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Abstract
In this study, we want to emphasize the importance of private banking 
which focuses on the human contact and the interaction between people 
rather than the transaction itself. We apply two research questions to 
investigate on this subject. In order to answer the purpose an analysis of 
two cases was undertaken using data collected through interviews. The 
main results show that banks realize the importance of human contacts 
and focus on the significant elements, which assist in establishing a 
lasting relationship. It also shows that relationship banking is a profitable 
concept. Finally, implication for theories and banks were discussed.  
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Chapter 1 Introduction
In this chapter, we will introduce the reader to the background of the research. 
The problem discussion followed by the purpose of this study and finally the 
research questions. 

1.1 Background
Buttle (referred to in Gilbert & Choi, 2003) that marketing is no longer about 
developing, selling and offering products. Rather, it is about being more focused 
on developing and maintaining a mutual satisfying long-term relationship with 
the customers. Relationship banking is the approach in which banks aim to 
establish and maintain relationships with customers. According to Gilbert and 
Choi (2003), it was in the early 1980s when literature related relationship 
marketing to banking. Moriarty, Kimball and Gay (1983) stated that relationship 
banking is based on the acceptance that the bank can raise its profit by 
maximizing the profitability of the total customer relationship over time, instead 
of looking to obtain a high profit from a single transaction. Relationship banking 
is part of Relationship Marketing (RM), which aims to create a client 
relationship from the start to satisfy and keep existing customers (Lindgreen, 
Davis, Brodie & Buchanan-Oliver, 2000). In contrast to the transactional 
marketing, that focuses on making a sale and trying to find a new customer 
(Vence, 2002). Banks moved into relationship banking, because they operate in 
an intensively competitive environment and offer a wide variety of new services 
to both private and business customers (Zineldin, 1996). According to 
Heffernan, O’Neill, Travaglione and Droulers (2008) one of the reasons why 
banks operate in a very competitive market, is because they provide 
homogenous products and services. Therefore, they need to seek differentiation 
and they can achieve that through developing good relationships with their 
customers (ibid).

1.2 Problem discussion
According to Zineldin (1996), the banking concept has changed over the years, 
due to the growth of the market and continuously emerging business. 
Traditionally, bank customers were loyal, few products and services were 
offered, and the competition was obviously defined and based on traditional 
rules and precepts. Bankers understood their business and knew how to manage 
it. Nowadays, banks face more aggressive competition, unbalanced market 
condition and unlimited opportunities in the market. In order to survive the 
competition in the market, they realized that they have to change their strategies 
in how they do business with their customers. One of the new strategies is to 
create customer’s satisfaction in a complex and competitive environment 
through a relationship (ibid). 
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A study by Grönroos (1994) showed that the relationship approach is not 
recommended for every industry and relationship marketing is not easy to 
implement. The study concluded that service and industrial marketing are more 
relationship oriented. The research classified banking industry under the service 
industries where relationship marketing is supported. It is also stated by the 
same researcher that relationship marketing has emerged in industrial and 
service business because this concept is very supported by the constantly 
developing in the modern business (ibid). There are many definitions of 
relationship marketing because researches have varied perspective in applying 
relationship marketing (Barnes, 1995). However, RM is used in economics 
concerning goods, services, delivery systems and transfer of information 
(Gilbert & Choi, 2003).

Relationship banking programs and services convene all financial and 
investment needs of the clients, they include lending, stock broking, estate and 
financial planning (Abratt & Russell, 1999). They also include online and 
telephone services, mortgages, loan and personal finance1. Furthermore, banks 
should have their reasons and motivations behind moving into relationship 
banking. One of the reasons as mentioned above was the aggressive competition 
in the market. Competition can be caused by the development in the information 
technology which enabled banks to obtain information about products, services 
and preferences of their customers (Lindgreen et al., 2000). Perrien, Filiartrault 
and Ricard (referred to in Gilbert & Choi, 2003) that the strong competition 
among financial institutions forces them to adapt marketing strategies and to 
emphasize on long-term relationships with customers. While, Christopher, 
Payne and Ballantyne (1991), claimed that more or less every major participant 
in the retail financing services has applied a type of customer care program 
(which is one of the practices of relationship banking).  

Banks are becoming more technical and electronically capable; they can benefit 
from this technology through lower operating cost, internet or call center contact 
(Gilbert & Choi, 2003). However, banks cannot increase profit opportunities 
without interfacing with the customer and develop closer bonds through human 
contact. Therefore, banks have to interface with the customers in order to take 
advantage of a relationship selling opportunity (ibid). Based on that, we want to 
delimit our study on the importance of human contact and interfacing with the 
customers through a relationship. For that reason we will not explore the role of 
E-banking in private banking nowadays. Electronic banking is referred to E-
banking which is defined as a construct that offering online banking, telephone 
banking as well as Television banking ( Karjaluoto, Mattila & Pento, 2002). As 
mentioned before, relationship banking gives a mutual benefit for both 
consumers and bankers. Although, it is obvious that banks have advantages of 
                                                       
1 Swedbank http://www.swedbank.se/sst/inf/out/infOutWww1/0,,134922,00.html

http://www.swedbank.se/sst/inf/out/infOutWww1/0
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relationship banking based on what we have discussed above. Most of the 
empirical studies have focused more on the benefits to costumers (Agarwal, 
Ambrose & Lee, 2007). Further advantages of relationship banking to banks are 
for instance, lower services cost through understanding the customers needs 
(Turnbull & Gibbs, 1987). Another benefit is customer loyalty which is a result 
of customer’s satisfaction that leads to improved profitability (Storbacka, 
Strandvik & Gronroos, 1994). Additionally, banks obtain improved credit risk 
management because they gain an early warning system to observe credit risk 
(Haubrich, 1989). 

Banks can also benefit from a relationship by its privileged information; 
information that helps banks to obtain a better understanding on customer’s 
preferences thus leads to product and services development Eccles and Crane 
referred to in Sheedy (1997). According to Zineldin (1995) relationship banking 
gives a competitive advantage in the market place. Moriarity et al. (1983) stated 
that banks benefit from higher margins because customers becomes less price 
sensitive, which result in more stable profit. We summarize the benefits of 
relationship banking to the banks as seen below: 

 Product and service development

On the other hand, the benefits of relationship banking to customers can also be 
characterized through previous studies. For example one of the benefits is that 
availability of credit when needed and also priority treatment in any conflict of 
interest situation (Holland. 1992). Since relationship pricing is based on lower 
costs, customers will be offered services for lower cost. Another benefit is the 
immediate reaction of the bank to funding needs and other services (ibid). 

Additionally, Eccles referred to in Sheedy (1997) refers to in customized 
proposals due to the banks greater knowledge of clients’ needs. Customers will 
have reduced risk to purchase unsuitable services and special treatment and free 
service, for example free information and education (Moriarty et al., 1983). 
Individuals will have direct contact and assistance of an account manager 
(Watson, 1986). The account manager is a person who works with day to day 
support for a particular customer’s account and he is the primary point of 
contact between the customers and the bank (Account Manager, no date). The 
account manager provides support, planning and optimizing for the account as 
well as developing a relationship with the customer. The following summarizes 
the benefits of relationship banking to the customers as seen next: 

 Lower service cost 
 Customer loyalty
 Improved profitability
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 Direct contact and assistance

Although, relationship banking contains benefits to both customers and bankers 
it also contains disadvantages and difficulties. Literature emphasized difficulties 
of relationship banking more than the disadvantages of it. Moriarty et al., 
(1983), explained the difficulties in implementing relationship banking because 
of the high cost to establish a relationship. Investment needs to be made on both 
staff and system resources to understand the benefits of relationship marketing. 
Perrien, Filiatrault and Ricard referred to in Sheedy (1997) account managers 
have an important role in relationship banking so the lack of training and the 
inappropriate performance lead to a failed relationship (ibid). Eccles and Crane
referred to in Sheedy (1997) customers do not realize the value of free services 
and other benefits of the relationship, because it is hard for them to value the 
less physical element of the relationship in a monetary concept. Therefore, they 
concentrate on the cost of the transaction. We summarize the difficulties of 
relationship banking as seen below:

 Free services are not appreciated

As mentioned earlier, there are different approaches for banks to establish a 
relationship with their customers. Private banking is the name of a relatively 
new concept that the banks has introduced in order to establish a relationship 
with customers with a higher financial asset. By using this, banks offer tailored 
services to customers who have higher assets and demand more services of their 
banks (Private banking, 2008). However, it has not been precisely clarified to 
which customers the banks are aiming the private banking concept at. We 
assume that the customer must have at least a minimum amount of 250 000 SEK 
in order to utilize the private banking program. 

