 

other users, gets financial 

support, feedback to supplier, 

decrease risk and to create trust. 

One customer stated that the risk 

comes from the way the supplier 

behaves during the business 

relationship. 

Individual 

level 

Role of trust at individual 

level 

Most important, creates and 

maintains the relationship and 

enables to complete the final 

selling. 

Very important, contact with 

supplier and gain trust with local 

and international suppliers. 

How to maintain trust Show emotions, try to understand 

the individual behind, different 

types of contact such as face to 

face, cellphone and email. 

Show emotions, focus on 

long-term relationship, mutual 

knowledge and mutual interest. 

Source: Own construction 
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Following the Table 5, we show trust at different relationship stages for Elekta and its 

customers. 

Table 5: The evidence for trust and relationships 
Relationship stages Elekta Customers 

To start a business relationship To start a business relationship: The 

role of consultants very important to 

become trustworthy; to have a good 

image related to quality. To avoid 

unnecessary risk, the bank data 

from customers is searched. 

To start a business relationship: To 

have a good reputation/ references 

from colleagues and knowledge of 

performance, services and materials. 

 

During the relationship By the relationship itself, following 

up customers’ needs, providing 

good services (conditions-timing), 

to trust in exchange of trust, solve 

problems. 

Trust is maintained in the relationship 

itself, trust is a “bet” made blind, to 

share common goals, trust is 

maintained with trust and agreements. 

Lack of Trust to end the relationship None, they become customers 

forever or for life. 

None, trust is seen necessary to 

maintain so it is possible to have future 

business relationships. 

Source: Own construction 

Following the Table 6, we show the marketing strategy from Elekta and how its customers 

perceive it. 

Table 6: the evidence for marketing strategy 

Marketing strategies Elekta’s strategy Customers’ perception 

Some adaptations Language translation from Swedish to 

Spanish for manuals. 

Elekta took over Phillips employees 

and hired people who are local sensitive 

and know the market. 

Although the customers are satisfied, one customer 

thinks the language translation still needs to be 

improved “Regular. Unclear and very dense 

manuals. Problematic software menus”. 

Standardization Same product/services and price. 

There are no differences between Elekta 

Spain and Elekta Sweden in terms of 

Organizational structure. 

Some customers give positive evaluation about 

the supplier such as price fairness, products with 

high quality and easy to use and good services. 

One customer thinks the training process still 

needs to be improved (all customers have the same 

training). 

Source: Own construction 
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5 Analysis and discussion 

In this chapter, this study combines the theories from chapter 2 and data from chapter 4 in 

order to find out similarities or differences of trust building and development, trust in 

relationship, different trust levels and marketing strategy between Elekta Spain and its 

customers in the country. Finally, a new framework of trust building and development in 

Spanish healthcare market will be presented concluding this chapter.  

5.1 Trust development 

Because of the nature of this particular field of healthcare, the type of equipment and the 

final users (cancer patients), we consider that both roles of being the trustor and trustee 

that applies to each one involved, Elekta and its customers. Both parts have their selection 

requirements and high risk is involved: From Elekta ś side the lack of payment, bad word 

of mouth in a field where the reputation is important and from the customers’ perspective, 

a bad service that will affect the final users, before, during and after the relationship. 

From Table 3 (page 54) we can observe how the customer is seeking to find a suitable 

partner in terms of customer satisfaction, attention in pre, during and after sales and to 

have good references or reputation to make business at the stage of starting and 

developing a relationship (Wilson, 1995). At the pre-relationship phase, the customer has 

a need to start a relationship with Elekta which one of the focusing points are the products 

nature that needs to suit their needs and their cost (Heffernan, 2004). We can observe how 

trust is the most important key element in order to establish a successful business 

relationship (Heffernan, 2004, p. 117). In addition, we can observe that through a personal 

attention, sharing the same priorities and being fast while solving problems are important 

actions in order to be trusted. So elements such as overall trustworthiness, availability 

(Butler, 1991), competitive behaviors, beliefs (Crosby et al, 1990) affect the trust building 

(Moorman et al., 1993). Spanish Elekta has gone through an evaluation (Dietz, 2006) 

where both parts of the relationship, the customers and the supplier, are creating trust. In 

this process the concept of each other can be strengthen or weaken and the customer and 

supplier could trust each other in certain circumstances (Lewis and Weigert, 1985) where 

past and future experiences have impact (Dietz, 2006). The past experiences are solved as 

they had dealt with each other previously, or had good references from other colleagues of 
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the field. As all the interviewees still remain having a relationship, we cannot assure that 

these customers will remain in the future making business with Elekta, although all of 

them seemed to be satisfied by the service provided. 

Something that we would like to highlight is that during the interview one of the Elekta’s 

representatives stated that they did not kept the same standards in terms of closeness to 

some customers, which brings the idea that perhaps even if the consistency in how close 

they were with some customers wasn’t that strong, having good references and the 

improvement of the service provided helped for the future strengthening of the 

relationship (changing the situation into a positive experience) so the customers continued 

trusting. 

Here we can observe how in a partnership phase, both sides have gained experience from 

each other, leaving behind the negotiations involved to reshape the relationship and the 

learning process, where each part of the relationship is equally important (Ford, 1982). 

Norms and guides of behavior are settled and the level of commitment is high (Wilson, 

1995). One respondent states that the learning experience from both sides can reshape the 

relationship and as a result having a positive outcome for both. So we can observe that 

trust is created over the time, that it involves a process of learning how to trust among the 

actors involved (Håkansson and Snehota, 2000) and that trust is a reciprocal, as trust will 

bring trust, or by opposing, distrust will bring distrust (Blomqvist, 1997). 

In a cross-cultural business relationship, based in our research, all of the respondents use 

the written agreement as the valid one, although some of them consider important the oral 

contract that afterwards is formalized by the written down one. This way the contractual 

trust is carried out by ethical standards in order to keep and not alter what was promised. 

What is more, through a good will trust, partners have the inclination to do more things 

than what is stated in the contract such as visit customers, show up to them, listen to them 

and understand their claims and needs. This way, as goodwill trusty increases, the partner 

becomes more responsive to the request of the written down contract (Sako, 1992). 
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5.2 Trust in different levels 

5.2.1 Trust at country level 

Bigley and Pierce (1998) state that international companies that prepare to enter into new 

markets will face a similar situation: the local customers not having experience with them. 

Therefore, convincing local customers to trust the new vendors and establishing the 

affective bonds between local customers and new vendors is the key success factor for 

international service companies. Moreover, Michaelis et al. (2008) states that trust can be 

developed by the basis of extrinsic cues such as country-of-origin.  

The reason why Elekta believes that the image of “Swedish company” is important and 

that it entails advantages may come from previous experiences. But Elekta’s customers 

state that the COO is not important. So, according to what we have seen, we can say that 

the country-of-origin can influence some other markets, but not in Spanish healthcare 

market between Elekta and its customers in Spain. 

5.2.2 Trust at company level 

According to the research from Wilson (1995), there are many factors that can influence a 

successful business relationship, which are trust, commitment, communication, shared 

values, co-operation and social contacts. While dealing with trust, there are common 

ingredients added, such as the belief on the other party's actions will affect the trustor in a 

positive way and the decision to trust, where there is the belief in the other party's 

trustworthiness (Dietz, 2006). The events, activities and training processes are also 

components of trust as Heffernan (2004) and Sako (1992) described that the partner has 

expertise, capability and skills to maintain the partnership to influence within specific 

domain. 

Also, the company level of trust brings different outcomes to Elekta Spain. The first 

outcome is problem solving. According to Zand (1972), it is because trust encourages 

partners to share accurate and timely information. The second outcome is communication. 

According to Sankowska (2013), trust facilitates frequency and quality of communication 

between partners. Based on a good quality of communication, the third outcome is 
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knowledge sharing. In the cooperation, Elekta Spain and its customers face problem 

solving situations, training processes and communication improvement where through the 

events/activities created, they deliver information, share the knowledge and exchange 

human capital. Nonaka and Takeuchi (1995) believe that trust can stimulate to openness in 

knowledge exchange, which will decrease the risk of exploitation, failure and 

opportunistic behaviors and increase creativity. The fourth outcome is respect. The 

Spanish people like the respect the company shows, which mean that you should show 

respect as the Spanish people like to be respected. And the last outcome is that trust 

increases performance. According to Bijlsma and Koopman (2003), organizational 

performance becomes increasingly dependent on behaviors such as scanning the 

environment to explore opportunities, participation in organizational learning processes 

and helping colleagues to improve their performance. In the case of Elekta, the 

performance increased by organizational learning processes and exploring opportunities.  

From the customers’ perspective, references from other colleagues dealing with the 

company helps to decrease risk and enable trust to become stronger and the condition of 

interdependence growing. 

5.2.3 Trust at individual level 

Elekta Sweden takes care of the south European market where Spanish market is included. 

According to this strategy, Abbiati is the bridge between Elekta Sweden and Spanish 

customers “...there is like a bridge, and trust ties Massimo and the customer” (Abbiati, 

2014).  Hyder and Fregidou-Malama (2009) states that the customer contact or front 

desk of a foreign company should be sensitive to the local culture and in order to achieve 

such attitude, the foreign company should hire and train local employees. Meanwhile, 

Hassi and Strorti (2011) points out that international organizations hire large number of 

locals that can share familiar feelings, atmosphere, and values. The reason behind is that 

national culture and national values are deeply rooted among individuals (Strorti, 2011).  

One interesting issue we would like to highlight is that the Southern European manager of 

Elekta is Italian. During the phone call we had, he stated that when he goes to Spain, he 
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talks Italian slowly with the customers and affirms that everyone can understand him. He 

adds that when he speaks slowly, he makes the situation comfortable for the Spanish 

customers. Moreover, he leaves the English language aside as he considers that it could be 

a barrier. Even if Elekta’s Spanish employees are local sensitive, through the manager’s 

example we can observe how the socialization process of individuals is more influenced 

by societal culture than by the culture of organizations where they work as the individual 

network can act as an important role (Hassi and Storti, 2011). 

5.3 Relationship 

Here we can observe that trust inside a firm it is attached to the quality of how they are 

treating their customers and the way they implement justice, strengthening the idea that 

relational concerns are signs of trust (Biljsma and Koopman, 2003). Therefore, we can 

observe how trust seems to be the reaction to the social information about the quality in 

the relationships when customers find the suppliers reputation from other colleagues 

rather than the information gained about the consequences of the relationships (Biljsma 

and Koopman, 2003). So we can see how having relational concerns are translated into 

having trust (Tyler and Dagoey, 1996). 

