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SUMMARY 

Handelsbanken (HB) is one of the four largest banks in the Nordic countries and branch office 

operations are organized into eleven regional banks, six in Sweden one each in Norway, Finland, 

Denmark and two in Britain. HB is known to have a strong position in the Swedish market. A 

study was conducted to investigate how the local branch of HB in Luleå, market itself to meet 

banking needs of the young people between 13-18 years and how did they try to affect the 

decisions to retain their existing bank by not switching to another bank. The methodology 

adopted in this research started with preparation of a set of questionnaire followed by a verbal 

interview of a bank manager and later on all the answers received were compiled up for analysis 

and to draw conclusions from them. The research analysis has shown that HB does not segment 

their customers and do not possess any aim for their marketing. It does not have any specific 

marketing strategy for the younger customers in the age of 13-18. HB deals equally with all 

customers by fulfilling all their needs and maintaining long-term relationship. HB also believes 

their satisfied customers are their marketers, and they turn out to attract new customers.  HB 

also uses their existing customers to get hold of their children’s to convince them to be their 

customer.  HB believes its strong brand name and its position in the market, helps them when 

attempting to attract new customers.  HB also thinks their web page is well defined to attract 

new customers as it has provided all the necessary information’s required to attract new 

customers as well as protect existing customers from switching over to other banks.  HB 

emphasizes more on the quality control and development of the banking services to maintain 

long term relationship with their existing customers, who are in fact their real time marketers.  

HB also organizes regular training programs to update the knowledge of their banking services, 

to enhance their customer services and maintain a higher satisfaction level of the customers.    
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1. INTRODUCTION 
In this section of the thesis, the author will provide some background information about 

the chosen area. After that, a problem formulation regarding the main topic fallows, 

resulting the purpose of this thesis and two research questions.  

1.2 BACKGROUND 
Banking industry in past has always been working in a steady environment but recently 

it has been experiencing the increasing competitions in the new deregulated market. 

Each bank has to reorganize their competitive strategy in order to secure its present 

status in the market (Zineldin, 1996). Presently there are two types of bank in Sweden 

one is a commercial bank while other is a Savings bank. Commercial bank are limited to 

liability companies and specialized in providing short-term credit to corporate business 

world, whereas Savings banks are involved in mobilizing domestic savings and 

channeling the currency into the household sector together with local government. 

Towards the end of 1980’s each group of bank got the legal right to invade into the 

market and compete between them in every aspect of banking procedure. Early 1990 

have observed an increasing amount of commercial banks leading to 14 in the Swedish 

monetary market, where eight of them were belonged to Sweden itself while 6 were 

owned by overseas banks (Zineldin, 2000). However, lately by 21st century it has been 

seen 4 different banks like Nordea bank (NB), Skandinaviska Enskild Banken (SEB), 

Handelsbanken (HB) Swedbank have been dominating the Swedish banking industry.  

The purpose of the banking Industry was to develop a marketing strategy and its 

management at a superior level to make a better position in the market to give a 

competitive edge to be advantageous among each other (Devlin and Ennew, 1997). A 

true competition renders better service to the customers to attract them with a variety 

of schemes and offers to mobilize their market value and become superior among all 

other banking industries. Two different types of strategies are adopted for establishing 

competitive market value, first a low cost supplier and secondly differentiating the 

offers or schemes in a customer friendly way with unique and valuable commitments 

(Porter, 1980).   

Every banking industry has to concentrate on acquiring their position in the market by 

building their position in such a way, that no threats to their market value would be 

encountered by their competitors. No banks can be able to offer all the beneficiary 

schemes together and become the best among all, but on the outset they have to realize 

that they should maximize the possible benefits to the customers to keep the rolling 

customers intact to their respective banks. The important factor, on which the banks 

should focus, is to improve and enhance the quality of their services and products to be 

preferential over other banking industries (Zineldin, 1996; Olsen, 1992). The present 

day competitions have led the traditional bank to a substantial loss of their domestic 

business at higher proportion, but these competitions will certainly prolong and will 
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come up as an important factor to be looked through by each and every banking 

industry.   

The vital factor in the market today would be to maintain their stable position in this cut 

throat competition to attain long term profitability for their sustenance in the years to 

come. The banks that are likely to be victimized by the rising competition would be 

those that don’t consider or prepare themselves to generate a competitive spirit among 

them and develop opportunistic strategies to make their position strong enough in the 

market.  It has become very important for the banking industries today to emphasize 

more to understand the relationship between their quality of their services, offers, 

schemes etc. with their net productivity and their ranking among other banks and then 

evaluating themselves and modifying their operation strategies as per the requirements 

(Zineldin, 1995; Zineldin, 1996; Zineldin, 2000). The qualities of customer services 

planned or anticipated by the banking industries never reach to the level of satisfaction 

by the customers, where a huge amount of resources are mobilized, but still it has to be 

thoroughly observed to make a difference slowly and steadily until the desired level is 

reached. Sometimes it has been observed that due to inefficient communication of the 

service packages or schemes by the customer relation department, a low rate service 

quality has been observed by the customers, which has been encountered by many 

banks. To enhance the quality of any banking industry it is essential to assess their 

potential based on various parameters directly or indirectly influencing their business 

as well as their position in the market (Asser, 1990). The major drawback observed 

while assessing the customer relationships and quality of the services arises from the 

level of economy and operation.  One of the solutions to get rid of the problems over the 

uncertainty of the assessments is to interlink more significant factors like competitive 

ranking, customer relationships and quality of the services. The ranking of the banks is 

normally done based on their nature and the extent to which they meet the customers’ 

demands and requirements together with their quality of the products they avail as 

offers and schemes to meet the competitive world of the banking industry today. This 

assessment can only be possible by looking into the customer’s views and their wishes 

concerned to each and every banks and making efforts to meet the customers demand to 

such an extent where the bank has no fear of losing its economy (ibid) 
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1.2 PROBLEM FORMULATION 
A new marketing strategy has to be adopted when a company operates in a saturated 

market. The strategy should be focused on the improvement, which consists of 

segmenting, targeting and positioning (Kaynak and Harcar, 2005). Commercial banks 

need to analyze especially the two interrelated aspects of the banking strategy in order 

to achieve customer-oriented missions successfully. The two aspects are  

If the bank is able to meet the demand of the extent of services required by the 

customers in different market segments.  

If the banks available resources and its ability could be competitive enough to fulfill the 

expectations of their target groups in the market.  

 Therefore, bank and customer relationship takes a major role in forming effective 

marketing decisions (Kaynak, 1986). Normally banks make better marketing on target 

customers using geodemographic market segmentation and cover a large area of 

geodemographic characteristics, which are well assessed based on income, marital 

status, age, home ownership and education. This enhances the market profile to develop 

the products and services of the commercial banks (Cohen, 1998). 