In our study we will focus on how banks establish relationship by applying the 
private banking concept and its impact in terms of profitability, reputation and it 
the disadvantages as well. We will limit this study to the private banking to the 
private customer in the local banks. Local banks are the banks, which operate in 
a city or town or district2.

                                                       
2 Die.net. local http://dictionary.die.net/local

 Credit availability 
 Service for lower cost
 Immediate bank reaction 
 Avoidance of wrong purchase

 High initial cost
 Needs investment 
 Lack of account managers’ training

http://dictionary.die.net/local
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1.3 Purpose and research questions 
We have discussed in previous section the advantages and disadvantages of 
relationship of private banking to both consumers and banks. However, previous 
studies did mainly focus on the relationship of private banking from customers’ 
point of view. Therefore, the purpose of our study is to explore the concept of 
private banking and its impact from the local banks’ point of view.

Du to the lack of researches and literature that conducted on the establishment of 
relationship in private banking and the effect of applying private banking, we 
want to investigate that with the following research questions:

RQ1: How do local banks establish relationships through private banking with 
the private customers?

RQ2: How can the outcomes of private banking affect the local banks?
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Chapter 2 Theory
In the previous chapter, the background and the problem discussion were 
reviewed, followed by the research purpose and the research questions. In this 
chapter the theories conducted from previous studies will be discussed and 
applied according to their relevance to each research question. 

2.1 RQ1: How do local banks establish relationships through private banking 
with the private customers?

2.1.1 Elements of the relationship banking 
For the purpose of this discussion we will use relationship banking when talking 
about relationship marketing when it is related to the banking industry, as per 
the previous explanation in chapter one. In the figure below we summarize the 
elements of relationship banking. 

Figure 2. 1. Elements of Relationship Banking

Relationship banking is critical to many organizations, a significant element in 
relationship banking is the ability to develop the relationship (Heffernan et al., 
2008). According to Grönroos (1994) establishing a relationship with customers 
can be divided into two stages: first attract the customer and second build a 
relationship with that customer so the beneficial goals of that relationship are 
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accomplished. These stages could be achieved through few elements that banks 
have to offer their customers. The key element for the relationship approach is 
the promise concept (ibid). According to Calonius (1988) it is more important to 
keep the promises than giving them. Calonius means that giving promises may 
attract customers and firstly start a relationship, but if the promises are not kept 
then it will be difficult to maintain and enhance the evolving relationship. 
Another important element of the relationship is trust which is defined as “a 
willingness to rely on an exchange partner in whom one has confidence” 
(Moorman, Deshpande & Zaltman, 1993). 

According to Lindgreen et al., (2000) technology is also an element of 
relationship banking; the improved technology helped in increasing production 
flexibility and made it possible to design unique products and services for 
individual customers. Technology has also enabled businesses to target and 
customize their messages to the individual customer (Copulsky & Wolf, 1999). 
Price is another element of relationship banking. According to Leverin and 
Lijander (2006) price is an important aspects of relationship revenue in banking. 
Zineldin and Philipson (2007), stress that pricing policy is very important in the 
relationship, due to the fact that every single relationship should be treated as an
investment and that seems to be a leading assess in evaluating customer lifetime 
value. 

However, the price element is related to the quality of the service. Furthermore, 
Colgate and Hedge (2001) emphasized on the importance of price element, 
stating that one of the most important reason for switching bank is the price. 
According to Page and Luding (2003), prices of products and services need to be 
wisely set by the banks, in order to convince existing customers that they are 
receiving good values for money. A previous study conducted by Pont and 
McQuilken (2005) stated that banks should create customer satisfaction in order 
to gain customer loyalty. Another key element of relationship banking as 
Watson (1986) described, is the role of the account manager or relationship 
manager. He or she encourages the customer to make use of a wide range of 
bank services to increase the equity of both parties in the relationship (Sheedy, 
1997). The quality of the service is an important element, according to Beatty et 
al. (1996) service quality can be the source for improved loyalty, retention and 
better business performance.

2.1.2 The marketing strategy continuum
We have discussed the most important elements in relationship banking 
according to the literature. However, in this section we will apply the marketing 
strategy continuum to show how some aspects differ from transaction marketing 
to relationship marketing. We will apply this model conducted by Grönroos 
(1991) to find out how these aspects appear in local banks. Additionally, how 
they handle these aspects while applying relationship banking, in order to offer 
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relationship banking to their customers. By applying this model, we give a better 
understanding to the reader on where the banks are placed in the marketing 
strategy continuum. 

Figure 2.2. The marketing strategy continuum from Grönroos, 1991

As seen in figure 2.2, relationship banking is placed at one end of the continuum 
where the main focus is on establishing a relationship with customers. The other 
end shows the transaction marketing, where the focus is on one transaction at a 
time. The continuum shows that businesses of packaged goods will benefit more 
from a transaction- type strategy. While service firms such as banks, would be 
in general more profitable applying relationship-type strategy. We will use this 
theory to investigate how banks focus on the different aspects of the strategy 
continuum such as time perspective, where they put their emphasis on 
establishing relationships that has a long-term focus. Another aspect is the price 
which is of course not irrelevant, however, the customers within relationship 
marketing are often less price sensitive. Furthermore we will apply this model to 
look at the quality of the service, measuring customer satisfaction and the 
interaction between the banks’ departments when applying private banking. 
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2.2 RQ2: How can the outcomes of private banking affect the local banks?

2.2.1 Relationship formation/ enhancement 
This theory shows how the relationship is established and it is related to the 
second research question. It was developed by Beatty et al. (1996), it shows how 
a relationship is established and developed between banks and their customers. 
It also shows the relationships’ outcomes to both customers and banks. In our 
case we are interested to know what the bank’s outcomes are so this theory will 
help to gain a better understanding on the impact of relationship banking to the 
banks. According to Beatty et al. (1996) this model outlines the major steps in 
the relationship creation process. It emphasizes that the relationship process 
experiences four stages to wit: facilitating condition, relationship formation, 
relationship enhancement and relationship outcomes (ibid). In addition, it has 
been stated that this model works better in service environment where customers 
want tailored service. There is a mutual benefit for relationship which exceeds 
the costs (Abratt & Russell, 1999). However in this study, we are investigating 
how this model can also be applied from the banks’ perspective.

Figure 2.3. A model of relationship-formation/enhancement from Beatty, Mayer, Coleman, 
Reynolds & Lee, 1996

1. Facilitating condition: according to Beatty et al. (2006) in this stage, top 
management, employee customer orientation and relationship motivated 
customers are the main three factors to facilitate a relationship as seen on 
the left of the figure above. The study concluded that managers who care 
for their customers and prompt staff to satisfy customers’ needs were a 
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significant element in developing a relationship (ibid). It also stated that 
sales associated that were committed to customer services were most 
successful to facilitate a relationship (Abratt & Russell, 1999).

2. Relationship formation: it is the early stage of the relationship, it occurs 
when a service which exceeded the customers expectations help to 
develop a relationship positively. In this stage the team work between 
different departments of the bank enhances relationship with client. 

3. Relationship enhancement: in this stage a repeated customer-employee 
interaction occurs when customers perceive trust, friendship and 
functionality. These elements always exist in the relationship and they 
determine the strength and the progression of the relationship.