When building a relationship (pre-relationship stage), both sides at an early interaction 

phase are using indirect channels of information (colleagues, banks) in order to extend 

their trust level (Heffernan, 2004). At this stage, the trust based on the contract is the main 

tie to reach to total trust, and this trust will be diminished or augmented according to the 

actors performance, where identifying the level of competency from the core task 

(Hefferman, 2004). By the time the risk decreases as the relationship goes on, each actor 

knows the way the other actor behaves, the trust level rises as the relationship 

interdependence grows (Rousseau et al., 1998) “time gives you the answers” (Abbiati, 

2014). 

It is shown that both parts accept their susceptibility in order to share knowledge 

(Sankowska, 2013). So in order to achieve a positive relationship, both sides, the 

company and customer need to go from low-level of trust to high level of trust (Karlsen et 
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al, 2008). So we can say that the past and present behavior and outcomes will affect the 

relationship. Furthermore, every relationship is inimitable in terms of how it evolves, 

dynamics created, contents and how it affect the parties involved on it (Ford et al., 2003) 

“It’s very much personalized, we are not a company where you go on the web and buy our 

products, it’s more complicated than that” (Enwall, 2014). Elekta ś representatives also 

try to make the client understand “who is in the other side” (Enwall, 2014) which implies 

psychological work during the relationships and meetings, although the cultural 

similarities between Spain and Italy ease this process. In addition, as trust strengthens 

companies to share their resources, something that was unavailable at an earlier stage 

(Jain et al, 2014), trust its being reinforced, creating a bidirectional exchange of 

information and knowledge, expertise sharing and exchange (Karlsen et al., 2008). 

From the customer point of view, through these meetings and the formation courses 

provided, it is taken as an opportunity to meet other users, find economical support for the 

product lines and to give the feedback to the supplier and different users. This way, both 

sides can gain the resources and see potential customers (for the case of Elekta) which is 

the base of the variables for industrial networking (Håkansson and Johanson, 1992). 

Moreover, through these activities organized, the company has the chance to see how the 

relationship is established and the ones to be established. Additionally, how they develop, 

how are the actors involved in terms of responding and reacting to the various activities 

and to see the reason behind that will make those relationships interesting (Karlsen et al, 

2008). 

After interviewing Elekta Spain and its customers, both stated that they didn’t have to 

face any trust problem between them. However there is one customer that stated that in 

the beginning of the relationship with Elekta, the company struggled to meet the deadlines. 

Nevertheless, the problem was solved as Elekta understood the magnitude of the problem 

and its effect solving the problem. 

This situation leads to think that even if the initial performance was poor, the reputation 

and the references that Elekta had were strong enough so the customer wanted to open a 

dialogue instead of breaking up the relationship. In an early contact phase, where 
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negotiations are carried out in order to reshape the relationship to have (Ford, 1982), both 

actors’ knowledge about each other is small, causing uncertainty situations and making 

the relationship delicate and being easy to terminate the relationship (Dwyer et al., 1987). 

However, the relationship did not ended up as perhaps, at the pre-relationship stage, 

where the company has a need for a relationship with Elekta, the references from other 

colleagues were good enough, as a result making Elekta an appropriate partner and 

making the selection of Elekta as the most suitable supplier (Wilson, 1995). Furthermore, 

both sides, Elekta and the customers share the same priority which is the care for patients, 

which could have helped to solve the problem, such as sharing common goals from both 

sides in this particular situation. Therefore, at a growing stage, through interaction and 

learning from partners involved the uncertainty level decreased, each partner adapting to 

each other and learned from the experience (Ford, 1982). 

This way, the partnership phase took place, where both actors have experience from each 

other making the relationship move forward to a mature level, where each actor is equally 

important (Ford et al., 2003) and high level of commitment is revealed (Heffernan 2004). 

Another suggestion could be that the person answering the questionnaire from the 

customer side did not deal directly with the responsible of making business with Elekta, 

so this person did not have the responsibility or the chance to seek for an alternative 

supplier based on her job position. 

5.4 Marketing strategy 

5.4.1 Organizational culture 

Suh and Janda (2006) state that while dealing with different service providers, we need to 

bear in mind that around the globe, there are many consumers with different cultural 

upbringings and the way they have to perceive and develop commitment and trust vary. 

Therefore, while creating and maintaining relationships with people of different cultures, 

the marketing strategy needs to tackle this variety of perception. When Elekta entered into 

Spanish market, the biggest obstacle was the different organization culture between Elekta 
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and Phillips, which was the company that Elekta overtook (Enwall, 2014; and Kjeellstöm, 

2014).  

Phillips was a company in the country with employees working there for long time which 

implied that Elekta had to work hard in swapping employees Phillips corporation culture 

in order to make them absorb the Elekta ś one hence. Such changes had consequences as 

Elekta had to face some turnovers, like the position of the Spanish country manager in 

order to maintain the organization culture as the same as the Elekta Sweden. In spite of 

this, for Elekta it worth the effort as Phillips’ employees, which now belong to Elekta, are 

local sensitive and understand how to approach the Spanish customers. Litwinenko and 

Cooper (1994) pointed out that when the organizational culture changes, the trust support 

is necessary. This is because during the organizational culture change, the organizational 

structure is relatively unstable and social bounds such as trust can support the 

organization in the same direction to work towards common objectives. Besides the 

overtaking Phillips, Elekta had before its distributor which was a Spanish company and 

was managed by a Swedish person who knew the culture very well. 

Nowadays, Mr.Abbiati is the one who ties Swedish headquarters with Spanish Elekta and 

the customers, becoming a key person. According to him, the important factor when 

Elekta entered into Spanish market was that Elekta should know the people and contact 

with them. Additionally, in order to be sensitive to the local culture, it is important to 

know the different regions existing in Spain, which have different cultures. 

5.4.2 Standardization and adaptation 

International organizations should consider about the culture difference when they enter 

other countries (Ang and Massingham, 2007) as societal or national values shape human 

behaviors, preferences and decision-making (Hassi and Storti, 2011). So different 

customers have different behaviors, preferences and decision-making under different 

culture background. The solution for Elekta is to choose the suitable people in the suitable 

place. Abbiati has his own way to approach the Spanish customers, away from what the 

contract merely states, such as having dinner with customers. From the organizational 
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structure perspective, Elekta uses adaptation marketing strategy that goes along with what 

Hyder and Fregidou-Malama’s (2009) theory states: the bigger gap exists in cultural 

differences, the higher level of adaptation will be required. That is why Elekta adapted to 

the country by having employees that were working in the country before the taking over. 

From the product/service perspective, Elekta’s strategy is standardized for the type of 

equipment which Elekta offers to the clinical users, administration and patients. All the 

equipment and services in the Spanish market are the same as what Elekta offers in 

Sweden, the only difference is the language, which is in Spanish. Translations are needed 

in most of the cases such as for instructions to use so the sanitary people can understand 

the complete meaning of the critical advises. The price setting is organized by Elekta ś 

headquarter. The products and services such as activities, conferences are standardized 

which has advantages such as cost saving (reduce the transaction cost, enhance value 

delivery), to build a worldwide brand and help planning and control of subsidiaries 

(Ryans et al., 2003; and Razeghi, 2010).  

From customer point of view, offering various scientific meetings, having a local service 

and the maintenance support is important (Suh and Janda, 2006). Furthermore, the authors 

state that in the services marketing field, it is possible that customers may random choose 

a precise service provider and after build trust while the relationship advances. Hyder and 

Fregidou-Malama (2009) also state that customers have the belief that the service 

provider will deliver the quality as part of the standardization, responding to local 

customs, values and needs, and here is where trust is formed to fulfill this belief. 
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5.5 Framework proposal 

Based on the gathered information, our proposal for a new framework is as follows: 

 

 

 

 

 

 

 

 

 

 

Source: Own construction 

There are two main changes from the theoretical framework presented in chapter two and 

in this chapter. 

The first one considers actor A and actor B as in our new proposal we include them under 

company and Individual trust level. Both, Elekta and the customers (hospitals) represent 

the company trust level and at the same time, the individuals represent the individual trust 

level. And secondly, the country trust level has been eliminated in comparison with 

chapter two. The reason behind is that we would like to highlight the difference from 

literature review as it does not affect the trust of the parties involved in the relationship 

according to the customers. Therefore, there is a conflict of ideas between the customers 

and Elekta’s point of view. 

From the customers’ perspective, we can observe that the country level of trust would not 

affect their decision to start up a business relationship. Rather their decision would be 

made based on the individual that deals with and represents the company. Moreover, 

between the company and individual level of trust, the customers interviewed stated that 

the most significant one was the individual level. 

Therefore, we mean the individual level of trust from the person that the customers deal 

with along with representing the company is the important factor to develop a relationship. 

Figure 2: A model of trust development  
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In addition, their marketing strategy for their products quality and price that they 

offer makes them to develop a relationship, maintain it and develop trust. 

From Elekta ś side, the market size of one country was an attracting factor that influenced 

to take the decision to start up a business in Spain. However, Elekta delivered trust as at 

company level by being coherent between action and what was promised, cooperating, 

communicating and sharing knowledge. 

The company trust is transmitted by a contact person responsible of the selling that 

represents the individual level of trust. Therefore, the parts involved in the relationship are 

the company and individuals, affecting the relationship as they are interrelated and 

leaving aside the country level of trust. Also, we have interrelated the individual and 

company level of trust with the marketing strategy as both can affect the marketing 

strategy based on the relationship stablished. 

From the marketing strategy, Elekta uses standardization strategy by selling products at 

the same prices, holding same services, events and activities that create opportunities to 

build up relationships with their customers or potential ones. It is necessary for Elekta to 

strengthen relations with customers by using Spanish language. Elekta’s sales are 

individually made as each customer has a unique characteristic and they are aware of 

these differences. The contact person that represents the individual trust level can use 

his/her own way to deal with customers such as using the language that fits most, show 

emotions while making business, which shows that the marketing strategy can influence 

the relationship between company and customers, hence the relationship can influence the 

trust at different levels. 
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6 Conclusion 

In this final chapter, the answer of research questions are presented, the implication of the 

study and the further research suggestions are provided. 

6.1 Discussion of research question  

Q: How is trust developed at country, company and individual level during Marketing of 

Healthcare Services? 