Two different types of customers are usually found in case of commercial banks 

comprising of Banks internal customers and Banks external customers. The banks 

internal customer constitutes of bank stakeholders, bank employees and bank 

constituencies whereas the banks external customers are the target market. A three-way 

relationship is seen in the bank marketing, which is internal marketing, external 

marketing and interactive marketing. Relation between the bank and its employees/ 

stakeholders is termed as internal marketing, while the relationship between the bank 

and the target market is termed as external marketing. The other type of relationship 

between bank employees/ stakeholders and the target market is defined as interactive 

marketing. These different types of marketing have encouraged the banking industries 

to train and streamline their services by making continuous effort to enrich the quality 

of the banking services. A continuous evaluation is carried out by conducting research 

on customer and employee’s views and suggestions to make value addition to its 

progress (McCormick et al., 1996). 

According to Jobber (2004) among marketing-oriented firms customer value is the main 

focus, as it can enable to entice and also keep the customers intact to the bank. The main 

goal is to provide the target customers more value added services and once this is 

achieved, the firms develops a marketing concept taking customers interest  into 

account. This indirectly fulfills all the requirements of the consumer’s as well as their 

demands compared to their rivals. Customer’s satisfaction and their retention becomes 

an important factor within a banking industry as the customers tend to provide a large 

profit to the company (Hansemark and Albinsson, 2004). This indicates the reasons for 

the appearance of the relationship marketing idea, especially in the service area, where 

they try to avail many offers to every customers especially the demanding ones. This 
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makes the banks even more difficult due to the numerous competitors’ operating in the 

same market or service area. However as all the banks don’t have their target to achieve 

success by meeting all the demands of the customers, but large number of banks 

specially focus on a small market area and try to develop their schemes and offer to 

achieve more competitive atmosphere in a chosen service area or market area (Zineldin, 

1996). Many companies prefer to conduct their business via internet to reach out the 

customers easily around the globe, which is moreover a contemporary way of doing 

business (Korper and Ellis, 2000). The rapid growth of the Internet and the World Wide 

Web (WWW) have made possible for companies to communicate with their suppliers 

and customers in a most effective way. The growth and ability of digital computing is the 

result of the communications technology (Laudon and Traver, 2006).  

Skirsatd (2006) stated the restrictions that may occur while promoting advertisements 

towards “children and young people”. As the definition of “children and young people” 

are those up to 18 years. This restriction came from the Broadcasting Act (1992), which 

set a couple of regulations on the transmission of the advertisements by the electronic 

media and their relationship to children and young people. Similarly care was also taken 

to impose some regulations on the advertising company to ensure that they abide by the 

Marketing Controlling Act (MCA), while broadcasting any commercials or 

advertisements.  The important thing that has to be taken care of is the non-exploitation 

of the children’s innocence and tendency to believe readily and lack of experience. On 

the other hand children’s are supposed be protected from the target of the mere 

advertising companies. According to Sharma and Dasgupta (2009) young people make a 

large consumer market and these segments become well known among marketing 

managers. Mc Neal (1998) suggested the distinction of the consumer market by 

classifying it into three different sections, where he defined the role of children in 

primary market like products most liked by children and simultaneously emphasized on 

the role of influencers and future consumers by motivating the children’s. It has also 

been observed that children’s play a major role for purchasing varieties of products by 

getting the information’s from various sources. This turns out to be very important for 

the families in making their decisions regarding their purchases of different products 

(Howard and Madrigal, 1990; Gram and Therkelsen, 2003; Gram, 2007; John, 1999). It is 

also very important for the marketing strategists to take care of several issues while 

targeting the products influential by the children’s (Bridges and Briesch, 2006). The rate 

and the extent of influence of children on the products purchase are also dependent on 

the level of importance of the products to the user (Beatty and Talpade, 1994; Foxman 

and Tansuhaj, 1988). 
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1.3PURPOSE  
The purpose of this thesis is to develop a deeper understanding on the way local banks market 

themselves in order to attract young people in banking need. And also the way these local banks 

attempt to affect those young people’s decision to not switch to the competitors. 

1.4 RESEARCH QUESTIONS  
To be able to achieve the aim set in the purpose; two research questions have been formed.  

RQ 1: How do local banks marketing themselves in order to meet banking needs among young 

people between 13-18 years? 

RQ 2: How do local banks work in order to affect the decision to remain and not switch to 

another bank among young people between 13-18 years?  

Clarification 

The author of this thesis wants to clarify more about the two research questions in order 

to avoid misunderstanding. Research question one is practically formed to develop a 

deeper understanding on the local banks in relation to the youths that require banking 

service for the first time.  And also the way the banks market themselves in order to 

meet these youngsters banking need. Research question two is formed to examine the 

strategy adopted by the local banks to affect the changing decisions of the youngsters 

who are their existing customers to not switch to the competitors.       
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1.5 THESIS OUTLINE 
The outline of this thesis will be carried on as illustrated in the Fig. 1 below and starts with 

chapter one, which consists of introduction, background of the chosen area, problem 

formulation, purpose of the thesis and finally two research questions. Chapter two continues 

with providing theories that are related to the main topic of this thesis, followed by chapter 

three, which is the methodology, research strategy/approach selected case, Research methods 

adopted in this study, research analysis etc. The fourth chapter contains of empirical data which 

has been collected during the research process. The fifth chapter presents analysis based on a 

compression between the empirical data and theoretical framework. Finally, the sixth chapter 

presents answers and findings that have been examined during this process.            

 

Fig. 1: Thesis outline 
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2. LITERATURE REVIEW  
This chapter consists of theories that are suitable to the chosen area. To be able to provide 

readers a clear image about the chosen area, the author of this thesis starts by providing 

the two research questions that has been formed in the previous chapter.    

2.1 HOW DO LOCAL BANKS MARKETING THEMSELVES IN ORDER TO MEET BANKING NEEDS 

AMONG YOUNG PEOPLE BETWEEN 13-18 YEARS? 
Jobber (2004) explains the importance of communication process when companies 

attempt to reach out potential customers via different media vehicle. The message is 

normally sent by television or posters, which in turn depends on the company’s 

performance on reaching this preferred target (ibid). However, with the emergent of the 

Internet, large number of marketing communication scholars discovered that this 

Internet development result in possibilities for the marketing communication process. 

The new approaches of Internet marketing have entailed an easier way of targeting and 

focusing on advantages (Lagrosen, 2005). 

2.1.1 MARKETING COMMUNICATION 

Marketing communications is a way of transmitting promotional messages in relation to 

the product that the company desires to promote towards the consumer target (Wild et 

al., 2003).  The marketing communication contains of a circular process. To begin with 

the company creates a message that includes image, words and symbols, which develop 

into the promotional message. This promotional message is sent via media in order to 

reach potential buyers. When these potential buyers obtain the message they build an 

insight regarding the received message. Then the information transforms into feedback 

whether the consumers buy the product or not, which in turn send it back to the 

message managers (ibid). 