4. Relationship outcomes: as seen in the right side of figure 2.3, the 
relationship’s outcomes can be divided into two parts: Outcomes which 
are viewed from the customer’s perspective and the ones which are 
viewed from the employee’s perspective (Abratt & Russell, 1999). In this 
stage the writer stated that these two views act to strengthen each other 
i.e. when the customer is pleased and committed to a relationship. This 
will lead to a pressure on the employee to be even more committed to the 
client (ibid). 

2.2.2 Customer retention strategy 
A previous study has emphasized the benefit that customer retention has for the 
organization (Trubik & Smith, 2000). Additionally, many researches 
concentrated on the financial benefits originated from retaining customers. This 
theory is related to our second research question, where it shows how 
establishing a relationship through customer retention can have a positive effect 
for the company. There are number of factors which prove that the longer the 
customer stays with the organization, the more profit the customer generates for 
the organization (Reichheld & Sasser, 1990). These factors can be listed below:

 The high initial cost of introducing and attracting a new customer.
Storbacka et al. (1994) also emphasized the same point stating that one of the 
main reasons for increased relationship longevity is based on the fact that 
keeping an existing customer is cheaper than attaining a new one. 
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 Increase in value purchase. Storbacka et al. (1994) stated that a positive cash 
flow of a customer increases the value of long lasting customer relationship.

 Increase the number of purchase. Usually long term customers buy more 
since customers are encouraged to acquire more products through cross sell 
or raise their present product plans (Genroe, no date)3

 Understanding the customer and vice versa: the customer gets a better 
understanding about the industry they are involved in through a close 
relationship. On the other hand, banks understand their customers through the 
information they obtain which will lead to recognize preferences of the 
customers (Eccles & Crane, 1988).

 Positive word of mouth, a study conducted by Healy (1999) showed that 
customers who are satisfied with their banks, brought their friends and 
families as new customers

Furthermore, we have chosen this theory because it explains how banks can 
profit from customer relationship, and how customer retention can be a useful 
model to understand the function of customer retention. Customer retention is 
known as the act of keeping customers and it focuses on ways to keep customers 
longer (Genroe, no date). Although customer retention is very important in the 
relationship, Grönhaug and Gilly (1991) argue that many dissatisfied customers 
may stay loyal to their banks because of the high switching cost and also the 
complexity of establishing a new relationship in terms of investment, effort, 
time and money(ibid). 

Many companies strive to enhance their retention strategy, in order to improve 
this profitable approach (Genroe, no date). We will explain in the following 
page the steps consisted of customer retentions and how these steps emerge 
together to lead to increased profit for the banks. In order to implement a 
customers retention programs successfully, banks need to identify the customer 
retention drive. Otherwise, the company tends to implement a variety of 
retention programs that may or may not impact on customer retention. The first 
step to identify the drivers is to start with the outcome, in this case the profit is 
the outcome. Profit increases in two ways, first increasing the revenue and 
second lowering overall cost i.e. the first two retention drives are increased 
revenue per customer and lowered cost per customer. These two primary drivers 

                                                       
3Genroe is an Australian based consultancy that implement strategies on customer retention       
http://www.genroe.com.au/articles/driving_customer_retention.asp

http://www.genroe.com.au/articles/driving_customer_retention.asp
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lead to discover two secondary drivers which are improving customer loyalty 
and preventing customer loss (ibid).

These findings give us four main customer retention drivers as seen in the 
following figure:

Figure 2.4. A model of customer retention (Genroe, no date).

Loyalty: First when the loyalty element exists as we mention before, customer 
tend to stay longer and it becomes difficult for competitors to attract them
(Genroe, no date). By gaining customers’ loyalty, banks can generate profit. 
Customer loyalty is driven by a combination of delighting, educating the 
customers, having effective complaint resolution and high service quality. Banks 
can achieve that by keeping their promises and exceed customers’ expectations. 
They can also do this through taking into account complaints and negative 
feedback by following up and solving the issues to reach to customer 
satisfaction (ibid).

Loss prevention: This critical element is driven by win back success and attrition 
management, attrition management is referred to expect when customers are 
likely to defect and try to manage positive initiative in order to prevent the 
defection. This approach has a direct impact in avoiding loss prevention. 
Whereas, win back is referred to the process of retaining customers, who stated 
that they no longer want the company’s products and services. These approaches 
have to be implemented carefully, the company (bank) should keep in mind the 
profit of the customer to the business and if the customer is worth saving. 

Loss

Prevention

Loyalty

Increase

Revenue

Increase per

Cost

Lower cost

Profit

Increased profit
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Otherwise, banks can spend more on saving a customer than what the customer 
will give in future profits. 

Cost: One way to reduce cost is to manage customer touch points effectively, 
which is a method to minimize costs of the services and communicate with 
customers. Managing touch points is known as examining the media and timing 
of customer contact to optimize it for impact and cost. Companies that know 
how to manage touch points and when and how to contact their customers so 
they can increase the benefit. In this case, they do not need to increase their cost 
by making unnecessary contacts and they can use the lowest cost media. 

Revenue: The drivers, which increase revenue are up-sell and cross sell. Up-sell
(2009) refers to an effort to sell a customer a higher priced version of a product 
or service, which they initially wanted to buy. Revenue is increased when 
customers are encouraged to acquire more products through cross sell or raise 
their present product plans (Genroe, no date).

Profit: Profit is the outcome of applying customer retention strategy. As 
mentioned before, profit is generated by increasing revenue and reducing the 
overall cost. 
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Chapter 3 Methodology
In this chapter we will discuss the methodological framework used for collecting 
and analyzing the data in this thesis. With this data we will be able to answer 
the research questions. We will start with an explanation of the literature search 
and the research strategy. Afterwards, the sample selection and data collection 
method will be presented. Furthermore, we will discuss the data analysis, the 
validity and reliability. Lastly, the problems in the methodology will be 
presented.

3.1 Literature search
In order to obtain a theoretical support to our research purpose and research 
questions we needed to find scientific literature and evaluate their relevance. We 
collected relevant literature from the library and database of Luleå University of 
Technology connected to the research area. We searched in the Emerald Insight 
search engine. The keywords we applied to find appropriate literature were: 
relationship banking, private banking, establishing relationship, relationship 
formation, customer retention and customer satisfaction. 

3.2 Research strategy
Our research questions aim to investigate how banks establish relationships 
through private banking and the impact it will have. According to Yin (2003) 
case study is appropriate when investigating contemporary concept within its 
real life context. Therefore, we find that the case study approach is appropriate, 
since we are looking at the relationship in banks. Due to the fact that we draw 
the conclusions in this thesis from the information gathered during the 
interviews and since the data is full of values, beliefs and perceptions, the data is 
non-quantifiable. The study is conducted using the case study approach because 
it helps to reach to the results we are looking for which explore the relationship 
in the private banking 

3.3 Sample selection
In this section we will introduce the reader to the cases of this research. There 
are two types of case studies; single or multiple case studies (Yin, 2003). Due to 
the fact that this study will examine the private banking in two banks (cases), a 
multiple case study is preferable to have an accurate comparison between the 
cases. We have chosen two banks in Luleå, Swedbank and Handelsbanken, both 
of them are leading banks in Sweden. We selected these banks, which operate 
on the same level to be able to have an accurate comparison on how they handle 
private banking with local private customers. We also chose two banks to be 
able to deeply focus on them instead of having too many banks (cases) and 
focusing less on each bank. Both banks are located in Luleå and the reason for 
choosing two banks from Luleå is the time and financial limitations that a 
researcher has while writing a thesis. This makes it unlikely achievable to 
interview respondents from another city
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3.4 Data collection method
For this study, we regard that the personal interview is a suitable approach due 
to the fact that selected people will be interviewed within a time limit and with a 
protocol of questions. Our research has a qualitative approach, due to the fact 
that we are going to interview selected people from the bank sector and 
therefore it is not necessary to have a quantitative approach. To assure that the 
people selected were appropriate for the interviews, we asked for the responsible 
of the private banking in the two banks. We decided to interview two 
respondents from the private banking departments, who are working in two 
different banks. That will give us accurate information about the concept of 
private banking. The respondents were:

 Kari Erkheikki from Swedbank, the director of private banking in four 
cities in the northern area of Sweden including Luleå, Umeå, Skellefteå 
and Örnsköldsvik.