In this study, trust exists simultaneously or “multi-level trust” at two different levels: 

interpersonal trust and intergroup trust, which are measured in terms of individual and 

company level in this study. Also, trust can be developed by the basis of extrinsic cues 

such as country-of-origin making the national context of trust an important issue for 

researchers. Therefore, this study separates trust at country, company and individual level. 

Comparing other studies which mainly focus on single level of trust, the research of trust 

development on three levels is more critical. The reason behind is that a single level 

research misses the cross-level effects. 

The country level of trust is embodied by how the customers perceive the 

country-of-origin (COO) of a foreign company and build ś initial trust based on that. The 

company level of trust is symbolized by how customers perceive the relationship between 

them and the foreign company, what kind of resources the foreign company has and if the 

foreign company keep what has been promised. Finally, the individual level of trust is 

embodied by how customers build social ties with the contact person from the foreign 

company. 

Only two levels of trust were important: the company level of trust and individual level of 

trust. However, we should take into consideration that from the customers of Elekta Spain 

that was sent the questionnaire, we obtained three answers, and those answers stated the 

country level was not significant. Therefore, it opens the possibility that in the case of 

having all the customers answers (the total of 11) the results could have changed. By 

contrast, the supplier feels that all three levels of trust are perceived by the Spanish 

customers as they had previous positive experiences with their image of COO. In fact, the 



 

66 
 

Spanish customers do not care about where the company comes from, but they do care 

about the quality of product/service and the attitude of their supplier during the entire 

cycle of the business. 

At the company level of trust, supplier offers good quality product/service, holds 

meetings/events/activities and uses training process to teach customers how to use the 

equipment, attributes that customers agree with, which also are the components of trust 

development. Therefore, both, supplier and customers stated that the individual level of 

trust the most important level while trusting. Moreover, as the entire business transaction 

implies to have a long-term selling process and relationship, the contact person should be 

in charge to build a positive, caring and personalized long-term relationship with 

customers. This role has been fulfilled by contact person who is familiar with the foreign 

market and culture, as part of supplier’s strategy to be locally sensitive. 

Also, we had the chance to observe how trust is built and developed for supplier and 

customers. Firstly, there was palpable the sensation of risk or loss from both sides in order 

to create trust (Rousseau et al., 1998), such as from supplier’s side the possibility of not 

being paid by their client and from the customer side if the machinery would fulfill their 

needs and if the company would support and provide the guidance they could need. 

Therefore, the interdependence created between these two actors was growing as they had 

to rely on each other in order to start their business relationship and reach a positive 

outcome. 

In order to develop trust, there were some steps taken. Firstly, the pre-relationship phase 

where there was a need to start a relationship from both sides. Secondly, both partners 

explored each other in order to find the suitability to their needs to start up a relationship 

such as through the reliability of payment from the bank. From the customer side, finding 

references from other customers or companies that had dealt with them previously, 

moving into an early contact phase where negotiations take place so they could reshape 

their relationship which was stated via written contract. 
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Therefore, once each of the previously stages were positive, the third stage, the growing 

stage took place, where both actors were learning from each other. After, the fourth stage 

took place which was the partnership phase, where each actor gained experience about 

each other as a consequence reducing the initial stage ś uncertainty. The termination of 

relationship phase, the last one, would take place (Heffernan 2004) where the purpose of 

cooperation does not exist anymore. From supplier’s side they all agreed on having 

gained a “customer for life” and from the customer side, they all agreed on terminating 

the relationship in a positive way as in the future they could need their services. 

From the marketing strategy ś perspective, supplier uses standardization and some 

adaptation strategy to operate in the Spanish market. The standardization strategy is 

carried out providing the same products/services and pricing as the headquarters. The 

adaptation strategy is embodied by changing the language of the instructions of the 

equipment. The supplier delivers good quality products and service to develop trust and 

trust in the relationship. Knows that trust building is costly and that it is a process that 

consumes time, where the benefits taken are not easy to observe. However, the 

developing trust can lead to a customer’s satisfaction and to a positive word of mouth 

which can create new business opportunities on the foreign market. 

6.2 Critical reflections and further research suggestion  

We have built our theoretical framework based on literature analysis and we have revised 

it according to our findings. However, although the new model shows some results, it 

cannot be generalized. The reason behind is that the case and this research deals with one 

company and one country on a precise field. Therefore, the research could be continued 

and expanded into more countries around the globe, which is an important field in order 

to increment the opportunity for generalizing of the research findings. Also we have faced 

limitations while interpreting the data as we have conducted interviews and surveys. It 

would have been better to have the same procedure/information gathering tools as 

sometimes the comprehension of answers were hard to understand (specially for the 

surveys) and the possibility of asking again what they meant was simply not possible due 

to the lack of time from respondents. 
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As a further research suggestion, we propose to study how cultural dimensions affect the 

decision making for customers and companies taking into account the market field such as 

the health care services, the nature of the product to purchase and the market type in terms 

of trust developing in a marketing strategy in the Internationalization of Healthcare 

Services. 

6.3 Theoretical, Managerial and Societal implications  

Below, we are explaining the different implications for this study into theoretical, 

managerial and societal fields. 

From the theoretical perspective, this study contributes and shows that trust at company 

and individual level is important in international service marketing. In order to build trust, 

to have good references is a starting point as the customer or the supplier might research 

information in order to start up a business relationship with a reliable partner. And if the 

information obtained is positive, an initial gesture to trust is created so a relationship starts 

building. Secondly, the country of origin did not seem to have an impact from the 

customers’ perspective, as the core need was based on fulfilling the need of the customer 

that was reached by particular machinery provided by the company. Also, the fast problem 

solving and the technical support added to the daily contact would make the difference 

while choosing one supplier from another. Also the nature of the goods and sharing the 

same priority, which in this case was the treatment of people suffering from an illness 

made the relationship between the customer and supplier come into agreements and 

improvement of the service, if needed. Therefore, to make sure that the machinery 

acquired was suitable for the need, a correct use of them and a helpful and fast technical 

support during a long term relationship is involved and interconnected. 

We analyze trust in different levels and adaptation/standardization, finding that these 

factors influence relationship between suppliers and customers. Although this research is 

based on Fregidou-Malama and Hyder (2011) research that has been conducted in 

different countries, we followed the research line on trust, relationship and marketing 

strategy, leaving aside the effect of culture. 
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This research deals with trust at different levels and its influence on healthcare services 

(supplier-customer relationship) and the marketing strategies taken. In addition, this 

research extends the existing literature and theories in order to draw a structure on how 

trust is developed at country, company and individual level during Marketing of 

Healthcare Services and the relationship with the customers.  

This study can be a useful guideline for organizations or managers to consider how to 

develop trust in supplier-customer relationship bearing in mind that good reference, 

quality of product/services is the key factor to gain the trust from customers. In addition, 

through this study, the awareness of different perceptions in terms of trust and choose the 

suitable marketing strategy and approach for customers can be broaden. 

This research gives an explanation and understanding of how trust influences suppliers 

and customers relationship building and how they communicate and interact based on 

trust. After investigating the different levels of trust and the responses, it is shown that 

trust for business world should be present in every single step as it is crucial in order to 

start and maintain a business relationship. Additionally, the perception of the actors 

involved about trust (at individual, company and country level) and how they combine 

such perceptions will lead them to create a solid relationship. 
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Appendixes 

Appendix 1 – Recommendation letter to Elekta’s customers 

 

Gävle 2014/04/29 

LETTER OF RECOMMENDATION FOR SARA ARRESE AND WANG LIAO 

TO WHOM IT MAY CONCERN 

Sara Arrese, born 1984-07-27 in Spain and Wand Liao, born 1987-11-30 in China are 

Master students in Marketing Management at the University of Gävle, Department of 

Business Studies. They started their studies as international students in 2013. They have 

been successful in passing their courses. They study in English and they started writing 

their Master Thesis, which deals with Internationalization of Health care Services 

focusing on trust building and developing marketing strategy. 

The study analyses the relationship between trust, networks and marketing strategy and 

addresses the following questions: 

1) How does trust develop when marketing Health Care Services? 

2) How does trust impact on relationship and marketing strategy? 

I know Sara Arrese and Wang Liao as their supervisor and teacher. They have integrity 

and are ambitious in their studies. They are good at writing; they use a logical structure in 

their presentations and critical thinking through the assignments they present. They can 

handle complex issues, describe problems and suggest appropriate solutions. 

At the department of Business studies a research project is ongoing, I myself and my 

colleague Akmal Hyder did research and published an article about Elekta in Brazil and 

some of our students researched Elekta in Hong Kong, Russia, China and Germany. I 

hope Sara Arrese and Wang Liao will be able to continue their thesis writing by getting 

the opportunity to research Elekta in Spain! We hope you will give them the opportunity 

to explore and research your company as customers of Elekta. To write a thesis they need 
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at least to conduct 10 interviews but the number of interviews depends also of the size of 

your company. 

I believe they can write a good thesis which can also be used of your company in the 

future. Thank you very much in advance! 

Sincerely yours Maria Fregidou-Malama, Ph.D. Assistant Professor Departmental 

International Co-ordinator. 

Signature:_______________________ 

Phone: 0046-26-648687 or 0046-70-6201601 
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Appendix 2 - Questionnaire for Elekta’s customers 

 

Questionnaire for Spanish Elekta’s customers 

Dear Sir/Madam, 

We are Sara Arrese and Wang Liao, the Master students in Marketing Management at the 

University of Gavle, Sweden Department of Business Studies. 

We are carrying out a research about the relationship based on trust, networks and 

marketing strategy. 

We deeply appreciate your collaboration for our research as a customer of Elekta Spain. 

01. General questions 

Briefly discuss your major function in the company: 

Briefly describe the implementation process of Elekta in your case: 

-When did it take place? 

-How long? 

02. Trust Development and relationship 

How do you contact your supplier Elekta, based on which criteria? 

-Which factors will be evaluated? 

-Which factor is the most important? 

Do you think it needed trust as component between your company and your Elekta? If yes, 

how do you create, maintain, and expand trust among your supplier Elekta? 

Based on trust, does previous experiences with other suppliers (bad or good experiences) 

affects the decision for choosing a new supplier? If yes, how? 

How do you build/maintain trust in the business relationships? 

- Before starting a relationship 

- During the relationship 

- End of relationship 

-Did you have to stop any relationship due to lack of trust? Why? 
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How do you evaluate/balance the risk taking and relationship benefit? 

Do you do the contract in order to settle down a business or do you take as valid an oral 

promise of your supplier? Why? 

03. Trust in different levels 

Trust at a country level 

-As a Spanish person, does it matter that is a Swedish company? 