2.1.2 AIDA 
The strong theory is the starting point for a new customer and it explains the passing 

through stages before buying the product. These stages consist of Awareness, Interest, 

Desire and Action (AIDA). In this theory advertising is strong, because it is efficient to 

use when companies are attempting to enlarge potential consumer’s knowledge and 

attitude towards their product offerings. This results a quick purchase from these 

potential consumer’s who had not bought the product or service earlier Jobber (2004). 

Fig. 2 shows four main stages of (AIDA) and applies the strong theory.   
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Fig.  2: Theory of advertising (Redrawn from Jobber, 2004).  

Awareness is the initiate stage where the customer begins to be aware of the product or 

service offering. Interest is the second stage where an interest in the product or service 

arises. Desire is when the customer starts to feel needs and wants about the product or 

service. Action is the last step of the theory, where the actual purchase occurs (Rowley. 

1998). 

Many studies have pointed out the value of service quality and the way it become the 

most critical feature within the strategic management of service companies (Robledo, 

2001). Information regards changes may affect the customer retention, this because new 

products or service should be providing in order to satisfy shifting customer preference. 

Companies have to upgrade their products or service to be able to fit the customer’s 

current requirements, in purpose to retain those (Hansemark and Albinsson, 2004). 

Jobber (2004) clarified the distinction between marketing a physical good and service. 

The most common characteristics of service are; Intangibility, which means that a 

service cannot be seen, tasted, touched, or smelled before they are purchased.  To some 

extent a service is a deed, performance or effort and, not an item.  Inseparability, service 

has simultaneous production and consumption. Variability, a service requires great 

effort when constituting standardization. Perishability, a service cannot be lay away for 

future use (Ibid).     
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2.2 HOW DO LOCAL BANKS WORK IN ORDER TO AFFECT THE DECISION TO REMAIN AND 

NOT SWITCH TO ANOTHER BANK AMONG YOUNG PEOPLE BETWEEN 13-18 YEARS? 

2.2.1 SERVICE FAILURE  
Hoffman et al. 2006, claim that service failure is quite common and unavoidable, 

especially in service companies. Because, service is an intangible object and are difficult 

to evaluate before purchase compared with physical goods.   

2.2.2 TYPES OF SERVICE FAILURES  

There are three forms of service failures i.e. service delivery system failures, customer 

needs and requests and unprompted/unsolicited employee actions. Service delivery 

system can be explained as the company’s lack of making the service available for 

consumers or that the firm’s employee take long time to deliver it. Customer needs and 

requests may occur when customer’s expectation is not implemented. 

Unprompted/unsolicited employee actions take place when the company’s staff cannot 

manage to provide what the consumers are requesting or neglect customers order 

(Hoffman et al. 2006).   

2.2.3 MANAGING SERVICES 
Managing services consist of four main elements but the writer prefer to focus on 

managing customer relationships part, meaning that service companies prefers to keep 

existing customers instead of enticing new ones. Managing customer relationships 

contains in turn six major benefits for the company alongside with four benefits for the 

customer Jobber (2004). Managing customer relationship is presented in the Fig below. 

Fig. 3: Managing customer relationships (Redrawn from Jobber, 2004).  
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Increased purchases: As stated by the author, if a customer is satisfied with the service 

that is offered then a company is more likely to sale large quantity of its product or 

service; this in turn creates trust between the company and its customer. Lower cost: It 

is less costly for a company when serving those existing customers than to entice new 

ones. On the other hand, when seeking new customers many aspects has to be taken into 

account, such as costs that involves administration and service provided to the new 

customer. Life time value of a customer: Life time value of a customer is the amount 

profit gained of the customer’s purchases over the years. Sustainable competitive 

advantage: If a company manages to create a strong relationship based on trust and 

loyalty with its customer, than it would be hard for the competitors to overcome this 

relationship. Word of mouth: Word of mouth is a valuable aspect especially in the 

service field area because, the buyers normally observe and inquire for advice from 

those who have bought the product or service before purchasing itself.  

Employee satisfaction and retention: A pleased and loyal customer may affect an 

employee in a positive way, and this increases the employees work satisfaction. 

Employees would rather choose devoting more time to existing customers than enticing 

new ones. Risk and stress reduction: Service is characterized as an intangible object, 

and customers often experience some complexity before buying it. This especially when 

the service is personally important, such purchase involves high risk if the decision 

made turns to be incorrect. Banking and insurance are typical examples of such services. 

Higher quality service: Once the relationship between a customer and a service 

supplier develops into long-term, the quality of higher levels of service becomes 

achievable. This because, the service supplier is more capable of meeting and adjusting 

the customer’s need as the contact repeats every time.  Avoidance of switching costs: 

Sustaining a relationship with a service provider avoids such costs related with 

switching to a new supplier. A service supplier is aware of a customer’s requirements 

and specific needs, and has learned to adjust the matching service. But if the company 

decides to replace a service provider with a new one, the consequences would be to 

train a new supplier and facing up to mistakes that might occur before the substitute 

becomes familiar with the customer. Social and status benefits: When the relationship 

is established, the repeat contact presumes to develop personal as professional 

friendship. The customer becomes recognized by the service supplier after a while.      
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2.2.4DEVELOPING CUSTOMER RETENTION STRATEGIES 
Creating long-term relationships with customers provides great deal of benefits and 

every service company should strive for achieving it. Developing customer retention 

strategies includes targeting customer for retentions, bonding, internal marketing, 

building trust, and service recovery as well as promise fulfillment Jobber (2004).  

    

 

 Fig. 4:  Developing customer retention strategies (Redrawn from Jobber, 2004).  

Targeting customer for retention: all customers are not be worthy of creating long-

term relationship with. This is because; there are some customers who are by nature 

brand switchers or may be responding when the price of a product or service is low. 

There are also some customers that not bring enough revenue in order to cover the 

costs involves obtaining them and sustaining a relationship. Others may cause trouble 

and disturbance to the service supplier, where the expenses of serving them are more 

important than the benefits. It is important for service providers to know what makes 

customers to either stay or leave and which are their values and profile.  

Bonding:  there are three levels of how companies bond with its customers. Level 1:  

involves financial stimulants, such as discounts and loyal points. Level 2: implies creating 

long-term and personalized relationships by forming social bonds with the customer. 

Level 3: concerns financial as well as social and structure bonds, this may imply for 

instance how a service supplier manages to solve a customer’s problem.   

Internal marketing: the most important foundations for customer retention are well 

preformed service delivery. Internal marketing involves educating, communicating to 
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and motivating internal workers. The core of internal marketing are well trained 

employees that have the skills to distribute an excellent service to the customers.    

Promise fulfillment:  is the basis for sustaining service relationships. This can be 

summarized with three main activities; making sensible promises in the beginning and 

keeping those promises throughout service delivery by enabling employees and service 

to deliver on promises done.  Making promises is made by using the common marketing 

communications channels, which is advertising and promotion campaigns. Keeping and 

enabling those promises it require employees who have the right competence, tools, 

technology and ambitions to deliver.    