 Lisbeth Andersson from Handelsbanken, responsible for private banking 
in Luleå. 

Yin (2003) points out that an aspect of great importance is that the interviewer 
must ask the questions in a way so that the respondent will give an open and 
fresh answer. If the questions are leading or if the interviewer has its own 
opinions and a preconceived notion, the chances are the answers will not give 
any new insights from another perspective. We constructed an interview guide 
using the theoretical framework to answer the research questions. The interview 
guide consisted of questions which were formed from each theory applied in this 
study. After constructing the interview guide, it was reviewed by our supervisor 
and colleagues in the seminars to assure that it correctly included the theoretical 
framework. 

The interview guide was sent to the selected people from the two banks. By 
doing this the interviewees were able to see the questions before the interviews, 
giving them a chance to be prepared and to comprehend the issue of our study to 
be able to give more information. Besides, each respondent had prepared 
brochures about private banking for us, which indicated that they were prepared 
for the interviews. The interview with Swedbank lasted for one hour while the 
interview with Handelsbanken was 30 min long. Both interviews were recorded 
and notes were also taken during the interviews. The data was sent to the
respondents to confirm that the information given during the interviews were
correctly comprehended.
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3.5 Data analysis
In order to analyze the data collected, we performed a within- case and cross-
case analysis. According to Miles and Huberman (1994) applying these two 
analyzing methods, facilitate comprehending the data and relating it to the 
theory. Within- case analysis is known as comparing the data against the theory 
applied, while cross- case analysis is comparing data between cases (ibid). 

In order to analyze the data collected on the two cases in the previous chapter, 
the data of the cases will be presented with codes to help obtaining a better 
understanding on each case and the comparison between these two cases as 
Huberman and Miles recommend (1994). The table below shows what each 
code stands for. If the correlation of each case data shows that the theory is 
supported by the data, that will be signed with a (+) sign. When the theory is not 
supported by the case data, it will be coded with a (-) sign. Additionally, when 
the theory is partially supported by the data, it will be highlighted with a (+/-) 
sign. The symbol of the star (*) will signify that something new was identified 
or added to theory. 

             Table 5.1 shows the data coding matrix 

 Supports the theory

 Does not support the theory

/ Partially supports the theory

* Identifies something new or adds to the 
theory

3.6 Validity and reliability 
To increase the reliability a structured interview guide was conducted, one in 
English and one in Swedish. The interviews were in Swedish due to the fact that 
we had chosen two Swedish banks. Both of the banks are two leading banks in 
the Swedish market and that increases the validity of collected data due to the 
fact that both banks had departments of private banking. Although we chose two 
respondents, one from each bank, the data collected may have been influenced 
since respondent from Swedbank was the director of private banking in a larger 
area including four cities (Luleå, Umeå, Skellefteå and Örnsköldsvik),while the 
respondent from Handelsbanken was responsible for the private banking only in 
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Luleå. However, the data collected were comparable and both banks put huge 
emphasis on private banking locally. Therefore, we regard that a generalization 
is possible, but we cannot assure that since we do not know which result we 
would have had if we chose other banks or included more banks in this study. 
Additionally, the collected data was organized so that they are available for 
others who want to conduct a research in the same area. 

In order to increase validity, the structured interview guide was reviewed by our 
supervisor and colleagues in the seminars and also got feedback.  Additionally, 
during the interviews we further explained some of the questions from the 
interview guide to avoid confusion. We wanted to add validity to the empirical 
data collected, therefore we sent the compilation of the data collected to the 
respondents to assure that there was no misunderstanding during the interviews.

We had some difficulties finding more disadvantages about private banking to 
be able to cover the whole problem area and problem discussion. Furthermore 
there is not a lot of information from previous studies about private banking 
from the bank’s point of view and why it is a preferable strategy. 

Furthermore, the interviews were conducted in Swedish and the data collected 
from the interview were later translated into English. This could be a problem 
due to the possibility for misinterpretation and translations error. However, in 
this, as in any research, there is always some level of subjectivity in interpreting 
the collected data. Therefore, it cannot be guaranteed that another researcher 
would come to the exactly same conclusions as is done in this study. The 
disadvantage of sending out the interview guide in advance is that the 
interviewee is able to give the answers he or she wants to give, instead of giving 
a spontaneous answer which might have been more truthful.
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Chapter 4 Empirical data
This chapter will present the theoretical data collected from each of the two 
studied cases. Each case starts with an introduction than includes facts on the 
organization and the interviewed individuals, followed by the empirical data 
related to each research question that were collected from the interviews. 

4.1 Swedbank 

4.1.1 General data on Swedbank
Swedbank is one of the leading financial institutions in the markets where they 
are present. Swedbank serves a total amount of 9 million private customers and 
500,000 corporate customers in many countries such as, Estonia, Luxembourg, 
Moscow and New York4. Swedbank has 4.1 millions private customers and 
287 000 corporate customers in Sweden5. There are many factors that 
differentiate Swedbank from others; its high profitability, a low risk profile, cost 
efficiency, high market shares, satisfied customers and prompted employees 
(ibid). According to Swedbank’s annual report, around 700,000 of the total 
individual customers have a personal advisor and 20,000 are customers of one of 
the most successful private banking units. Swedbank offers their customers the 
confidence to manage their own financing through dialogue with advisors. 
According to the Swedish Quality Index’s annual survey of customer 
satisfaction Swedbank ranked at 70.4, which means that it has the second most 
satisfied customers among Swedish banks.

4.1.2 Swedbank RQ1: How do local banks establish relationships through 
private banking with the private customers?
Starting in 2001, relationship banking is a relatively new concept in the bank. 
Relationship banking offers the same basic services as to all of their customers 
such as bank accounts, telephone banking, payments cards and transactions. 
However, they receive three more customized services; assets management, 
financial planning and advice investment. They can also receive advising in 
taxes and legal aspects. Swedbank is striving to have strong relationships with 
their private customers. The account managers are called personal advisors and 
their main task is establishing a relationship with the private customer. They 
have all kinds of customers; foundations, associations, organizations, corporate 
and private customers, which is the target group in this thesis.

Private banking is a very essential part of the bank. The customers have 
financial assets of a minimum of 1- 1,5 million SEK. Due to the fact that the 
customers are financially stable makes private banking a profitable segment and 
the customers important. The service costs 5 000 SEK/year. Through their 

                                                       
4 Swedbank.  Annual report. http://www.swedbank.se/
5 Swedbank. http://swedbank.intellectacommunication.se/

http://www.swedbank.se
http://swedbank.intellectacommunication.se
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customer database, Swedbank can see if there is any potential customer who 
might be interested in relationship banking.  In other cases, the customer 
contacts the bank him/herself. The first meeting is mainly about giving the 
customer all information regarding relationship banking and its services. A vital 
step when establishing a relationship with a customer is the second meeting 
where the needs and preferences of the customer is identified and analyzed. 
Additionally, technology helps Swedbank to apply relationship banking through 
using modern system that supports them to handle risk management, the 
customers’ capital investment and return profit.  

During the second meeting, the current financial situation is discussed and a 
financial goal is determined which sets the time perspective of the relationship. 
This is a tailor-made analysis, which is very individual from customer to 
customer.  After analyzing the requirements, an agreement considering how the 
capital should be managed is made between the personal advisor and the 
customer. Thereafter, following the customer’s desires meetings are arranged 
when they meet and discuss the development of the financial situation. There are 
certainly high requirements on a personal advisor and they are well competent 
for their task and that is why they have a very important role in establishing 
relationship with the private customer.