-Do you think that being Swedish company has an impact on you as Spanish customers? 

If yes, how? 

- When Elekta started its business with you, did the image of “Swedish Company” helped 

to be established as your supplier? Why? 

Trust at company level 

-Do you have any events/activities to maintain trust between you and your supplier? 

Elekta? If yes, which are the events/activities? How do you give feedback to your 

supplier? 

-Do you have any trust problems between you and your supplier Elekta? If yes, how do 

you solve trust problems from your supplier? 

Trust at personal level 

-How important do you think that is the personal contact from the Elekta as a supplier 

with you in order to gain trust/ be trusted? why? 

- When you contact with Elekta at an individual level, how do you do that? Why? 

- Do you create trust? Why? 

- Do you show your personal emotion/trust in the supplier-customer relationship? 

04. Adaptation/ Standardization and Culture (Culture/marketing strategy) 

Which product do you use from Elekta? Why? 

-Are they easy to use? Do you meet any problem when you using them? 

-Do you have any training to use them? 

What do you consider important while being a customer and using a foreign product in 

your company? 

Do you think the quality and price of Elekta’s products is fair? Can it be improved? 

Is there a different culture between you and Elekta? 
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Is it something else you want to tell us? 

Thank you so much for your collaboration! 
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Appendix 3 - Questionnaire for Elekta’s employees 

 

Questionnaire for Spanish Elekta employees 

Dear Sir/Madam, 

We are Sara Arrese and Wang Liao, a Master students in Marketing Management at the 

University of Gävle, Sweden Department of Business Studies. 

We are carrying out a research about the relationship based on trust, networks and 

marketing strategy. 

We deeply appreciate your collaboration for our research. 

01. General questions 

Briefly discuss your major function in the company: 

Briefly describe the implementation process of Elekta in Spain: 

-When did it take place? 

-How long? 

-Why in Spain? 

02. Trust Development and relationship 

How do you contact your customers, based on which criteria? 

-Which factors will be evaluated? 

-Which factor is the most important? 

Do you think is needed trust as component between your company and customers? If yes, 

how do you create, maintain, and expand trust among your customers? 

Based on trust, does previous experiences with other customers (bad or good experiences) 

affects the decision for choosing a new customer? If yes, how? 

How do you build/maintain trust in the business relationships? 

- Before starting a relationship 

- During the relationship 

- End of relationship 
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-Did you have to stop any relationship due to lack of trust? why? 

How do you evaluate/balance the risk taking and relationship benefit? 

Do you do the contract in order to settle down a business or do you take as valid an oral 

promise of the customer? why? 

03. Trust in different levels 

Trust at a country level 

-As a Spanish person, does it matter that is a Swedish company? 

-Do you think that being Swedish company has an impact on the Spanish customers? If 

yes, how? 

- When Elekta started its business in Spain, did the image of “Swedish Company” helped 

Elekta to be established the Spanish customers? Why? 

Trust at company level 

- Do you have any events/activities to maintain trust with your customers? If yes, which 

are the events/activities? How do you get feedback from your customers? 

-Do you have any trust problems between you and your customers? If yes, how do you 

solve trust problems from your customers? 

Trust at personal level 

-How important do you think that is the personal contact with customers in order to gain 

trust/ be trusted? why? 

- When you contact with your customers, at an individual level how do you do that? Why? 

- Do you create trust? Why? 

- Do you show your personal emotion/trust in the supplier-customer relationship? 

04. Adaptation/ Standardization and Culture (Culture/marketing strategy) 

Do you offer the same products/ services as in Sweden? 

Which product do you sell in Spain? Why? 

-Are any core products absent? Why? 

-Are there any differences in how the different products/services are marketed (language 

of software, trainings, instructions, guarantees, etc.)? If yes, why? 

-What are the market shares for the different products? 

What do you consider as important when entering the Spanish market? 
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- Were there any obstacles when ELEKTA entered into the Spanish market? 

-If yes, which ones were the obstacles and how did you overcome them? 

Do you made changes (organization structure, or marketing strategy) for the Spanish 

market? If yes, which changes and why? 

How did you adapt/standardize the service of Elekta on the Spanish market? why? 

Do you change your pricing strategies? If yes, which factors affected your pricing 

strategies? 

Do you think that investigating the culture of Spanish markets when entering them and 

the way to approach customers plays an important role? Why? 

Do you think that investigating the way of trusting for the Spanish plays an important role? 

Why? 

Is there a different culture in Elekta in Spain and Elekta in Sweden? 

Is it something else you want to tell us? 

Thank you so much for your collaboration! 
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Appendix 4 – Answer from Elekta’s customer 

01. General questions 

Briefly discuss your major function in the company: 

Alonso: My name is Leyre Alons, a Medical Physicist at the Service of Radiotherapy 

Oncology and my main functions are clinic dosimetry of treatment of patients and clinic 

dosimetry (quality control) for Synergy accelerator of Elekta and the treatment planning 

of the patients. 

Rubio: I ḿ an Elekta ś customer, chief of the Radiation Oncology Department HM 

Universitario Sanchinarro, Madrid. 

Victor: Customer and consultant 

 

Briefly describe the implementation process of Elekta in your case: 

-When did it take place? 

-How long? 

Alonso: The beginning of the implementation of Elekta at the hospital was in 2012 with 

the acquisition of the Synergy accelerator and the brachytherapy equipment 

(intraoperative radiotherapy). The first 6 months it was very intense as we worked side by 

side with a technician of Elekta in charge of the installation. Once the machine was 

installed, I made sure to calibrate it and I could count on him for the more precise 

adjustments. 

Rubio: It took place in 2007 with the implementation of the Nucletron Brachytherapy, and 

the recent acquisition of MOSAIQ Record and verified system, and a VERSA-HD Linac in 

2014. 6 years. 

Victor: From 1993 to now 

 

02. Trust Development and relationship 

How do you contact your supplier Elekta, based on which criteria? 

-Which factors will be evaluated? 

-Which factor is the most important? 
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Alonso: This question could be better answered by the responsible of purchase and 

selection of the equipment, but i guess that they based in the relationship between 

quality/price of what they offer, being this the priority criteria for the selection of Elekta 

as a supplier of the accelerator that we have. 

Historically, the IDC health group (who is in charge of any paperwork of the hospital) has 

been working with Elekta in their other centers and the relationship is very close. 

Rubio: Previous relation and good references. Quality, Cost and Maintainment. Quality 

Victor: Trust, confidence, accuracy, attention, engagement, commitment , agreement. 

Trust is the most important factor.  

 

Do you think is needed trust as component between your company and your Elekta? If yes, 

how do you create, maintain, and expand trust among your supplier Elekta? 

Alonso: Of course in a field that is so sensitive such as the Radiotherapy is the base trust 

and the bonds that are created between Elekta and the client ( in this case us), it is 

maintained with the work done day by day, with the agility and fastness of how they solve 

the problems that we could have. And also, because they and us are conscious about our 

work that is to work with patients that are our primary thoughts to be taken into 

consideration. 

Rubio: Yes, trust is essential. With a good and close commercial and maintainment local 

support and good relationship. 

Victor: With details of the agreements and with the personal attention. 

 

Based on trust, does previous experiences with other suppliers (bad or good experiences) 

affects the decision for choosing a new supplier? If yes, how? 

Alonso: Personally, I have worked before with other suppliers and making a global 

evaluation, I would choose Elekta for our next machine. I had had bad experiences with 

other suppliers: slow while repairing the machinery, little formation with the technical 

service, delays for treating the patients because we didn’t have the pieces needed for 

replacement. 
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Rubio: Yes, the decision of choosing a new supplier is also based in the trust of a mutual 

support and promotion. 

Victor: Yes. 

 

How do you build/maintain trust in the business relationships? 

- Before starting a relationship 

- During the relationship 

- End of relationship 

-Did you have to stop any relationship due to lack of trust? Why? 

Alonso: Before starting a relationship it is hard to have trust, it’s a bet that you do blind 

where plenty of money is invested. In this case, it influenced the contact with other 

colleagues of Elekta. During the relationship, it is based on a common goal which is as I 

have stated before, to work for the patients. When you end up the relationship due to the 

end of a contract, you always have to keep trust for any future relationship. No. 

Rubio: we build trust during the relationship. We didn't stop due to lack of trust. 

Victor: Before starting a relationship : knowledge of the performance of services , devices, 

materials. During the relationship: Trust and agreements. End of relationship: thank you 

very much for everything, sorry hope it's not the end! Yes … lack of trust! 

 

How do you evaluate/balance the risk taking and relationship benefit? 

Alonso: As I have state before, it is a bet based on trust/experience that other colleagues 

have with Elekta. 

Rubio: If the relationship is good and based on mutual trust the risk is lower. 

Victor: difficult to assess whether you have been fortunate to be able to trust some 

companies. 

 

Do you do the contract in order to settle down a business or do you take as valid an oral 

promise of your supplier? Why? 

Alonso: Always everything written down so all the conditions are stated in a clear way 

from the very beginning. You have to make all the process properly just in case there is a 
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change in management, responsible of the service and that implies to have all the treatises 

written down and signed up. 

Rubio: Both things. 

Victor: I trust in the company (oral promise) and after the contract. Because I am 

Mediterranean, near to Sicily. 

03. Trust in different levels 

Trust at a country level 

-As a Spanish person, does it matter that is a Swedish company? 

-Do you think that being Swedish company has an impact on you as Spanish customers? 

If yes, how? 

- When Elekta started its business with you, did the image of “Swedish Company” helped 

to be established as your supplier? Why? 

Alonso: Not at all.We don't perceive that being a Swedish company is something negative. 

I dont think that that influences in any way. It wasn't valued Elekta as a Swedish Company, 

but as a serious and formal Company to start up a business, for their quality of the 

products that they offer and the previous experiences that with Company has with the 

group IDC health. 

Rubio: No, no, no. 

Victor: No, no, no. 

 

Trust at company level 

-Do you have any events/activities to maintain trust between you and your supplier? 

Elekta? If yes, which are the events/activities? How do you give feedback to your 

supplier? 

Alonso: Yes, we had formation course supplied by Elekta, meeting with different users of 

their range of products. 

Rubio: Yes, User meetings and economical support for local and brachytherapy and SBRT 

meetings and for other national and international congress. In this user meetings and in 

personal and business interviews. 
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Victor: Yes; congress, brachytherapy, SBRT, IMRT and Vmat events; advising, resolving 

certain clinical cases, organizing meetings. 