Building trust: buying a service for the first time may be difficult for the customer, 

especially when the service is personally important. Once a customer builds trust with a 

service supplier, then it is natural that this customer avoids switching to a new service 

provider. This because, to avoid experiencing the same process all over again and also 

saving time and effort. Service recovery: service recovery involves managing the 

problems and restore consumers trust by developing a new way to prevent this to 

happen in the future.  
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3. METHODOLOGY  
In this chapter of the thesis, the research method are about to present. The methodology 

used for this thesis has been well described in a schematic representation as shown in the 

Fig. 5. Each and every research starts with a research question or a research problem as 

the figure shows. 

3.1 RESEARCH METHODOLOGY 
This thesis aims at looking into the banking sector on a certain area of the banking 

service. As mentioned in the Fig. 5 the research problem is to investigate the strategies 

and policies adopted by a Swedish local bank to market itself for the youth in the 

Swedish local community as well as the achievements and pitfalls faced by the 

concerned bank while working on the strategies to keep the customers intact to their 

concerned banks other than switching from their bank to the other.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 5: Schematic representation of the Research methodology (Redrawn from Keramati 

et al., 2009).  
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3.2 RESEARCH APPROACH AND STRATEGY 

The approach for the research lies in the way the aim is fulfilled with a proper design of 

the research framework. The whole aim of this thesis is to develop a deeper 

understanding on the way local banks market themselves in order to attract young 

people in banking need. And also the way these local banks attempt to affect those 

young people’s decision to not switch to the competitors. The qualitative approach 

adopted in this thesis completed the objective of this research to a greater extent. To 

fulfill the aim of this research a case study was conducted to generate a number of useful 

information’s, which helped to develop a strategy for the thesis. Yin (1994) describes the 

choices can be made when planning to conduct a case studies, which is between single 

and multiple case studies. A single case study is relatively flexible and it can be used in 

many circumstances. The author of this research decides to choose a single case study.  

An attempt was made to collect and explore all the possible information’s regarding the 

bank to draw out a proper sketch map to accomplish the research objective. It has 

always been believed that the qualitative approach results into an appropriate method 

for the study in research. This thesis dealt with one case study conducted on one of the 

Swedish bank to critically examine the strategy adopted by the bank to affect the 

changing decisions of the youth not to switch the bank at any conditions. This helped a 

lot in formulation of the problem and put forth the right strategy to achieve the right 

track to the research process. As mentioned before the qualitative approach renders a 

higher degree of validity to both research approach and strategy. 

3.3 CASE SELECTION AND PRESENTATION 
The company chosen for the case is located in Luleå in the North of Sweden, the same 

region where the Luleå University of Technology (LTU) is positioned. The main reason 

for choosing this case was because of the time and financial restrictions involved when 

planning to write thesis, whit the case being located near by the University makes it 

practical for the author of this thesis to meet the interviewee in person, as it is very 

important for my research. However, the author of this thesis chose to conduct a single 

case study in order to achieve high quality of this research. The company I have chosen 

is Handelsbanken (HB) in the region of Luleå in North of Sweden. 

3.4 HANDELSBANKEN  
HB is one of the four largest banks in the Nordic countries and branch office operations 

are organized into eleven regional banks, six in Sweden one each in Norway, Finland, 

Denmark and two in Britain. HB is also a universal bank with a full range of financial 

services for companies and private people; traditional corporate services, investment 

banking, trading, finance, investment in equity and fixed income markets as well as 

personal insurance. HB has a strong position in the Swedish market with 461 bank 

offices and, where HB has it’s headquarter in Stockholm www.handelsbanken.se (2009). 

http://www.handelsbanken.se/
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3.5 RESEARCH METHODS ADOPTED IN THIS STUDY  
The method used in this thesis to achieve the research strategy brought up from the 

research problem was the interview conducted with the manager by the help of the 

instrument. The instrument used in the present study was a set of questionnaire 

developed from the literature review to maintain the standard of research to a better 

quality possible. The questionnaire was developed in such a way that it could rule out 

the language barrier in the country like Sweden, where Swedish language is one of the 

commonly used language despite of their awareness in English. Therefore care was 

taken to develop the same questionnaire in two different languages to make the 

respondent convenient and research friendly. The questionnaire developed covered all 

the required information planned to be gathered for the thesis. Care was taken while 

preparing the questions, which should not cross the limitation of the banking ethics and 

culture just to receive unbiased responses. Every question covered the basic 

requirements of the current research to get a broad idea on the formulation of the 

strategy and policies to limit the younger generation especially the fluctuating youth by 

depriving themselves from the concerned bank. Of course all the questions prepared 

were very much qualitative by nature and the data generated was based on the face to 

face interview conducted with the office manager of the concerned bank. The interview 

obeys strictly the frame of reference drawn from the review of literature together with 

various practical issues normally considered in Swedish bank policies.  

While preparing the instrument of the research is like the questionnaire developed is 

first and foremost reviewed by the experts in the concerned field of research, later 

considering all the suggestions of the reviewers the questions are finalized and sent to 

the concerned bank authorities for approval as it comes under the scanner of the 

banking policies. After receiving an approval from the bank authorities permission is 

asked from the person concerned to take the interview. The questions are sent to the 

office manager beforehand to get them prepared with appropriate answers to make the 

interview fruitful and successful. According to Denscombe (2000) it is easier to succeed 

an agreement on an interview if you take contact with the respondent in advance, which 

makes it achievable to set a date for the interview that goes well with both parties. 

3.6 RESEARCH ANALYSIS 
The research analysis deals with the comprehensive attribution of the youths as well as 

the way the bank deal with the youth customers to attracted and keep them towards the 

bank. Several policies have been adopted to restrict the young mass of the customers, 

but still the banks are practically not capable of doing so to the extent of planned 

success. Here more important thing observed is the relationship the bank employees 

and the young customers, which helps a lot to the bank if maintained. As it has been seen 

that young customers despite of all the grievances they have towards the bank, they 

don’t get away from the bank due to good customer-employee relationships, which 

works as a catalyst for the banks to retain their young customers. The banks focus on the 

credit policies, facilities, and decision making issues to be taken into granted when it 
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comes to the younger generations due to their both early maturity and sometimes 

immaturity too.   

The analysis was done after translating the language of the interviewer, which was 

usually in Swedish language to make it more comfortable for the person who was 

interviewed. The steps followed while analyzing the data received from the interview 

were as follows. 

• All the data generated was summarized and tried to correlate with the theoretical 

perspective and compatibility of the practical issues were tried to be correlated. 

• All the data recorded were cross cased and analyzed with the data found in the 

literature which was more suitable for the public banks around the globe. 

• Finally the analysis of this research was concluded based on the limitations and 

flexibility of the concerned bank. 

The bigger question that comes into account after concluding the interview is the quality 

of the data generated and implications that sends out from the results and conclusions of 

the data. The purpose of the interview was not only to generate the data for the research 

but also to know and get a generalized view over the versatility of the methodological 

approach considered in the present study.  