When it comes to time perspective of relationship banking in Swedbank, it is 
characterized to be of long-term focus. According to Erkheikki, defining what 
characterizes long-term is not easy. It is very individual and depends on how 
long the customer wants to invest. In many cases the long-term focus last many 
years. The personal advisor and the private customers decide from the first 
meetings how often they will meet. The meetings could occur anytime from for 
example, once a month or once every 6 months. Additionally, customers who 
have relationship with Swedbank are less price sensitive than other customers 
who do not apply relationship banking with the bank. As mentioned before 
private customers pay an amount of 5000 SEK every year to use the private 
banking services. However, some customers pay less or more depending on their 
ability to negotiate the price. 

Erkheikki says that the quality of the service is very important, Swedbank wants 
to be a leading bank by offering the best services especially to private customers 
who have high capital. Additionally, Erkheikki emphasizes that the bank assures 
the high quality of the services by restricting the number of private customers 
that each advisor has, to be able to focus on each individual. It is important to 
measure customer satisfaction for Swedbank. Therefore there is an annual 
measurement to evaluate customer satisfaction on the local level. The bank hires 
a company to interview many private and business customers to be sure of the 
satisfaction of the local customers. The last company which performed this 
measurement was TNS Prospera.  
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The bank cooperates with external partners such as HSBC, JPMorgan and First 
State Investment, in order to offer their private customers the best services and 
products that match their preferences. It is obvious that relationship banking is 
important, therefore they have the investment center which is made of 
Swedbank’s vision of the financial market. The investment center delivers a 
report about the current situation about Swedbank’s subsidiary. Swedbank 
cooperates with the bank’s different units and other external partners in order to 
carry out relationship banking successfully.    

4.1.3 Swedbank RQ2: How can the outcomes of private banking affect the local 
banks?

The respondent stated that the factor that facilitates a relationship is to 
understand the customer and building trust between the personal advisor and the 
customer. A personal advisor has between 100-150 customers, which gives the 
chance to comprehend the customers individually and understand their needs 
and preferences. Swedbank is constantly working with building trust with the 
customer and be available at all times, which is also a challenge for the personal 
advisor. By having fewer customers than a usual account manager on a regular 
office, being available becomes easier. If the customer does not live near to the 
local office, the personal advisor will make a house visit.

According to Erkheikki, Swedbank is like all companies and organizations that 
always try to exceed the customers’ expectations. One way of doing this for 
Swedbank is by being pro-active.  If the financial situation rapidly changes, the 
personal advisors have the possibility to contact their customers. Due to the fact 
that they know their customers better they have a better understanding on which 
changes will affect them and in what extent. 

In all business aspects it is very common that the customer returns if she or he is 
content with the deal. Erkheikki adds that private banking customers are the 
customers who return because they appreciate the high value of the services. 
And also by increasing the financial outcomes of the customer will most highly 
be a positive aspect, which exceeds the expectations. The relationship between 
the personal advisors and the customer creates one very important factor, 
loyalty. If the customer feels happy and safe they have no interest in changing 
bank. Due to the fact that the products and services barely separate from bank to 
bank there is a huge emphasis on the loyalty and trust between the parties. 

Erkheikki says that there are more advantages for relationship banking than 
disadvantages. The result of relationship banking is that it increases the 
customer’s loyalty and trust to the bank. Furthermore it leads to repeated 
transactions and increased capitalization. Relationship banking clarifies the 
needs of the customers, which enables them to offer tailored services. However, 
one of disadvantage is the time needed to establish a relationship. Each meeting 
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takes approximately one and half an hour, but it varies from an individual to 
another.  

According to Erkheikki, another disadvantage could be receiving phone calls 
from customers anytime of the day even during the spare time. Another 
disadvantage is loosing a customer could affect the personal advisor negatively 
due to the long relationship between the customer and the advisor. As mentioned 
before, the advisors should be very experienced and competent. For that reason 
also it is quite expensive to employ these experienced employees. 

Erkheikki states that there are only few customers who switched from Swedbank 
to other banks. Many of the private customers switch because of moving to 
another city or they decide to invest their capital in other way. Even though the 
economy has been bad, only few customers left Swedbank’s relationship 
banking. Erkheikki states that only few private customers have switched from 
Swedbank to another bank because of the price. In addition, he says that they do 
not offer relationship banking with more expensive prices than their 
competitors. They all have the same cost to offer the services, therefore, 
Swedbank does not have differentiated pricing strategy but the quality of 
services is different.

According to Erkheikki Swedbank aims to increase customer loyalty by 
establishing strong and close relationships with the customer, and being 
competent to assist the private customers to invest their capital in the best 
profitable manner. Private banking reduces the need to advertise and promote 
for the bank so it leads to reduced costs. Swedbank did not need to advertise for 
the last few years, they do not use telemarketing to advertise either. Erkheikki 
means that relationship banking is cost-effective because it reduces costs 
through decreasing the advertisement for the bank. However, in the beginning of 
establishing relationship banking, personal advisors need to spend time and 
effort before the customers attain the services. That is why relationship banking 
has high initial cost in Swedbank. 

When it comes to revenue of relationship banking, Erkheikki says that 
relationship banking increases the revenue because of the high volume of selling 
and the fixed demands of the private customers. As mentioned earlier, the close 
relationship between the bank and the customers leads to understanding their 
preferences and therefore, offer them the services, products and invest their 
capital.  By doing so, they can reduce the costs and increase the revenue and that 
is how Swedbank generates profits from relationship banking.  
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4.2 Handelsbanken 

4.2.1 General data on Handelsbanken 

Handelsbanken operates in Sweden as well as internationally6. The bank 
operates successfully in the Swedish market. One of the bank’s goals is to have 
the most satisfied customers, Handelsbanken has been achieving that for the last 
18 years. Handelsbanken branches are placed all over the country in Sweden, it 
is almost nationwide in other Nordic countries7. The bank retains a local 
presence through a high cost-effectiveness and continuously fulfilling an 
important function in the local community, including town where other banks do 
not exist. Handelsbanken is convinced about the necessity of local presence. The 
main concept of how the bank operates is to make decisions as close to the 
customers’ desires as possible (ibid). 

4.2.2 Handelsbanken RQ1: How do local banks establish relationships through 
private banking with the private customers?

The concept of relationship banking has existed in the bank, but has recently 
been announced with its services and products to private and business 
customers. Since 2005, relationship banking has become a common service in 
Sweden, operating on the same standard in every local bank in Handelsbanken.

According to Andersson, the products and services that Handelsbanken offers to 
their customer is what the customer demands such as, capital investments, taxes 
and legal aspects, financing and planning retirement and insurance. In 
relationship banking, the account manager meets the customer to discuss and 
analyze their needs and preferences. Andersson states that there is no fixed price 
for being a client of private banking, they charge for each service and product 
offered and sold.  

Because of the increased complexity with placements and tax issues, private 
banking has become a very important part of the bank Andersson states. One of 
the most essential segments in a relationship is to build trust between the bank 
and the customer.  By doing an analysis on what products and services would be 
suitable for the individual and not selling a product or service that would suit 
everyone, private banking establishes a very strong and close relationship. 
Additionally, Andersson states that technology facilitates to offer relationship 
banking by having virtual banking through the Internet. However, she 
emphasizes that human contact is significant when it comes to relationship 
banking. 

Andersson adds that the role of the account manager is to identify the needs of 
the customer and lead the customer through to the appropriate service. When the 
                                                       
6 Handelsbanken.http://www.handelsbanken.se/shb/INeT/IStartSv.nsf/FrameSet?Open
7 Handelsbanken. http://www.handelsbanken.se/shb/INeT/IStartSv.nsf/FrameSet

http://www.handelsbanken.se/shb/INeT/IStartSv.nsf/FrameSet?Open
http://www.handelsbanken.se/shb/INeT/IStartSv.nsf/FrameSet
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customer has completed the transaction, a closure is made and most important to 
follow-up to make sure that the customer is satisfied with the outcomes. 