 

-Do you have any trust problems between you and your supplier Elekta? If yes, how do 

you solve trust problems from your supplier? 

Alonso: In the beginning we have a problem with the net of Elekta, they didn’t met the 

time and the deadlines and it was hard to find the person in charge. We solved the 

problem by having a meeting with the people responsible that understood that this 

problem was a priority and they solved the problem very fast. 

Rubio: No. 

Victor: No, may be deadlines. 

 

Trust at personal level 

-How important do you think that is the personal contact from the Elekta as a supplier 

with you in order to gain trust/ be trusted? why? 

Alonso: I consider it very important as for us the work done day by day with Elekta is 

based on the maintenance of the machinery and is needed a personal trust with the 

technicians in charge of it. They are the people that we contact with to solve our problems, 

and sometimes they have to come to the hospital as fast as they can so we don’t interrupt 

the treatment with our patients and carry on with the normal functioning of the service. 

Rubio: It is very important, and the personal contact we have with Elekta local and 

international suppliers helps to gain trust in business relationship. 

Victor: very important. Mutual trust that makes winning. 

 

- When you contact with Elekta at an individual level, how do you do that? Why? 

- Do you create trust? Why? 

- Do you show your personal emotion/trust in the supplier-customer relationship? 

Alonso: It’s a trust based on time and mutual knowledge. We have been working together 

for many years. 
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Rubio: With local Elekta suppliers many years ago since we starting working with 

Nucletron, and with the Elekta international suppliers two years ago since we had a 

brainstorm user ś meeting in Sweden. 

Mutual interest. 

Yes, Elekta makes easy to establish good relationships, because it is interested in listening 

the ideas and requirements of the customers. 

Yes 

Victor: Yes 

 

04. Adaptation/ Standardization and Culture (Culture/marketing strategy) 

Which product do you use from Elekta? Why? 

-Are they easy to use? Do you meet any problem when you using them? 

-Do you have any training to use them? 

Alonso: The products that we have on the Synergy accelerator, the briaquiotherapy 

Microselectron equipment. The planner XiO, MÓNACO, Oncentra, the stations of Focal 

twirling and the net of Oncology Service of Radiotherapy: MOSAIQ. 

All of them are easy to use, we haven’t had serious problems and for the ones we had they 

have been solved by the technicians in charge of them. 

We had a special training for each machinery. 

Rubio: Nucletron Brachytherapy (microselectron-HDR and prostate seedselectron) , 

Oncentra TPS and MOSAIQ Record and verified system. 

Due to their high quality level 

Yes, with training 

No 

Yes 

Victor: Regular. unclear and very dense manuals. problematic software menus, many 

different programs. yes. 

What do you consider important while being a customer and using a foreign product in 

your company? 

Alonso: Training process and the contact with the person that solves the problem. 
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Rubio: The local service and the maintainment support. 

Victor: Spanish attention, various scientific meetings with time to talk outside the events. 

 

Do you think the quality and price of Elekta’s products is fair? Can it be improved? 

Alonso: Im not responsable for the purchases and I don't know what has been the final 

Price of Elektas’ products. 

Rubio: Yes. I don't know if it can be improved. 

Victor: Yes the price is fair, and it is possible to improve the financing. 

 

Is there a different culture between you and Elekta? 

Alonso: No, the final goal is the same. 

Rubio: I don t́ think so. 

Victor: Yes. 

 

Is it something else you want to tell us? 

Rubio: Thank you for trusting and supporting us. I would suggest more support for 

clinical radiation oncology studies and trials. 
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Appendix 5 – Answer from Elekta’s employee 

01. General questions 

Briefly discuss your major function in the company: 

Rodríguez: Managing Director for Spain and Portugal. 

Velez: Sales and Tender support for Spain and Portugal from 2005 until now. 

 

Briefly describe the implementation process of Elekta in Spain: 

-When did it take place? 

-How long? 

-Why in Spain? 

Rodríguez: 1997; 16 years; There was a business opportunity in the sector, there is not 

much competition. 

Velez: From 1997 until these days. Because there is not easy to manage the Spanish 

country if you are not involved directly on sales. Apart from that, there is a huge legal 

issues to solve before managing public sales in Spain, so this is really difficult to get 

success on market sales for Elekta in Spain if you are not Spanish. In addition to this, 

there exists some language difficulties due to low level of Speaking English and other 

languages of the native Spanish population. 

 

02. Trust Development and relationship 

How do you contact your customers, based on which criteria? 

-Which factors will be evaluated? 

-Which factor is the most important? 

Rodríguez: Sales & Marketing Purposes; After Sales and Lifecycle Services: after sales 

we shall maintain installed base; Customer Satisfaction reasons. The most important by 

my point of view is the “ Customer Satisfaction”.  

Velez: We contact our customers due to different reasons: 

1-Sales & Marketing Purposes; 

2- After Sales and Lifecycle Services: after sales we shall maintain installed base; 

3-Customer Satisfaction reasons. 
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All these factors are relevant to maintain closed customer relationships and all ones are 

key issues for the market in Spain. 

 

Do you think is needed trust as component between your company and customers? If yes, 

how do you create, maintain, and expand trust among your customers? 

Rodríguez: Yes, is needed. How? Solving their needs at all times 

Velez: Trust is absolutely needed; we can create it if we support them on all their 

uncertainties, we help them with all the sales and service doubts, if we accomplish and get 

success on all their goals and respect the delivery dates and all so on. 

 

Based on trust, does previous experiences with other customers (bad or good experiences) 

affects the decision for choosing a new customer? If yes, how? 

Rodríguez: Every customer is different; you have to learn with every customer and have 

to learn of the previous experiences. 

Velez: As you can imagine, if the customer had a bad experience on Elekta they will not 

choose again Elekta as the order winner; if they get a successfully experience with us, we 

will be awarded with new sales and service orders. 

 

How do you build/maintain trust in the business relationships? 

- Before starting a relationship 

- During the relationship 

- End of relationship 

-Did you have to stop any relationship due to lack of trust? why? 

Rodríguez: Before starting a relationship is necessary to make known, enhancing our 

strengths and giving good image quality sound company. 

During the relationship be able to resolve their issues and maintain constant 

communication and continuous. 

End of relationship to keep in touch by long term, “Customer Happy, Customer for life”. 

no 
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Velez: Before starting, it is needed to make known Elekta as strong and global delivery 

solutions for health treatment on our portfolio; During relationship feed it up and 

enriching the relation between Elekta and the customers and our efforts will be conducted 

always to avoid breaking relationships with our customers. Unfortunately, there is some 

occasions that lack of trusting will break the relationship with older customers, due to not 

to get to signed compromises, and in that cases we will try to recover customer 

confidence. 

 

How do you evaluate/balance the risk taking and relationship benefit? 

Rodríguez: doing a thorough study before any strategic alliance. 

Velez: In general lines, we evaluate relationships through daily customer contact, visiting 

them, discussing on user meetings, congresses and some surveys. 

Do you do the contract in order to settle down a business or do you take as valid an oral 

promise of the customer? why? 

Rodríguez: We never take as valid an oral contract, all our agreement/ contract have been 

signed. 

Velez: Only we can take as valid a written contract, no matter the format chosen. We 

always should assure quality on all the processes. 

03. Trust in different levels 

Trust at a country level 

-As a Spanish person, does it matter that is a Swedish company? 

Rodríguez: The image of being Swedish company for the market is positive. 

Velez:For sure, Swedish values are much appreciated as strong values for Spanish 

population. In general, Nordic values are highly valuables for Spanish persons, so Elekta 

as a Swedish company is a positive point in order to get success on this market. 

 

-Do you think that being Swedish company has an impact on the Spanish customers? If 

yes, how? 

Rodríguez: Yes, positively, giving prestige and soundness. 
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Velez:As my previous notes, I receive positive feelings on that, a Swedish company 

represents reliable, trusting, long-life values. 

- When Elekta started its business in Spain, did the image of “Swedish Company” helped 

Elekta to be established the Spanish customers? Why? 

Rodríguez: Yes, positively, giving prestige and soundness. 

Velez: I'm not quite sure if this was helpful but I suppose this is right due a positive image 

on the Swedish values. 

 

Trust at company level 

- Do you have any events/activities to maintain trust with your customers? If yes, which 

are the events/activities? How do you get feedback from your customers? 

Rodríguez: Congresses, Sales Users Meeting, Special Elekta Events on the regional 

market… ( Surveys ) For the evaluation of results we study if after these congresses We 

get results in sales, future agreements, contracts. 

Velez: Sales Users Meeting, Congresses, Special Elekta Events on the regional market… 

For the evaluation of results there will manage some surveys and we analyze if after that 

we will get a new lead or sales opportunity or any kind of approaching to our customers 

or new leading projects. 

 

-Do you have any trust problems between you and your customers? If yes, how do you 

solve trust problems from your customers? 

Rodríguez: If exists some problem or conflict we try to solve it as soon as possible, offer 

some solutions and always create a feeling of confidence on the customer.. They need to 

feel we are trying to solve the problem with all our available tools.. Feeling the customer 

satisfaction is the most important target for us. 

Velez: If exists some problem or conflict we try to solve it as soon as possible, offer some 

solutions and always create a feeling of confidence on the customer.. They need to feel we 

are trying to solve the problem with all our available tools.. Feeling the customer 

satisfaction is the most important target for us! 

Trust at personal level 
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-How important do you think that is the personal contact with customers in order to gain 

trust/ be trusted? why? 

Rodríguez: The personal contact is necessary to gain trust, the Spanish people need to be 

in touch, is the culture. 

Velez: Most important! If we cannot get a total trusting we will not be able to sell our 

goods on Spain. 

 

- When you contact with your customers, at an individual level how do you do that? Why? 

- Do you create trust? Why? 

- Do you show your personal emotion/trust in the supplier-customer relationship? 

Rodríguez: The sales Department contact with the customer, ( I go the meeting if is 

required. All the Spanish Team (sales department, service and financial) create trust. We 

are a big team. I show my personal trust with every customer. 

Velez: Contact with customers in my case will be mostly for tender issues, so in this case I 

will manage it for previous administrative issues before signing a contract. My big goal is 

to offer the best and fastest customer attention to this issue, so this is my way to create 

trusting on customers. Always to improve the quality on the customer attention. 

 

04. Adaptation/ Standardization and Culture (Culture/marketing strategy) 

Do you offer the same products/ services as in Sweden? 

Which product do you sell in Spain? Why? 

-Are any core products absent? Why? 