Attempts were certainly made to minimize the errors and biasness that were expected 

to come across during the study. This was done by thorough interview documentation of 

the views obtained from the manager of the Handelsbanken in Luleå. To make the data 

more reliable or increase the reliability, special care was taken to note down special 

issues discussed by him and furthermore care was also taken to record the interview by 

a voice recorder in order to avoid misunderstanding of the concepts, opinions and 

policies discussed during the interview. The data received was validated by several 

discussions with the research supervisors to make an acceptable generalized statement 

regarding the banking industry before it was finalized. 

Finally the results were validated by several experts in the concerned area of research 

or someway related to it. Of course the concerned bank was also asked to comment on 

the conclusions as it could be dangerous for the bank if some of the privacy policies are 

published in a public forum. This process not only makes the report or findings more 

accurate but at the same time it also gives opportunity for both the interviewer and the 

respondent to compromise at the situations, where agreements and disagreements are 

taken into consideration. 
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4. EMPIRICAL DATA 
In this chapter of the thesis the empirical data that has been assembled from the interviews 

with the respondent from Handelsbanken in Luleå is conferred. As the interview was based 

on the theory that has been presented in the previous chapter, the author of this thesis 

begins by presenting each theory and continue with the answers of the interview.      

4.1 MARKETING COMMUNICATION 
According to Jörgen Eriksson, office manager in Handelsbanken (HB) in Luleå, the 

company aims for all consumers with a common strategy without any special marketing 

strategy for young customers. However, the most valuable marketing observed by the 

bank till date is their satisfied customers, who tend to become their strong advertisers in 

the market. This type of marketing has in return addressed a remarkable growth in long 

run. Today the bank thinks if they focus on increasing their number of satisfied 

customers, they can achieve larger targets than expected.   

Jörgen Eriksson has also stated that the bank rarely conduct direct marketing, such as 

advertisements in both print and electronic media and campaigns to sell their products 

in the market. This HB have also been ranked as the bank having the most satisfied 

customers in 21 years in row among all the banks prevailing in the banking sector by 

svenska kvartalsindex. Eriksson also mentioned HB’s strong brand name is well-known 

across the country as well as few other countries around the globe. The webpage 

(www.handelsbanken.se) of the bank is designed with a unique approach, where it 

meets all the required information by the customers as well as the extent of clarity in 

every heads is quite easy to follow and makes the customer to be attracted easily. In 

brief the banks webpage stands to be very much customer friendly. A close connection is 

always maintained by the bank officials with the webpage to meet all the inquiries of the 

customer. The bank officials work very hard to maintain a stable customer relation 

through their webpage and the bank office and try to deal with each customer in a best 

possible way. Jörgen Eriksson emphasized the potential ways of communicating with 

young customers, which is mostly through their parents which helps the bank to bind 

their children to their bank when they turn 13 years old. It has been a practice by the 

bank to contact the children after they turn 13 by an offer called allkonto together with 

internet services, telephonic services and delivery of ID cards. It normally makes easier for 

the bank to the children of the parents who have savings accounts in the name of their 

children in the concerned bank. Later, when the children turn 16 they are allowed to 

upgrade their bank accounts to receive much more services from the bank. Jörgen 

Eriksson emphasized the importance of personal relationship with the customers and 

bank, which HB takes care of very strongly by giving value to their customer in general 

as they can be able to attract new customers through the old ones.   

http://www.handelsbanken.se/
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4.2 AIDA 
The need of a bank for the children’s starts quite early by the time they turn 16 or 17 

years as they start working by that time and need to save some of their earnings in a 

bank which attracts them more. It also becomes very important when they grow up 

older like 18, when they leave their parents and start to live of their own. The 

importance of bank comes into existence more remarkably when they need to take 

study loans for their higher education in universities. At times it is also observed that the 

bank offers various student packages, which includes a bank account, visa card and 

internet service which is given by the bank free of charge during the whole study period.  

4.3 SERVICE FAILURE 
Jörgen Eriksson claims that, in order to maintain an appropriate customer’s satisfaction 

level HB works consistently to meet the customers’ demands, which restricts the flow of 

HB’s customers switching to other banks. It has been found at times, when the 

customers get dissatisfied at the service offered by the bank. The causes of 

dissatisfactions experienced by the customers are mostly due to the employees leaving 

for vacation without transferring the customer’s business deal properly or in a well 

organized manner to help the working employees to handle the situations comfortably, 

up to the customer’s satisfaction. Sometimes banks fail to meet the customers need and 

demand due to internal problems in the bank, which costs the bank by losing a customer 

to some other bank by establishing contact with another bank, which shows a 

competitive failure if any bank fails in maintaining the sustaining good relationship with 

their customers. At certain occasions is when couples move together and plan to take 

loans, buy a house or change their place of residence, their life style changes and they 

feel the need to have common bank for both the spouses to make the banking business 

easier and comfortable. It is also a similar case when married couples having banking 

accounts in a common bank like HB and prefers to make some changes in their 

accounting policy when they get divorced.     

4.4 MANAGING SERVICES 
Jörgen Eriksson stated that there are hard working employees both behind the internet 

and the telephone bank which is in turn connected to the bank office. This confirms the 

loyalty of the HB to the customers to make them feel secure and satisfied with the 

services offered. HB always strives for maintaining its services to their customers, which 

not only helps the customers with their payments but also at the time of crisis, when a 

customer loses its personal belongings during their travel, where the bank try to 

support and arrange some solution to their problems.  

According to Jörgen Eriksson, customers normally prefer to carry out their business 

through the bank offices, for which HB has opened many offices to maintain customer 

friendly relationship by providing them enough safety and comfort to their business. A 

wide office network, wider availability of the bank staffs, ability to make decisions 

regarding the customers even in local branches and over everything a good qualitative 

service is considered to be important factor for the HB. HB always tried to be stable and 
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compatible bank for the customers by being reliable in every aspect to the customers 

and not being adventurous, especially during the financial crisis.  

It was also stated by Jörgen Eriksson that HB always evaluate and prioritize its existing 

customers before attempting to attract new ones, which is in turn less costly for the 

bank to serve their customers then potential ones. This is because HB quantifies its total 

earning based on the current customers instead of profits achieved from new customers, 

which shows that HB not only focuses on the growth, but at the same time it also places 

its customers at the center of attention. 

Taking an example, where parents hand over bank relationship to their children then it 

becomes easier for the children to choose, which bank they should go with and at the 

same time it’s also the responsibility of the bank to maintain the relationship with an old 

customer than a new one.  The bank’s core competence and uniqueness is that they 

consider both the customers as well as employees as human beings at first. HB takes 

care to train their employees properly to deal with the customers in a very good way to 

meet the expectation of customers. All the customer-employee interaction is done taking 

into the confidence of the head of the divisions in the bank.    