Furthermore, Andersson states that in Handelsbanken, all the relationships are of 
long- term focus. The bank aims to have a long- term relationship with their 
customers that reach over generations. Handelsbanken tries to achieve that 
through the close relationship and contact with the customers. When it comes to 
price sensitivity, private customers are price sensitive but it varies from an 
individual to another.  The good relationship between the bank and the 
customers enables Handelsbanken to motivate their prices, especially when there 
is no fixed price for being a private customer in Handelsbanken. Since quality is 
a very important aspect in the relationship banking of Handelsbanken. Therefore 
the bank focuses on the quality of the services and the products offered to the 
customers. The measurement of customer satisfaction occurs through the close 
contact with the private customer, following up and considering the feedback 
they receive from their customers. 

When it comes to the interaction between the bank’s different sectors, 
Andersson says that all the bank different sectors interact together to target and 
establish a relationship with their customers. They cooperate together in order to 
find a customer who might be interested in relationship banking. Handelsbanken 
has also external cooperation with companies like Öhrlings and Kaidings, in 
order to offer professional advising in many aspects.  

4.2.3 Handelsbanken RQ2: How can the outcomes of private banking affect the 
local banks?

What facilitates a relationship is if the customer is already an existing customer, 
which means that there is already a relationship to develop further. Otherwise, 
the bank can find out which customers would be interested in relationship 
banking through their database. By offering the services adapted to each private 
customer, it is very easy for the banker to exceed the expectations and always do 
the follow-up, which assures that the banker and the customer has a fulfilled 
arrangement.

According to Andersson, the result of private banking is mainly the pleased 
customers. From the bank’s perspective it also results in obtaining and 
sustaining strong relationships with customers. These customers will most likely 
return if they are satisfied with the outcomes. 

Andersson adds that there are few disadvantages for Handelsbanken regarding 
private banking. As in every project there are costs in the beginning before 
establishing the relationship and the customer has used any of the services. The 
account manager is a very competent person and therefore a cost for the bank. 
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However, in the long run this will result in revenue due to the content customers 
who will most likely return to the bank for repeated transactions. Andersson 
states that one of the disadvantages of private banking is dealing with wealthy 
customers who tend to be more demanding and have a higher price 
consciousness. Especially, due to the fact that the minimum amount of capital 
should be 5 million SEK in order to establish relationship banking.

Handelsbanken’s private banking is based on communicating, contacting and 
continuously satisfying their customers. Therefore, the bank is always conscious 
about the customers who are going to switch bank and the reason for switching. 
Few customers switch from Handelsbanken to another bank because of the 
price. According to Andersson, many private customers have the ability to 
negotiate and they are price sensitive.

It is important for Handelsbanken to keep their customers satisfied and to keep 
as much close contact as possible with them in order to increase customer’s 
loyalty. As mentioned before, the respondent states that relationship banking 
does not lead to decreased cost, she emphasizes that it is rather expensive to 
offer private banking. Especially, when there is no fixed price for being a private 
customer but they pay according to the services and the products they use. She 
also says that once they have a satisfied customer in a stable long- term 
relationship then they generate profit by decreasing costs and increasing 
revenue.
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Chapter 5 Data analysis
In this section, the findings from the empirical data collected will be presented. 
Every case will be compared to the theoretical framework, followed by within-
case analysis and cross case analysis where the two cases are compared to each 
other.  

5.1 RQ1: How do local banks establish relationships through private 
banking with the private customers?

5.1.1 Elements of relationship banking

Table 5.1.1 Within- case and cross- case analysis regarding the elements of relationship 
banking.

With the help of this table, we have analyzed of the elements of relationship 
banking, both within the case and cross case. Establishing a relationship requires 
several factors to take into consideration. First of all, there is the trust between 
the account manager and the customer. For the two cases, Swedbank and 
Handelsbanken, this was a factor of high importance. The trust is an essential 
part of relationship banking due to the fact that there is a high similarity in the 
products and services offered in the bank sector. It is not difficult for a customer 
to switch bank, but once trust is built they will more likely stay. Therefore, the 
data collected supports the theory. 
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The technology was not as vital as the trust because private banking is about 
human contact and interaction. Therefore, the technology does not have a high 
level of importance. However, it will facilitate in some aspects such as; finding 
new potential customers, helps the account managers with recommendations for 
the customer and virtual banking.

The next factor, price, is different from Swedbank to Handelsbanken. In 
Swedbank, the price is fixed 5 000 SEK/ year for being a client of relationship 
banking. The private banking customers are less price sensitive than other 
customers and they would not switch bank because of the price. In 
Handelsbanken, the price varied depending on the service the customer utilized. 
Therefore, the price has a larger impact on the customer’s behavior and which 
services are used.

Loyalty is an aspect that both banks focus on. Along with trust, loyalty is an 
essential factor that will be an outcome of a strong and close relationship. 
Satisfying the customer is the main target for both of the banks. A satisfied 
customer is a customer who will return and use more services. If the customer is 
not satisfied and happy with the result of private banking, they will most likely 
find another bank for further transactions in the future. 

The account manager has a significant and important role in private banking. 
They are the key factor in relationship banking, due to the fact that they are the 
first with whom the customers contact. Their task is to establish a strong 
relationship and have a responsibility to assure that the customer’s needs and 
preferences are met and fulfilled.

Lastly, the quality is certainly an important factor. As we mentioned earlier, the 
bank’s services and products are homogenous which makes them very 
competitive.  For that reason, the quality has a large impact on if the customer 
returns or not. 
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5.1.2 The marketing strategy continuum
The matrix below illustrates the position of each bank concerning the aspects of 
relationship banking as stated in the marketing strategy continuum. 

Table 5.1.2 Within- case and cross- case analysis in accordance to the marketing 

strategy continuum. 

While comparing the first aspect of the marketing strategy continuum in the two 
banks, we notice that data from both of them support the theory, since 
Swedbank and Handelsbanken focus on the long- term in the relationship. When 
it comes to price elasticity, Swedbank supports the theory by having customers 
whom are less price sensitive than other customers. Private customers of 
relationship banking in Handelsbanken were not less price sensitive than other 
customers. Therefore the data did not support the theory when it is based on the 
fact that customers of relationship banking are less sensitive that the regular 
customers who concentrate on the single transaction.

Furthermore, the data collected on each bank shows that Swedbank and 
Handelsbanken concentrate on the quality of the services, which does support 
the theory. As the theory says that the quality of the service is very important in 
relationship banking on contrast to transactional marketing. Measuring customer 
satisfaction was important in both banks but the approaches were different. In 
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Swedbank, they measure customer satisfaction through annual statistics where 
customers are asked about their satisfaction. While in Handelsbanken, customers 
are asked by their account managers about their satisfaction with the bank 
services during their meetings. The theory says that in relationship banking, 
customer satisfaction is measured in a direct approach. Therefore the data 
collected in Swedbank does not support the theory because they apply an 
indirect approach to measure customer satisfaction. However, data collected on 
Handelsbanken support the theory where customer satisfaction is measured 
through a direct approach using face to face contact with the customers. 

According to the theory, the interaction between marketing, operations and 
personnel is essential in relationship banking. The data collected on Swedbank 
and Handelsbanken support this aspect of the theory. They both show that there 
is an enormous internal interaction in order to perform relationship banking. 
However, the data added something new to the theory. As seen in the table 
above, we have highlighted that using two signs, i.e. + and * which shows that 
the theory is supported and a new aspect is added. The theory does not recognize 
any external cooperation between the organization applying relationship banking 
and an exterior organization. However, the cases studied show that they 
cooperate externally with exterior organizations, in order to apply private 
banking successfully. 

The last aspect of the theory is the role of internal marketing, as mentioned 
before, both of the banks cooperate internally and externally while applying 
relationship banking. However, both cases emphasize on the importance of the 
internal marketing in their organizations. Therefore, the data support the theory 
which does also emphasizes that the value of the role of internal marketing. 
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5.2 RQ2: How can the outcomes of private banking affect the local banks?