-Are there any differences in how the different products/services are marketed (language 

of software, trainings, instructions, guarantees, etc.)? If yes, why? 

Rodríguez: We offer and sell the same products. Spanish translations are needed and in 

most cases, compulsory for legal issues in Spain, for instance, instructions for use is 

required on Spanish language (As this is used for health treatments and there are some 

risk for health this is compulsory all sanitary people (doctors, physical service, nurses 

radiation therapist,.. ) understand the complete meaning of the critical advises. There are 
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not marketing differences between the products, all of them are under the legal sanitary 

advices for all the Spanish territory. 

Velez: We offer and sell the same products as in Sweden. Not any products absent. Spanish 

translations are needed and in most cases, compulsory for legal issues in Spain, for 

instance, instructions for use is required on Spanish language (As this is used for health 

treatments and there are some risk for health this is compulsory all sanitary people 

(doctors, physical service, nurses radiation therapist,.. ) understand the complete 

meaning of the critical advises. There are not marketing differences between the products, 

all of them are under the legal sanitary advices for all the Spanish territory. 

 

-What are the market shares for the different products? 

Rodríguez and Velez: 

Gamma Knife/LSN/Functional Mapping: 15% 

Linear Accelerator: 50% 

Brachytherapy: 25% 

MOSAIQ: 5% 

Radiation Therapy Planning Systems: 5% 

Percentage in comparison to competitors: 

Gamma Knife/LSN/Functional Mapping: 85% 

Linear Accelerator: 75% 

Brachytherapy: 75% 

MOSAIQ: 55% 

Radiation Therapy Planning Systems: 70% 

What do you consider as important when entering the Spanish market? 

- Were there any obstacles when ELEKTA entered into the Spanish market? 

-If yes, which ones were the obstacles and how did you overcome them? 

Rodríguez: We think all the Swedish Elekta values on general represent accordingly all 

the desired values which Spanish market is looking for. 

Velez: We think all the Swedish Elekta values on general represent accordingly all the 

desired values which Spanish market is looking for: trust on the Elekta human resources, 
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a reliable service equipment, a valuable and trusting sales equipment. If the Spanish 

customer feels we accomplish with all the promised targets (deliveries on time, confidence 

on technology, friendly-user environments, successfully trainings, friendly, quickly and 

attentive contact with the sales and technical representatives..) we will success on our 

goals and Elekta will be the unique choice. 

There were some obstacles, one of them to make known Elekta as a trademark. In addition 

to this, to create a reliable human equipment well trained for all the specialized business. 

 

Do you made changes (organization structure, or marketing strategy) for the Spanish 

market? If yes, which changes and why? 

Rodríguez: No. 

Velez: Not applicable on my job role. 

 

How did you adapt/standardize the service of Elekta on the Spanish market? why? 

Rodríguez: No. 

Velez: Not applicable on my job role. 

 

Do you change your pricing strategies? If yes, which factors affected your pricing 

strategies? 

Rodríguez: No. 

Velez: Not applicable on my job role. 

 

Do you think that investigating the culture of Spanish markets when entering them and 

the way to approach customers plays an important role? Why? 

Rodríguez: Is the most important and the basis of success to know the Spanish culture and 

how the Spanish market works.. 

Velez: Absolutely right, we cannot get success on the Spanish market if we are not 

involved on the Spanish culture and values. 
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Do you think that investigating the way of trusting for the Spanish plays an important role? 

Why? 

Rodríguez:Yes, you have to investigate the way of trusting for the Spanish, because every 

country is different. 

Velez: That ś right, all the trusting efforts will open a new lead or sales contact 

opportunity. For the Spanish market there is very important to get a closed and a 

continuous relationship with all the key leaders of each hospital. Their opinions will run a 

new opportunity to choose Elekta as the next vendor on the hospital. 

 

Is there a different culture in Elekta in Spain and Elekta in Sweden? 

Rodríguez: Totally different, this is the reason we shall adapt the Elekta Sweden culture to 

the Spanish market. 

Velez: Totally different, this is the reason we shall adapt the Elekta Sweden culture to the 

Spanish market. We think Spanish market needs a warmly and closely approaching during 

all the lifecycle of the installed base, not only for the previously period before sales but 

also for all the development phases after this. They choose a vendor who shall assure they 

will receive all the signed compromises. 
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Appendix 6 – answer from Elekta headquarter (Stockholm) by face to face 

interview 

01. General questions 

Briefly discuss your major function in Elekta: 

Michael Enwall: We have geographic regions divided into Asia, North America and 

Europe. Our definition of Europe is wide because it includes Africa, Middle East, Eastern 

Europe and Latin America, so we have 3 regions and we have four product areas, so we 

are representing, myself the product area Neuroscience, so we work geographically with 

the Europe region and Asia and to provide expertise product support, let’s say commercial 

support to the regions that needed in order to be able to develop their resources. 

Briefly describe the implementation process of Elekta in Spain: 

-When did it took place? 

-How long? 

-Why in Spain? 

Michael Enwall: We started in Spain in 1997 when we bought Phillips, so we took over an 

organization in Spain for Phillips, and of course since Spain is one of the largest market 

in Europe, we wanted to be direct on that market. 

Rolf Kjellström: But before that we had our distributor already since early 90 ś. I guess 

only for Gamma Knife, so we were present before 1997 but the first own unit and Elekta 

Limited Spain and the reason is quite obvious, is a big market. hahahha 

Anything else to add? 

Michael Enwall: When we took over Phillips, we also took over their install base, this 

type of equipment requires service, since you are treating patients you cannot afford to 

have equipment that is not functioning so is very important to have service organization, 

as we took over their installed base in Spain we had to have the service available like 

them, thats why we had to have extra machinery, service engineers and we had to have a 

company that take over the work. 

 

02. Trust Development and relationship 
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Do you have direct contact with the final customers of Spain? If yes, how do you contact 

your customers in Spain, based on which criteria? If not, how do you create the team in 

Spain? 

Michael Enwall: Yes, they have direct contact with the final customer in Spain. 

The criterion is if they have money. 

Rolf Kjellström: If you take any market, some markets are mature that they have 

established socialized health care-public health care or not, that’s one important 

criterion...if you look at Africa and you look at Europe, in general western Europe there 

are big differences. I will say, criterias are partly the level of maturity of the market, also, 

to decide on what product will you start with depending on the market, because if you go 

on in with a sophisticated brain scanner in Nigeria, it is not going to work. 

-Which factors will be evaluated? 

-Which factor is the most important? 

Rolf Kjellström: If you look particularly at our product line, particularly to Gamma Knife 

and sophisticated reserchical tools, I think is the level of education of the user and the 

doctors training, because they will never ask for us to come and present, or be interested 

to purchase if the level of education isn't right, so is a combination sort of economic 

strength that can afford the training of the doctors to go abroad, US and Europe, but I 

think that sometimes it starts with a simple question that somebody want to present us and 

say “I work as an agent distributor, in this country, can you please help us with an offer 

because we have a customer” and that is maybe the starting part, to see that there is a 

pull from the market, in some other cases maybe we have a plan and we want to go into 

this market. 

Michael Enwall: there aren’t that many markets left that we haven’t gone through. 

Hahahaha. 

 

Do you think it is needed trust as component between Elekta and Spanish customers? If 

yes, how do you create, maintain, and expand trust among your Spanish customers? 

Michael Enwall: Yes, and thats pretty easy, if you deliver what you have promised, that 

goes the trust, and If you don’t deliver what you have promised...then there will be 
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problems, so we see those things we do well is we do have trust from our customers, we 

have been able to solve problems for them and keep our word 

Rolf Kjellström: I think in many cases that is the starting point but also to be there over a 

longer term not only for selling and the disappearing but keeping the contact, coming 

back and asking if everything is working and service contact possibility to the customer to 

call and get the service and support continued in a longer term that’s very important, in 

Spain It varies over the product line how well we have kept the trust of the customers in 

some cases, maybe we have been less consistent in how close we are to the customers so, 

but in general speaking I would say we promise something and we deliver that promise. 

Based on trust, does previous experiences with other customers (bad or good experiences) 

affects the decision for choosing a new customer? If yes, how? Can it be implied to 

Spanish new customers? 

Michael Enwall: I would say is the other way around! The customer chooses the vendor, 

but of course, If you had a bad experience why would you repeat that bad experience, If 

you had a good experience. so yeas, no problem. 

Rolf Kjellström: also as big player we are today, everybody knows so they come to us to 

ask for and offer and open up a public tendor, we are one of the tendoring companies and 

if they don’t have previous experiences on trust or they talk to other peers that and 

colleagues and they hear about Elekta. So the word goes around very quickly, but we 

don’t get to choose the customer so often. 

Michael Enwall: Well sometimes. 

Rolf Kjellström: But we are not so picky. hahahaha. 

How do you build/maintain trust in the business relationships? 

- Before starting a relationship 

- During the relationship 

- End of relationship 

Michael Enwall: It’s a good question. I think that is in nature of how you do a good sale, 

now maintain good relationships. That’s the start for the beginning, first time you met 

somebody that’s interest, consistent, you have to follow up, even if is a simple thing like 
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you have promise a service to somebody, make sure you do it fine, if you forget to do it, 

next time you see the person, he might remember you let me down. 

Rolf Kjellström: building the trust, what we are doing while selling Gamma Knife, for 3-4 

million of euro, they want to know that you are trustworthy person and of course, we are 

consultants, we consulting in selling and they as us how can I carry on with this project 

because I need so many patients to earn money to pay the bill to the bank or leasing 

company so, they are trusting you to give the right information, like a consultant and the 

you sell the product itself and after that time i think they will come back to you and you 

will see then in all the conferences and travelling around and speaking in a lecture 

somewhere and we can sent other customers to then for training so. It’s a long term 

relation, and they appreciate when you are responsible, so as you said, when you have 

promised something, do it, you cannot forget. So trust is built by following up on your 

promises. 

Did you have to stop any relationship due to lack of trust? Why? 

Michael Enwall: I think that one goes the other way around, we do have customers that 

we prefer not to have and in some point you don’t trust. We have lots of examples. Indian 

customer their all idea was to try to cheat up 

Rolf Kjellström: So no Spanish example, I think. 

Michael Enwall: If you deal with governments is different than dealing with private sector 

when you can find customers that you dont want to deal with. 

How do you evaluate/balance the risk taking and relationship benefit? 