Jörgen Eriksson also admitted that HB does not differentiate between the customers 

from different age group; rather they consider each customer as an individual or 

separate entity to follow up with. HB also considers the employees as a different 

individual or human being. The bank always believes that segregating their customers 

with age group seems to be irrelevant and instead prefer to develop more customers-

employee relationship as an individual. The bank succeeds in winning over personal 

relationship with almost majority of the customers providing basic banking needs of the 

customers by standard banking products as provided by all banking companies across 

the whole market, such as bank accounts, ATM cards and Internet services. It was also 

stated that there of course lies some difference in the banking strategy between 

different banks, which they didn’t like to reveal. It has been observed that if a customer’s 

call to HB office, they get help from the employees of the local branch of HB and never 

been reconnected to head office instead the customers are leashed to an employee who 

recognizes this particular customer. However, the recommendation of an existing 

customer creates greater influence for the new customers, while the bank also attracts 

potential customers via its own activities as well as the way the bank positions itself in 

the market which has been observed consistently along years and years.  

4.5 DEVELOPING CUSTOMER RETENTION STRATEGIES 
As mentioned earlier by Jörgen Eriksson, the HB do not divide its customers into groups, 

based on age groups or gender but instead it emphasizes more on every individual to 

make sure that everyone who is any way connected to the banking business may it be a 

customer or an employee receives proper facility and advantages in every aspect they 

deal with.  HB came up with this concept of approach in early seventies, which later 

became a part of the organization’s culture or tradition. When inquired regarding the 
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importance of the young customers between age group of 13-18, it was found that for 

HB a young customer with any age group does not cause much difference to the banking 

business as they have a policy to treat each customer with equal importance. They also 

stated that young customers between the age group of 13-18 don’t generate much 

economy to the bank, but still they consider them as an equal customer with respect to 

any customer in the bank.  They also didn’t rule out the importance of the customers, 

who contribute a bigger amount of economy of the bank, as they help in making bigger 

profits for the HB on long run. They also agreed to the point that of course young 

customers tend to generate a large profit to the bank in the future. At the same time HB’s 

policy to value the customers despite of different age group makes the position of the 

customers at the age of 13-18 to be as important as any other customers. The central 

theme of the HB essentially lies on creating long-term relationship with all customers’ 

regardless age or gender.  

Creating long-term relationship with the customers requires lots of effort and time by 

the bank, and similar is the case when the bank tries to create a bonding with new 

customers. HB always attempts to achieve customer’s satisfaction to a best possible level 

and considers it as an important factor or parameter. Local branches of HB in small 

places differ from larger cities. In the local branches of HB all the customers could get an 

opportunity to interact with a common employee, whereas in big city branches like 

Stockholm it would be really difficult to provide adequate attention to each customer as 

found in the local branches like Gällivare. They also highlighted that HB provides 

different customer preferential offers depending on their level of transactions and these 

vary from individual customer to others. Customer benefits provided by HB to the 

children customers at the age group of 13 include allkonto, internet service with light 

version, ID-card. The bank considers these young customers as important for the future 

and they tend to generate great deal of profit to the bank. The bank’s employees have 

high service competence and HB attempts to improve this to achieve satisfied 

customers. As mentioned by Jörgen Eriksson, each employee in HB is a decision-maker 

and not only a mere employee. The bank has also complaint section where customers 

register their complaints, which is a very important parameter for the bank to rectify 

their mistakes and enhance their quality of services.  

Finally Jörgen Eriksson stated that Handelsbanken’s principles are timeless and the 

company’s values tend to be profitable, which indicates HB’s high returns on equity in 

37 years and 9 months in series compared to the other banks. As per the observations 

taken in the past two decades, the HB is a boundless bank and has started businesses in 

different parts of Europe, Britain and Poland along with all the Nordic countries and the 

HB functions pretty well in a similar way regardless of its location.  
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5. ANALYSIS  
In this chapter of the thesis a comparison between the literature review and the empirical 

data that has been collected during the research is presented. The chapter begins by 

providing the research questions and continues with the comparison between the 

literature and the data gathered.        

5.1 HOW DO LOCAL BANKS MARKETING THEMSELVES IN ORDER TO MEET BANKING NEEDS 

AMONG YOUNG PEOPLE BETWEEN 13-18 YEARS? 

5.1.1 MARKETING COMMUNICATION 
Marketing communication implies sending promotional information representing their 

products, which the company wishes to assign towards the potential customers (Wild et 

al., 2003). However, in case of HB it has been seen that the company never wishes to use 

any of the advertisements to promote their marketing strategies. On the other hand, the 

bank seems to be effective on serving its existing customers and strives for keeping this 

customer well satisfied and in that way they indirectly attracts new ones, which is HB’s 

way of transmitting promotional message to the public. The bank creates its 

promotional messages towards those potential young customers through both their 

existing customers by fulfilling their expectations and also through the parents of the 

young customers. The bank considers that the customers who are parents of the 

youngsters are extremely important for the communication of their advertisement and 

is one of the possible ways how it can attract the youngsters. The parents play a role in 

advertisement either by recommending their children to HB or provide information to 

the bank to create relationship with these youngsters. As discussed earlier HB tries to 

communicate the youngsters in the age group of 13-18 to deliver them various offers for 

first time when they are 13 followed by 16 and finally when they turn 18. They only 

follow those children’s, whose parents are the customers of the HB. HB values their all 

customer in a similar way by enhancing their relationship to greater extent with every 

customer and also tries to maintain their customer-employee relationship for longer 

terms to sustain in this competitive world.  

However, HB does not conduct any direct marketing towards any specific group of 

customers to avoid the differences among the customers. The bank considers separating 

the customers based on age and emphasizing to any special group would be irrelevant, 

as the bank considers every customer equally important and tries to fulfill each and 

every expectation of the customers. Each and every customer is treated with equal 

respect and support regardless of their age and gender. As the bank seems to have most 

satisfied customers, investment on marketing or advertisement would be futile and 

expensive too. On the other hand they can use the money supposed to be used for 

marketing or advertisement on other things like customers service to strengthen more 

and more, so that the customers itself gets pleased and turn out to be their advertisers.   
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Jörgen Eriksson thinks that HB’s brand name is extremely strong enough and well 

recognized for providing great deal of advantages and facilities to the customers. He also 

emphasized on the banks webpage which is well designed to fulfill each every queries of 

the customers to a greater extent. HB also has a well defined telephone service for all 

customers where they can ask all the rest queries unavailable in the webpage. HB 

believes that satisfied customers are the prominent marketing personals for their bank.         

5.1.2 AIDA 

Jobber (2004) suggested that AIDA could be useful while exploring a new purchaser’s 

behavior before buying a product or service offered by a company.  

Awareness is the first stage where a potential customer gets knowledge concerned 

company’s offers and policies. In such cases HB’s services provide necessary 

information’s, whatever required by every incoming customer, where everyone enjoy 

the privilege of its usefulness.  Banking awareness of young customers of HB starts 

already from the early age mostly through their parents, who used to have savings 

accounts of their children in HB. Several other procedures adopted by HB like sending 

letters to the younger children starting from the age of 13 are really helpful for the bank 

to keep their young customers intact.  