5.2.1 Relationship formation/ enhancement

Table 5.2.1 Within- case and cross- case of the relationship formation/ enhancement

The first step is facilitating condition where top management, customer 
orientation and employee customer orientation are the three factors to consider. 
The top management is the supervisor of the account managers who will prompt 
them to make an effort to establish strong relationships with their customers. For 
the supervisor it is vital to stress to the employees the importance of the quality 
in their relationship with the customers and not the quantity of the customers. 
This is the case where both of the banks and there is also no commission system, 
which would only subdue the employees to find and establish as many 
relationships with customers as possible. The second factor is customer 
orientation. It is about giving the customer what they need. This is something 
that both the banks strive to achieve due to the fact that it is more beneficial to 
put focus on providing the customer with what they want instead of spending 
time focusing on services that the customer does not need. The third and last 
factor is the employee customer orientation, which is about motivating and 
encouraging the employees in their work. It is also important to employ people 
with the capability and ability to do their job. Handling the customers’ financial 
assets is certainly a reason for employing a team of educated and experienced 
people. All these three factors facilitate the conditions of establishing close 
relationships with the customers. 

The second step is relationship formation. It concerns formatting a relationship 
by exceeding the expectations and having a functional internal interaction within 
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the bank. For both the banks, exceeding the expectations is what they constantly 
strive for. For Swedbank this implies by being pro-active and always be alert for 
changes in the economic market. Handelsbanken does this by always having a 
follow-up with the customer after the transaction has been made. Furthermore, 
the internal interaction between the departments in the bank is a factor that 
enables building the relationship.

After relationship formation is followed by relationship enhancement. It is 
defined as the step where trust is built between the bank and the customer will 
return for repeated transactions. Because of the similarity in the services and 
products offered in the bank sector, the significance of trust was definitely very 
important for both of the cases. By establishing good relationships creates trust 
and the relationship functions are enhanced the more the personal adviser and 
the customer understand each other. 

The last step is the relationship outcomes and in this study we will only discuss 
the outcomes from the employee’s perspective. As discussed above, trust is a 
very important outcome of the relationship banking. A loyal and satisfied 
customer will probably stay as a customer in the bank. In case of a single 
transaction and the customer is content, he/she will most likely return to the 
bank in the future. Private banking also results frustration for both of the cases. 
In Swedbank, the frustration occurs when a customer decides to leave the bank. 
This could be a disappointment for the personal advisor because of the time and 
effort spent on the relationship and also the close relationship that has been built 
between the two parts. In Handelsbanken, the frustration involved the customers 
who could be difficult to handle as for example, wealthy customers who have 
the ability to negotiate and be price conscious. There is a high cost for both of 
the banks, due to the fact that the personal advisors are skilled, competent and 
experienced.
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5.2.2 Customer retention strategy 

Table 5.2.2 Illustrates the appearance of customer retention strategy in each case by within-
case and cross- case analysis. 

Improving 
customer 
loyalty

+ +

Loss 
prevention

+ +

Cost 
reduction

+ +/-

Increase 
revenue

+ +

Profit + +

Improving 
customer 
loyalty

+ +

Loss 
prevention

+ +

Cost 
reduction

+ +/-

Increase 
revenue

+ +

Profit + +

Similarity according to 
theory

Similarity according to 
theory

Similarity according to 
theory

Similarity according to 
theory

Swedbank HandelsbankenSwedbank Handelsbanken
RQ2: How 
can the 
outcomes of 
private
banking 
affect the 
local banks

The strategy is applied to obtain repeated transactions in each case. Increasing 
customer loyalty is a significant part in this theory for both cases. Therefore, the 
data support the theory. Both of the banks work on preventing customers from 
switching banks, as a result the theory is supported by the data. 

When it comes to cost reduction, data collected on Swedbank support the theory 
because when applying relationship banking, the organization could reduce their 
costs both in the short and long run. Nevertheless, we did not observe the same 
outcome in Handelsbanken where relationship banking tends to reduce cost only 
in the long run. Therefore the theory is partially supported by the data collected 
on Handelsbanken.

Increased revenue is obvious in both banks, they obtain increased revenue 
through applying relationship banking. Additionally, they could encourage their 
customers to acquire more of the organizations’ services and products, thus the 
data support the theory in Swedbank and Handelsbanken. 

Finally, both of the banks generate profit by applying private banking mostly in 
the long run and especially for Handelsbanken when they considered 
relationship banking is expensive to apply. As a result, they both reduce their 
cost in the long run and increase their revenue and that is how they generate 
profit. The cases studied corroborate the theory, regarding increased profit by 
retaining customers in relationship banking.  
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Chapter 6 Findings and conclusions
In this chapter, we will conclude the findings from the research questions to 
accomplish the stated purpose of this study. In order to do so, we will answer 
each of the research questions separately. Based on the empirical data and the 
analysis, findings and conclusions will be drawn. Finally, we will also give a 
general conclusion before including the contribution of the study and further 
recommendation. 

6.1 RQ1: How do local banks establish relationships through private banking 
with the private customers?
In the conducted research, the results analyzed on the two local Swedish banks, 
showed that relationship banking was very important for both banks. They did 
not have the same approach in applying relationship banking but it led to the 
results which are; focusing on customer satisfaction and understanding the 
customers’ needs according to their assets and plans. In order to answer the first 
research question, we will compile the approaches on how banks establish 
relationship banking with private customers. 

We obtain the following conclusions of the research, concerning the first 
research question:                                                                                                                                                    

 In order to establish a successful relationship with private customers, banks 
need to consider the time perspective and plan it focusing on the long term. 
By defining the customer’s situation and goal, a time-perspective is set. 
According to the cases studied, the time-perspective varies from an individual 
to another, but in general it is of a long-term focus.

 The study showed that customers had to have a specific amount of assets in 
order to be a client of private banking.

 It is important to have the right pricing strategy, although the customers of 
relationship banking are less price sensitive. This is not always applicable 
since we discovered that it varies from an individual to another. The quality 
of the services offered in relationship banking is significant, that is why 
customers are willing to pay more for a better quality and a tailored service. 

  Measuring customer satisfaction helps the organization to acknowledge 
whether they are applying the suitable tools in relationship banking i.e.  
measuring the satisfaction of the current customers assists in attracting new 
customers. Furthermore, organizations do not always apply the direct 
approach to measure customer satisfaction while the concept of relationship 
banking mentions only the direct approach. 
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 The personal advisors should be competent and skilled because they have a 
significant role in establishing a relationship with the customers. They have 
direct contact with the customer so they should have the ability to give a 
professional image.

 The personal advisor analyzes the customer’s current situation by defining 
the customer’s needs, preferences and goals. This is the foundation of the 
relationship where the personal advisor begins to understand the customer.

 The quality was a vital segment in establishing a relationship. Due to the fact 
that the banks have homogeneous services it is very important to have a good 
quality in order to be competitive in the bank sector.

 Both of the banks aim to exceed customer’s expectations. They did this in 
different ways; one way was to be pro-active and alert to the changes in the 
economic situation. The other way was to have a follow-up after the 
agreement was done with the customer, to assure that the customer is 
satisfied with the services.

 Another very important segment in establishing relationship banking is the 
trust. Throughout the interviews the banks emphasized the importance of 
creating trust, loyalty and satisfaction between the customer and the personal 
advisor.

 The internal interaction within the different departments in the banks is very 
important in order to co-operate in the bank to be able to meet the customer’s 
requirements. The research shows a new kind of cooperation, there is 
external cooperation between banks and exterior organizations in order to 
offer relationship banking to their customers. Banks need external help, since 
they are not specialized in all the areas such as legal, insurance and taxes. 

 According to the research, technology is not the most important element in 
relationship banking. However, it facilitates in establishing relationship 
through using databases to identify potential customers and analyze their 
needs.



34

6.2 RQ2: How can the outcomes of private banking affect the local banks?
In the conducted research, the results concluded some outcomes of relationship 
banking and how to reach to these outcomes. The outcomes included both 
negative and positive aspects. 