Michael Enwall: We try to do as much research as possible and nowadays you can get lot 

of information from customers, hospitals and the people that you’re dealing with and 

before going into any type of situation where Elekta could have no exposure or any type of 

risk, i think it’s up to us to do our homework and learn as much as possible is is a 

trustworthy customer or not 

Rolf Kjellström: Yes, it comes down to a lot of finance situation, what the bank would say 

about this customer, 

Michael Enwall: Everyone wants something for free. hahaha 
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Do you do the contract in order to settle down a business or do you take as valid an oral 

promise of the customer? Why? 

Michael Enwall: Ideally everything should be on paper...sometimes you do get surprises 

that they promise something orally that is not what the customer stated on the paper. these 

are projects that are quite big, that take a long period of time, so you need to document 

things, especially if you are selling like the government, they follow their 

protocols-routines so...if not delivered somewhere it will be a piece of paper about that.. 

Rolf Kjellström: We don’t work in oral promises because people change in both sides, so 

there is another sales manager, purchasing officer. So is pretty much down to the contract, 

written down contract. 

03. Trust in different levels 

Trust at a country level 

-From your personal point of view, does it matter that is a Swedish company? 

Michael Enwall and Rolf Kjellström: yes. 

Michael Enwall: I think that Sweden has very good reputation, serious. 

Rolf Kjellström: honest. 

Michael Enwall: Good engineering, honest, neutral politics. 

Rolf Kjellström: Its quite in many countries is an advantage, both in Middle East, Asia 

and Europe. 

Michael Enwall: Sweden as a country is very popular in China, because Sweden was the 

first company to recognize China in 1948-1949. 

-Do you think that being Swedish company has an impact on the Spanish customers? If 

yes, how? 

- When Elekta started its business in Spain, did the image of “Swedish Company” helped 

Elekta to be established into the Spanish customers? Why? 

Rolf Kjellström: I think it’s positive, in also in European counties, in being innovative, 

having creative products from Sweden like Volvo car, and also some clever ideas like 

IKEA, safety. 

Michael Enwall: Quality. 

Trust at company level 
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- Do you have, as a representative of Elekta, any events/activities to maintain trust with 

your customers? If yes, which are the events/activities? How do you get feedback from 

your customers? 

Michael Enwall: Yes. In Gamma Knife and in its functional maping equipment for several 

millions of euros, it takes 2-3-4 years to do the sale, from you meet the doctor first time 

“ I have an interesting in Gamma Knife”, in 2 years is a fast project, so all this time 

responding to him, emailing him, meet him, his administration, director, his colleagues, 

everybody he meets people here in Elekta high level-lower level ones, technical 

management, so you are building a trust over long time, and that is a process and we are 

their consultants but they need to feel/understand who is Elekta, who is in the other side, 

what can they deliver that means for me in a long term...so when you talk about trust in 

Sweden or Elekta as a company it takes long time-it need s a long time. 

-Do you have, as a representative of Elekta, any trust problems between you and your 

customers? If yes, how do you solve trust problems from your customers? 

Michael Enwall and Rolf Kjellström: No. 

Trust at personal level 

-How important do you think that is the personal contact with customers in order to gain 

trust/ be trusted? Why? 

Michael Enwall and Rolf Kjellström: Yes, on many levels. 

- When you contact with your customers, at an individual level how do you do that? Why? 

- Do you create trust? Why? 

Rolf Kjellström: Well, it is very important that the only way you can finally get to sell this 

equipment, you have to know them, we bring them to the center of excellence and we go 

together, for a day visiting, it’s a long process and you build a relation, you can say out of 

10, the importance is 8 or 9 personal contact. It’s a mix. 

Michael Enwall: It’s very much personalized, we are not a company where you go on the 

web and buy our products, it’s more complicated than that. 

Rolf Kjellström: Its personal meetings, it has always has to be on this level. On the 

buyer/customer side a lots of people are involved and if there is the doctor driving the 

project from his side, he doesn’t have the support from the director there is none, and if he 
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is afraid of failure so he wont to know that everybody is on his side and that we are on our 

side, we can deliver what he needs, it’s a long term relationship process 

- Do you show your personal emotion/trust in the supplier-customer relationship? 

Rolf Kjellström: Depends on the individual 

Michael Enwall: Some people like to be friends, other prefer to keep it on business. It 

varies. It is very flexible 

Rolf Kjellström: In particular for Spain, you should speak to the team there because they 

act different from what we do. I guess that you can see all kinds. Some are friends with the 

doctors, after many years that they know, repeat settings and all the meetings, maybe they 

eat dinner at home. 

04. Adaptation/ Standardization and Culture (Culture/marketing strategy) 

Do you offer the same products/ services in Spain as in Sweden? 

Michael Enwall and Rolf Kjellström: yes. 

Which product do you sell in Spain? Why? 

-Are there any core products absent? Why? 

-Are there any differences in how the different products/services are marketed (language 

of software, trainings, instructions, guarantees, etc.)? If yes, why? 

Michael Enwall: Not so much really, the way that you market this type of equipment is 

towards the clinical users, towards administration, sometimes even towards patients, so 

roughly I would say that what we do in Spain is the same as what we do in 

Sweden...exhibitions, congresses...where you have the chance to interact with users of the 

equipment. 

-What are the market shares for the different products in Spain? 

Michael Enwall: Nucleon is about 80% i think, brachytherapy, with neuroscience we have 

a very good market share, I thinks is probably 80% for oncology system, not that good, 

probably under 50% and oncology software also under 50%. 

Rolf Kjellström: You would get the exact data from the Spanish sales. 

What do you consider as important when entering the Spanish market? 

- Were there any obstacles when ELEKTA entered into the Spanish market? 

-If yes, which ones were the obstacles and how did you overcome them? 
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Michael Enwall: I think Spain was pretty straight forward, because we made the 

acquisition , we didn’t have to start from scratch, we took over the personnel, we created 

a Elekta legal entity, that’s nothing, difficult, I think the biggest obstacle is probably more 

company culture, because what we do its took over a lot of Phillips employees. You have 

to understand that Phillips is a huge company and people that work there have been 

working there very long and they have Phillips mentality. And that’s not really Elekta’s 

culture. 

Do you made changes (organization structure, or marketing strategy) for the Spanish 

market? If yes, which changes and why? 

Michael Enwall: Yes, there have been many changes; some people are in the right 

position. We changed the manager of Spain, you have turnovers in the organization, so 

there are new people coming whatsoever 

How did you adapt/standardize the service of Elekta on the Spanish market? Why? 

Michael Enwall: Services if you mean in service equipment, that’s pretty standardized, 

you want each engineer to do the correct thing, so they learn to be very standardized. 

Rolf Kjellström: Yes i would say. It’s pretty much same principles in Europe and todays is 

pretty much centralized service in Europe and its taken care of all the European markets 

Do you change your pricing strategies? If yes, which factors affected your pricing 

strategies? 

Michael Enwall: You start with a price list and then you have different market conditions 

that would affect that such a how is the competition doing, the market itself in an 

emerging country can be really tough. 

Rolf Kjellström: I guess I wouldnt say that I know about it but I can guess that in Spain it 

has been quite taught to sell at highest level...So pricewise I guess Spain it pretty pushed 

down. 

Have you felt the crisis? 

Rolf Kjellström: Yes, definitely. 

Michael Enwall: Even if is a financial crisis, you don’t stop spending on health care. Span 

is been a depressed market, but it hasn’t done any changes. 

Rolf Kjellström: People still need cancer care. 
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Michael Enwall: When a machine is 12-13 years old you have to change it. 

Do you think that investigating the culture of Spanish markets when entering them and 

the way to approach customers plays an important role? Why? 

Michael Enwall: In the case of Spain, we took over the Spanish organization so we can 

assume that If they have been working on that market successfully, they understand how 

to approach the Spanish customers. More difficult would be if you were to bring a team 

from Sweden and settle in the Spanish market first. That will be a learning experience. 

Rolf Kjellström: yea...we can say that in Elekta we never came from Stockholm and say 

“oh, now we going to start selling our product”, before Philips we had our distributor it 

was a Spanish company, managed by a Swedish, but he has been in Spain since young 

ages, so he is like Spanish and he worked for us many years like a distributor so we 

always had somebody that understands the culture between us and the customers, of 

course we have a lot of customers interaction but not daily or in negotiations. 

Do you think that investigating the way of trusting for the Spanish plays an important role? 

Why? 

Rolf Kjellström: Well, in theory I ll be very important market where you would like to start, 

but cannot say particularly for Spain, but I guess is different from Italy, or France or even 

for Portugal. So I would say yes of course, on that question but I wouldn’t say we did that 

as focused job because we had our partners and we opened up our own set up. 

Is there a different in terms of organizational, national, personal and relational culture in 

Elekta in Spain and Elekta in Sweden? 

Rolf Kjellström: probably 

Michael Enwall: maybe a little bit, but not at all 

Rolf Kjellström: well, we are working little in Sweden and mostly outside, there are other 

colleagues that work here, Norway, Sweden and Denmark, but maybe they have another 

approach 

Michael Enwall: I’m sure that the Spanish ones are much more hot tempered. You have to 

know all the Spanish football. hahahahah 
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Appendix 7 – answer from Elekta south Europe manager by phone interview 

01. General questions 

-Which region includes south Europe-which is your function/ where are you from? 

Massimo Abbiati: Italy, France, Spain, Portugal, Greece, Albania. 

-Briefly describe the implementation process of Elekta in Spain: 

-When did it take place? 

Massimo Abbiati: In 1997 like Italy. 

-Why in Spain? 

Massimo Abbiati: because of the size of the market. 

02. Trust Development and relationship 

-Do you have direct contact with the final customers of Spain? If yes, how do you contact 

your customers in Spain, based on which criteria? 

Massimo Abbiati: Yes, sure, based on the criteria of their clinical profile, possibilities of 

the market, is the hospital is big and important. 

-Do you think that the level of education of the user has an impact while purchasing your 

product? 

Massimo Abbiati: In Spain, the level of education is quite good, for example in Pamplona 

they have a top side European level 

-Which factor is the most important?  

Massimo Abbiati: the cultural factor is very important. 

-Do you think it is needed trust as component between Elekta and Spanish customers? If 

yes, how do you create, maintain, and expand trust among your Spanish customers? 

Massimo Abbiati: Yes, trust is needed. Trust is a fundamental element. I have contact with 

the country manager on a daily basis, it is very important to see your customers, 

otherwise you cannot build a long term relationship, you need to show up, listen to them, 

their claims and needs, see what a customer’s says. I see the customers twice a year. 