Interest is the second stage where a potential buyer makes an evaluation on consumer’s 

responses on the product or service offered by HB like the ID-card, ATM card and 

internet service, which are the diver offerings of the bank. Jörgen Eriksson mentioned 

that young people’s banking needs begins from the time they start to work mostly 

during summer, which comprises mostly the children between the age group of 16-18 or 

when they start studies in universities.   

Desire is when these young people get remunerations for their work and plan to open a 

bank account, which stands to be very natural phenomenon with every earning 

youngster.  

Action is when they make their first move to open an account in HB and try to get 

benefited from all the schemes and policies offered by HB.  

5.2 HOW DO LOCAL BANKS WORK IN ORDER TO AFFECT THE DECISION TO REMAIN AND 

NOT SWITCH TO ANOTHER BANK AMONG YOUNG PEOPLE BETWEEN 13-18 YEARS? 

5.2.1 SERVICE FAILURE 
Hoffman et al., 2006, explained the frequency of service failure among service oriented 

companies, and the extent to which this cannot be controlled. HB shows the impression 

of very little service failure as the bank works continually to prevent every major 

doorstep that could cause to its customers dissatisfaction. HB works effectively to 

provide the best service possible to their customers aims to maintain their quality of 

their service at an optimum level of standard. It has been observed that customers of HB 

normally don’t switch their bank to any other bank, which is mostly expected due to 
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their quality of their service. HB strengthens the services of the employee’s by 

increasing their competence and skills by organizing internal training programmes at 

various intervals of time. However, sometimes HB fails to maintain a strong customer-

employee relationship but the percentage of it, is significantly low. It was also observed 

that few customers of HB switched their banks, which was later confirmed that it was 

not due to the problems in the bank rather due to their personal matters like starting 

family life or moving together with their partner.            

5.2.2 MANAGING SERVICES 
Managing customer relationships comprises of the perceived advantages of the 

companies including their profit together with consumer’s benefits. When customers are 

satisfied the companies make great deal of profit, which implies an increase in sales and 

rise in the growth rate of the company. This could also mean reducing extra unnecessary 

expenses like advertising, marketing and policies to promote the banks credentials just 

to attract new customers to the market rather they try to serve well to the existing ones 

Jobber (2004). HB makes a lot of benefit from their customer’s as they successfully fulfill 

the customer’s interest and generate a great deal of profit. 

Jörgen Eriksson stated that, the bank do not conduct direct marketing and the bank’s 

satisfied customers are the best marketing personals, which has been observed with 

time. Having unique relationship with customers could as well imply sustainable 

competitive advantages for the bank, therefore it makes difficult for the competitors to 

imitate them. According to Jörgen Eriksson, an employee should have enough confidence 

level, while dealing with the customers to provide excellent service, which is only 

possible by the self confidence of the bank employees. In contrast, it reduces a great deal 

of stress for customers when they are well treated as the bank deals with their financial 

aspect which is of course a very sensitive context to deal with. HB is very much aware of 

this sensitivity of the customers, where the bank always wants to be reliable as possible 

for their existing customers and also the newcomers. Another important factor is 

maintaining long-term relationship with the customers and their services of high quality 

makes HB to sustain in the market. HB also tries to maintain a closer relationship with 

their customer regardless age or gender, not only professionally but also at personal 

levels. The possibilities of building stable contact with employees for HB at smaller cities 

is easier compared to big cities, but the offers and schemes remains the same, wherever 

the bank is located irrespective of the place.       

5.2.3DEVELOPING CUSTOMER RETENTION STRATEGIES 
Development of long-term relationship with the customers renders major benefits for 

service companies, which is an important aspect to be taken into account. Intending 

customer retention strategies comprises of the targeting customer retentions, creating a 

bond with customers, internal marketing, developing trust, promise fulfillment and 

service recovery (Jobber, 2004). HB’s employee meets customers in a similar way 

despite of age groups or gender and gives equal importance to each customer. As 

mentioned earlier by Jörgen Eriksson, the HB emphasizes more on every individual and 
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makes sure that every customer receives proper facility and advantages.  This concept of 

HB became as slowly and steadily a part of the organization’s culture and tradition. 

Customer benefits provided by HB to the children customers at the age group of 13 

include allkonto, internet service with light version, ID-card. The bank considers these 

young customers as important for the future and they tend to generate great deal of 

profit to the bank.  It was also found that young customers in the age group of 13-18 do 

not contribute much to the banks economy and as the bank treats every customer 

equally they don’t get special attention with respect to other customers. They also stated 

the importance of the young customers for future generation too. HB also is considerate 

towards the customers who contribute to a greater extent to the banks economy as they 

help the bank in making larger profits at times in the market.  The aim of the HB was to 

create long-term relationship with all customers. A lot of time and manpower is used to 

maintain a long term relationship between the bank and the customers. HB always 

attempts to achieve customer’s satisfaction to its best and it stands to be one of the 

important factors for its development. Local branches of HB could provide certain 

privileges on customer-employee relationships which is not possible in bigger branches 

with such a closer proximity. The bank’s employees of HB have high service competence, 

but ongoing attempts are made to improve and achieve maximum satisfied customers. 

HB provides the freedom to each and every employee to be a decision-maker, which 

solves the delays that normally occur in decision making process for a customer. The 

introduction of a complaint box also helps the customers to place their complaints and 

at the same time it also helps the bank to improve their quality based on the feedback of 

the complaints.  

Jörgen Eriksson also stated that HB’s principles help the banking industry to grow well 

in every good and bad condition without any disturbances due to the collective effort of 

the employees and the customers. HB have maintained a very good economy structure 

and at the same time have been successful in opening new branches in the different 

parts of Europe like UK, Poland and all Nordic countries, which shows its rapid progress 

with time.  
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6. CONCLUSION  
This last chapter of the thesis, a conclusion in broader spectrum concerning the results of 

this research has been presented. This section starts with the research questions, which 

later will be answered in the same chapter. Then the writer continues with concluding 

remarks and suggestions for further research.       

6.1 HOW DO LOCAL BANKS MARKETING THEMSELVES IN ORDER TO MEET BANKING NEEDS 

AMONG YOUNG PEOPLE BETWEEN 13-18 YEARS? 

6.2 HOW DO LOCAL BANKS WORK IN ORDER TO AFFECT THE DECISION TO REMAIN AND 

NOT SWITCH TO ANOTHER BANK AMONG YOUNG PEOPLE BETWEEN 13-18 YEARS? 
 

This research has shown that HB does not work on segmenting their customers and do 

not have any target groups for marketing themselves. HB does not carry out any specific 

marketing strategies in special for the young people in the age group of 13-18. On the 

contrary, HB deals in a similar way with the entire customer’s needs and believes that 

long-term relationship is more achievable in this way other than marketing, as they 

could fulfill all the customer’s expectations in time. However, the most common 

approach carried out for attracting new customers is through their existing customers, 

whom the bank believes are the well satisfied customers. HB further makes use of their 

customers as a communicational channel to reach out to their children’s. HB is also very 

much aware of its strong brand name and their position in the market, which seems to 

give them great deal of competitive advantages when attempting to attract new 

customers. HB’s webpage is one of the ways to attract its new customers, as it becomes 

easier for them to access every details of the bank and provides all the necessary 

information’s required to offer better services.  