We obtain the following conclusions of the research, concerning the second 
research question:  

 Measuring the customer’s satisfaction was an important factor for both of the 
banks. A satisfied customer will most likely to return for more transactions, 
which will lead to profits for the bank. 

 The factors that facilitate a relationship between customers and the bank 
were the same in both banks. The research shows customers need to trust the 
bank, while the account managers and personal advisors have to be skilled 
and experience in order to establish relationship with potential customers. 

 By establishing close relationship, loyalty is built. And by having loyal 
customers, the bank prevents them in an indirect approach from switching 
bank. 

 The banks employ only competent staffs, who are capable to help the private 
customers to invest their capital in the best possible way. 

 It is more important to maintain and enhance the relationship than 
establishing it. Once the relationship is established with potential customers, 
they need to spend huge effort on following up, considering feedback to 
retain and keep the customer.

 According to the cases studied, relationship banking does not always lead to 
reduce cost in the short-term. However, it leads to reduced cost in the long-
term by realizing and understanding what each customer requires and needs. 

 Relationship banking increases the revenue through encouraging existing 
customers to acquire more of the banks’ services. They can also make their 
private customers aware of all the services which may suite the customers. 

 The research shows that relationship banking is a profitable concept to the 
banks. They generate profit by reducing cost and increasing revenue. 
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 The bank can easily inform their existing customers about relationship 
banking which would facilitate the relationship where the banks already have 
basic information about the potential customers.  

 The repeated transactions are very important to the banks. By creating 
loyalty, dispensing high-quality service and also increasing in the financial 
assets, leads to satisfied customers who will continue being a client in the 
bank.

 According to the cases studied, relationship banking reduces cost through 
saving the cost of advertising and publishing in the media such as, television, 
magazines and newspapers. They can make the customers aware of 
relationship banking during the first meeting.

 The outcomes are more advantageous than disadvantageous. As mentioned 
earlier, trust is built between the bank and the customer, which becomes an 
incentive for not switching to another bank. Furthermore, the relationship 
banking enables the bank to offer tailored services, which facilitates the task 
of the personal advisor to provide the customer with what they need. 

 A disadvantage with relationship banking was the time needed to be able to 
establish and sustain a relationship.

 The personal advisor and the customer would meet as often as the customer 
wishes and if the customer does not live near the local office, the personal 
advisor would drive to their home. This is also considered as a negative 
outcome. 

 Another disadvantage would be the possible phone calls the personal advisor 
could receive at anytime of the day. Due to the fact that this job is concerns 
other people’s financial assets.

 It is necessary to employ competent and experienced advisors, which is a 
cost for the bank. 

 Another disadvantage is when loosing a customer whom they dealt with and 
comprehended could give a negative feeling to the personal advisor.
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6.3 General conclusion
The purpose of this study was to gain a better understanding on relationship 
banking and its outcomes from the local banks. We have collected related 
information from two local banks that successfully apply relationship banking. 
Afterward, we conducted an analysis in order to comprehend the information 
and to answer the research questions.    

6.4 Contributions of the study
After drawing the conclusions of our study, we will discuss the contribution of 
the study in this section. Previous studies emphasized that private banking is a 
profitable concept and that was what we reached to. However, the studies 
generated that customer of private banking who have relationship with their 
banks are less prices sensitive since they focus on the quality of the services 
offered to them. In our study we could not generate the same conclusions since 
that did not correspond with one of our cases (banks). This could be because of 
the different price strategies which banks apply. However, the study concluded 
that loyalty was the most important element in establishing relationship through 
private banking and that did match with previous studies. It was interesting to 
notice that all the relationships of private banking aimed to be as long as 
possible as long as there is a mutual benefit for banks and customers. That was 
what previous studies concluded also. In addition, the study showed that the 
customers of private banking had to have a specific amount of asset in order to 
be a client of private banking which previous studies did not mention before. 
However, the amount of assets varied from between the banks. Therefore, we 
cannot conclude that the private banking concept is only directed towards 
wealthy customers. Finally, private banking appeared to be such a profitable 
concept that previous studies found more advantages for private banking than its 

disadvantages, which we reached to as well.  

6.5 Recommendation for further research
Nowadays, most of the organizations focus on using technology, in order to 
offer customized, enhanced products and service. However, we think that the 
human contact remains important in today’s marketing and business. 
Technology makes transactions easier and efficient. For this reason, banks and 
organizations may overlook the significance of human interaction. A 
recommendation for further studies would be to deeply conduct a research on 
each element of relationship banking especially the personal advisors 
concerning the great role they have in establishing the relationship. Further 
studies could be conducted on the different customer segments that banks are 
interested in building a relationship with.
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Appendix A: Interview guide- English version

Organization/ Department: 

Interview individual:  

Position:     

RQ1: How do local banks establish relationships through private banking with the 
private customers?

The elements of relationship banking

 What are the services and products of private banking your bank offers the private 
customers?

 Do you consider private banking as an essential part of your bank? If so why?
 What do you consider the most important element in establishing a relationship with the 

private customers?
 How would you describe the role of account manager in the private banking with the 

private customers? 

The marketing strategy continuum

 How would you describe the time perspective in private banking with the private 
customers?

 How would you describe the customers’ price elasticity in private banking?
 How would you describe the service quality offered to the private customers?
 How do you measure customer satisfaction?
 How would you describe the interaction between marketing, operations and personnel?
 What is the role of internal marketing of the bank in private banking with the private 

customers?

RQ2: How can the outcomes of private banking affect the local banks?

Relationship formation/ enhancement

 What do facilitate a relationship between the bank and the private customers?
 Do you strive to offer services that exceed customer expectations? And if so, how?
 How would you describe the importance of repeated transaction?
 What do determine the repeated transaction?
 What are the outcomes of private banking from the bank’s perspective?

Customer retention

 How do you prevent customers from switching to another bank?
 How do you increase customer loyalty?
 Does private banking lead to reduced costs? And If so, how?
 Does private banking lead to increased revenue? And If so, how?
 Does private banking generate profits? And if so, how?



Appendix B: Interview guide- Swedish version 

Organisation/ Avdelning: 

Individens namn:  

Befattning:     

RQ1: Hur formar lokala banker en relation genom private banking med dem privata 
kunderna?

The elements of relationship banking

 Vilka tjänster och produkter i private banking erbjuder er bank till era privata kunder?
 Anser ni att private banking är en viktig del i er bank? I så fall, varför?
 Vad anser ni vara den viktigaste beståndsdelen vid att forma en relation med 

privatkunderna?
 Hur skulle ni beskriva rollen som kapitalförvaltare i private banking med era privata 

kunder?

The marketing strategy continuum

 Hur skulle ni beskriva tidsperspektivet i private banking med era privata kunder?
 Hur skulle ni beskriva kundens priselasticitet i private banking?
 Hur mycket fokuserar ni på kvaliteten av servicen som erbjuds era privata kunder?
 Hur mäter ni kundnöjdhet?
 Hur skulle ni beskriva kommunikationen mellan bankens olika sektioner för att forma 

private banking?
 Hur ser den interna bankens marknadsföring ut i private banking med era privata kunder?

RQ2: Hur kan resultaten av private banking påverka lokala bankerna?

Relationship formation/ enhancement

 Vad underlättar en relation mellan banken och era privata kunder?
 Strävar ni efter att erbjuda tjänster som överträffar kundens förväntningar? I så fall, hur?
 Hur skulle ni beskriva vikten av upprepade transaktioner?
 Vad avgör upprepade transaktioner?
 Vilka är resultaten av private banking från bankens perspektiv?

Customer retention

 Hur förhindrar ni kunderna från att byta till en annan bank?
 Hur ökar ni kundernas lojalitet?
 Leder private banking till minskade kostnader och i så fall, hur?
 Leder private banking till ökade intäkter och så fall, hur?
 Genererar private banking till vinst och i så fall, på vilket sätt?