-Based on trust, does previous experiences with other customers (bad or good experiences) 

affects the decision for choosing a new customer? If yes, how? Can it be implied to 

Spanish new customers? 

Massimo Abbiati: Yes, totally all customers. 
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-Do you choose the customer or the customer chooses you? Or both? 

Massimo Abbiati: They choose me, the level of attention I put is really high, we share 

some similarities, culture, personal interests. 

-How do you build/maintain trust in the business relationships? 

- Before starting a relationship 

- During the relationship 

- End of relationship 

Massimo Abbiati: Elekta gave me the opportunity to work for them so I have the business 

relationship and I can develop it. In the beginning I started as a supplier to them. 

-Did you have to stop any relationship due to lack of trust? Why? 

Massimo Abbiati: No, we meet in person and they become customers and trust comes after. 

After years we become friends, there is like a bridge, and trust ties Massimo and the 

customer. 

-Are there any different behaviors from private and public sector customers? 

Massimo Abbiati: The origin of the customer doesn’t matter, human are human. 

-How do you evaluate/balance the risk taking and relationship benefit? 

Massimo Abbiati: In a long term relationship I was able to build a relationship. 

-Do you research your customers? And How? Why? 

Massimo Abbiati: Not exactly, I’m not selecting them. Times give you the answers. And we 

have become friends. 

-Do you do the contract in order to settle down a business or do you take as valid an oral 

promise of the customer? Why? 

Massimo Abbiati: Both. Not, trust is general development a relationship. I’m not attracted 

to what people say but to what they do. I go deeper to understand what kind of person is. 

03. Trust in different levels 

Trust at a country level 

-From your personal point of view, does it matter that is a Swedish company? 

Massimo Abbiati: yes, attitude is one of the qualities. They show respect to the 

people .And this respect entiles all as a value. 
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-Do you think that being Swedish company has an impact on the Spanish customers? If 

yes, how? 

Massimo Abbiati: yes, when I go to Spain they like the respect that the company shows, is 

very Mediterranean culture, so if you show respect…Spain likes to be respected. 

Do you think that being a Swedish company the customers will trust you? 

Massimo Abbiati: yes. 

- When Elekta started its business in Spain, did the image of “Swedish Company” helped 

Elekta to be established into the Spanish customers? 

Massimo Abbiati: yes. 

Trust at company level 

- Do you have, as a representative of Elekta, any events/activities to maintain trust with 

your customers? 

Massimo Abbiati: Yes. It spent time. The more they know me the more they understand is 

the can trust me. They report about the market situation monthly, weekly the business 

report, and annual report about the stock change. 

-Which are the events/activities? How do you get feedback from your customers? 

Massimo Abbiati: psychological wrok.is psychological approach. talking, meetings. Spain 

and Italy are very similar. 

-Do you have, as a representative of Elekta, any trust problems between you and your 

customers? If yes, how do you solve trust problems from your customers? 

Massimo Abbiati: No. 

Have you faced any trust problems between Spanish Elekta and the HQ? 

Massimo Abbiati: no, even because I felt very much respected. 

Trust at personal level 

-How important do you think that is the personal contact with customers in order to gain 

trust/ be trusted? Why? 

Massimo Abbiati: It is number one. It is very important. It is simple, if they trust you they 

will buy you, you need to show to be a good man, in oncology service, for 15 years you 

meet them, is a long term relationships so trust is very important. 

- When you contact with your customers, at an individual level how do you do that? Why? 
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Massimo Abbiati: pick up the phone…I go to Spain every 2 months, I meet the manager 

and we visit the customers. 

- Do you create trust? Why? 

Massimo Abbiati: it is about worrying about them. 

- Do you show your personal emotion/trust in the supplier-customer relationship? 

Massimo Abbiati: Yes, I behave as an Italian with emotion when I go to Spain I talk 

Italian slowly we understand each other I speak slowly, I make the situation comfortable 

for them English could be a barrier…I use my behavior, Spain and Italy are emotional. 

04. Adaptation/ Standardization and Culture (Culture/marketing strategy) 

-Do you offer the same products/ services in Spain as in Sweden? 

Which product do you sell in Spain? Why? 

Massimo Abbiati: yes. 

-Are there any differences in how the different products/services are marketed (language 

of software, trainings, instructions, guarantees, etc.)? If yes, why? 

Massimo Abbiati: Yes…in Spain translated to Spanish. Only change the language. 

-What are the market shares for the different products in Spain? 

Massimo Abbiati: 45/40% in general. 

-What do you consider as important when entering the Spanish market? 

Massimo Abbiati: You need to know the persons, have personal contact. You need to know 

each region of Spain because they are different. 

- Were there any obstacles when ELEKTA entered into the Spanish market? -If yes, which 

ones were the obstacles and how did you overcome them? 

Massimo Abbiati: Yes, Phillips was known, but Elekta wasn’t. They didn’t have contact in 

the beginning. We have to show the brand…put a new country manager. It was painful 

because we have to fire people, management. 

-Do you made changes (organization structure, or marketing strategy) for the Spanish 

market? 

Massimo Abbiati: yes. 

-How did you adapt/standardize the service of Elekta on the Spanish market? Why? 

Massimo Abbiati: standardize. 
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-Do you change your pricing strategies? If yes, which factors affected your pricing 

strategies? 

Massimo Abbiati: no, we have financial strategy. We have some financing made by Elekta. 

In some cases depends on the market is up to Elekta to stay in a country and they decided 

to stay in Spain so we have to do it. 

-Do you think that investigating the culture of Spanish markets when entering them and 

the way to approach customers plays an important role? Why? 

Massimo Abbiati: I’m lucky because we have similarities. When I go to Madrid, I feel like 

home, is not like going to Prague. Europe has two parts, north and south. North is ruled 

by Germans, like Rolf, and in the south they put a person like me. They put a person 

strategically “let’s put a person like Massimo in the south”. 

-Do you think that investigating the way of trusting for the Spanish plays an important 

role? Why? 

Massimo Abbiati: yes. without trust is nothing. The more trust then there will be a 

relationship. 

-Is there a different in terms of organizational, national, personal and relational culture in 

Elekta in Spain and Elekta in Sweden? 

Massimo Abbiati: Yes, customers, people are different. The organization values are the 

same but at an individual level it changes, the values are the same but people are different 

and as a consequence there are different relationships. 
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Appendix 8 – Different definitions for trust 

Zand (1972) The consciousness of oneself dependence onto another. 

Cook and Wall (1980) The willingness to attribute good intentions and have assurance in 

the words and actions used by other people. 

Boon and Holmes (1991) In a situation that involves risk for oneself, a confident, positive 

state towards others motives. 

McAllister (1995) The willingness of a person to feel confident and act based on 

others words, decisions and actions. 

Mayer et al. (1995) The disposition of a party to become weak to the actions made by 

another party based on the belief that the other party will perform a 

particular action vital to the trustor, regardless the ability to control 

it. 

Creed and Miles (1996) A precise expectancy that other parties action will be favorable 

rather than unfavorable and the capability to take for granted …a 

huge range of structures of the social order. 

Lewicki et al. (1998) In a context of risk, a positive and confident belief into others 

behavior. 

Rousseau et al. (1998) A mental state including the willingness to accept an exposure to 

another based upon optimistic expectations of the behavior/ 

intention of another. 

Source: Own construction, adapted from Dietz and Hartog (2006) 
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Appendix 9 – Guidelines of constructing questionnaire 

Guidelines of constructing questionnaire 

from Ghauri and Grønhaug, 2010 
How the questionnaire of this thesis 

follow the eleven guidelines 

1. The questions must be asked in very 

simple and concise language. 
1. We avoid using the words from 

theoretical part, and use the word as 

simple as possible. 

2. Do not put an unrealistic demand on 

the respondent’s know-how, memory and 

willingness to respond. 

2. We set an alternative question before 

the question to make, which has the aim 

to see the respondent’s level of 

know-how, memory, or willingness. For 

example, we asked the respondents if they 

had the experience of breaking up a 

relationship. If the answer was yes, the 

respondents could continue explaining 

how the experience was. 

3. Each question should deal with only 

one dimension or aspect. 
3. We set questions based on the 

theoretical part and each question focused 

on one factor. 

4. The questionnaire should not offer an 

option such as “don’t know” or “no 

comment”. 

4. We set opening questions, so did not 

face this problem. 

5. The questions should be specific and 

no too general. 
5. We add explanations in each question 

in order to avoid respondents’ 

misunderstandings. 

6. The questions should not be of a 

suggestive nature, directing the 

respondent towards an answer or a 

specific opinion. 

6. Leaving free spaces for answering and 

adding more information if they needed 

and reading the questionnaires once they 

were finished without interrupting their 

free answering--not direct interaction with 

the interviewed as it was carried out via 

email. 

7. Questions should be formulated in a 

polite and soft language. 
7. Always we made double-check before 

sending them out, also we tried them with 

other colleagues. 

8. The language and words used in the 

questions should be straightforward and 

8. Always we made double check before 

leaving them out, try them with other 
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should not have double or hidden 

meaning. 
colleagues, plus use of dictionaries and 

different sources to avoid misspellings or 

misunderstandings. 

9. Questions should be placed in a 

“right” order. The easy-to-answer 

questions and positive types of question 

should be placed first. 

9. We put personal and general questions 

at beginning, introducing the respondents 

into the topic t from general to specific. 

10. The layout of the questionnaire 

should look neat and tidy. 
10. The questionnaire was clear, tidy and 

well-ordered. 

11. The questionnaire should be critically 

evaluated by a friend, colleague, or 

adviser. 

11. Our supervisor Maria gave us a 

critical evaluation before we sent the 

questionnaire to respondent. And also, as 

explained above we had colleagues to try 

it out.  

Source: Own construction, adapted from Ghauri and Grønhaug (2010) 
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Appendix 10 – The product/service Elekta offered and the percentage of sales 

Product/service name percentage of sales in Spanish Elekta 

Gamma Knife/LSN/Functional Mapping  

Linear Accelerator  

Brachytherapy 

MOSAIQ 

Radiation Therapy Planning Systems 

15% 

50% 

25% 

5% 

5% 

Product/service name percentage of sales in Spanish market 

Gamma Knife/LSN/Functional Mapping  

Linear Accelerator  

Brachytherapy 

MOSAIQ 

Radiation Therapy Planning Systems 

85% 

75% 

75% 

55% 

70% 

Source: Own construction, adapted from Elekta (2013), Rodríguez (2014) and Velez (2014) 

 