Studies from this research show that HB does not conduct any special marketing for 

attracting new customers to the bank. HB considers banking service is inevitable for 

every individual during their whole life time and as their existing customers are quite 

satisfied by their services as a result they turn out to be their real marketers indirectly. 

Therefore, a great deal of effort is put into maintaining a higher satisfaction level of the 

existing customers in order to meet all their expectations and setting up better 

guidelines for the persistence of their long-term relationships with their customers. The 

results also indicates the way HB describes, what the customers means to them by 

strongly emphasizing their good relationship with their customers and the level of 

confidence they possess among each other.  Another conclusion drawn from this study 

on HB was that their customers were determined to be the key to their business, for 

which HB strives its best possible approach to provide better services up to the 

satisfaction limit of the customers. HB also develops their services qualitatively to a 

greater extent by educating their employees continually to have sustainable customer 
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satisfaction. The definition of satisfied customers is also related to the concept of the 

customer’s retention, which HB has observed from its satisfied customers, resulting into 

a very good relationship for longer durations. This long term relationship of HB with its 

existing customers helps the bank to refrain them from switching HB to any other bank.  

6.2.1 CONCLUDING REMARKS  
The purpose of this thesis was to investigate the strategies adopted by local banks like 

Handelsbanken for their marketing to meet the requirements of younger generation 

between the age group of 13-18 years old. Studies were also conducted to know the 

banking needs of the youngsters and steps taken by the banks to approach the 

youngsters. It was also concluded that bank takes ample initiatives to keep their existing 

customers intact to their bank by not giving any opportunity to them to switch their 

banks. The literature review on this area of research also improved the knowledge 

regarding working policies of the banking industry along with their marketing strategies 

used to retain customers as well as the way how they attract young customers. 

Therefore I believe that the purpose of this thesis has been achieved.  

6.2.2 SUGGESTIONS FOR FURTHER RESEARCH 

The future work could be extended to investigate all the other local banks in the market 

in Luleå. A further study can be conducted to go ahead with a similar aim of this 

research to several major branches of different types of the banks in Sweden too. A 

compilation of all the data generated from the research should be done to analyze the 

aim of the present study in a broader context taking all banks into account. A great deal 

of statistical analysis is required and development in the questionnaire is required 

based on the present experience from this research to improve the quality of the 

research.   
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APPENDIX 1: INTERVIEW GUIDE (ENGLISH VERSION) 

MARKETING COMMUNICATION 
 How does your bank marketing itself to the customer group aged 13-18? 

 Which communication channels does your bank use in? 

 Which media is used when marketing in order to reach these customer groups? 

 How does your bank express its advertising massages with image, symbols or 

words?  

AWARENESS, INTEREST, DESIRE AND ACTION (AIDA) 
 What in your marketing is designed to create awareness among potential 

customers about your products or services? 

 How does your bank raise potential customer’s interest in order to buy your 

product or service? 

 How does your bank get potential customers to develop needs and to make 

inquiries about your products or services? 

 What is your opinion about the impact of your efforts to recruit new customers, 

i.e. to a campaign results in a purchase or customer relationship? 

MANAGING SERVICE 
 How does it work the relationship between the customers and employees? 

 How do you work in order to ensure customer satisfaction? 

 Does it mean higher costs for the company when attracting new customers? 

 How do you evaluate your existing customers before planning to entice new 

ones? 

 What makes your bank unique compared to other banks? 

 What kind of relationships do you have with your customers? 

(Professional/personal) 

 What is your opinion that customer group aged 13-18 years turn to you by 

recommendation from other e.g. parents and friends? 

DEVELOPING CUSTOMER RETENTION STRATEGIES AND SERVICE FAILURES 
 The extent to which does your customers change to another bank? 

 Which customer groups are more difficult than others to maintain as a customer? 

 In what respects customer group 13-18 years more important than the other 

target groups? 

 How do you work in order to maintain the relationship with your customers in 

the age of 13-18 years? 

 How does the customer benefit differ between customer groups? 

 To what extent do you get your customers in the age of 13-18 years to feel safe? 

 Are there opportunities to be served by the same staff for the customer to feel 

secure? 



  

 How does your bank deal with customers ' dissatisfaction with your service? 

 Has it happened that customers 13-18 feel dissatisfied with the Bank's service? 

 How satisfied are customer group 13-18 years with your service? 

 How does your bank further develop its employee’s service skills? 

 

 

 

 

 

 

 

 

 



  

APPENDIX 2: INTERVIEW GUIDE (SWEDISH VERSION) 

MARKETING COMMUNICATION 
 Hur marknadsför sig er bank mot kundgruppen i åldern 13-18? 

 Vilka kommunikations kanaler använder ni er av?  

 Vilka media använder ni för att nå till dessa kundgrupper med er 

marknadsföring? 

 Hur utrycker ni dessa reklambudskap med bilder, symboler eller ord? 

AWARENESS, INTEREST, DESIRE AND ACTION (AIDA) 
 Vad i er marknadsföring är avsedd att skapa medvetenhet hos potentiella kunder 

om era produkter eller tjänster? 

 Hur väcker ni potentiella kunders intresse för att köpa er produkt eller tjänst? 

 Hur får ni potentiella kunder att utveckla behov och begära om era produkter 

eller tjänster? 

 Vilken är er uppfattning om effekten av era ansträngningar att rekrytera nya 

kunder, dvs. för att en kampanj resulterar i köp eller kund relation? 

MANAGING SERVICE 
 Hur fungerar relationen mellan dessa kunder och de anställda? 

 Hur arbetar ni för att säkerställa kundens tillfredställelse? 

 Innebär det högre kostnader för företaget för att locka till sig nya kunder? 

 Hur utvärderar ni gamla kunder innan ni planerar rikta er mot nya kunder? 

 Vad gör er bank unikt jämfört med andra banker? 

 Vilka slags relationer har ni med era kunder? (Professionellt/personlig) 

 Vilken är er uppfattning om att kundgruppen 13-18 år vänder sig till er efter 

rekommendation från andra, t, ex föräldrar och vänner?  

 



  

DEVELOPING CUSTOMER RETENTION STRATEGIES AND SERVICE FAILURES 
 I vilken utsträckning byter era kunder till en annan bank?  

 Vilka kundgrupper är svårare än andra att behålla som kund? 

 I vilka avseenden är kundgruppen 13-18 år viktigare än andra målgrupper? 

 Hur arbetar ni för att upprätthålla relationen med era kunder 13-18 år?  

 Hur skiljer sig kundförmåner mellan olika kundgrupper?  

 I vilken utsträckning får ni era kunder 13-18 år att känna sig trygga? 

 Finns det möjligheter att bli betjänt av en å samma personal för att kunden ska 

känna sig trygg? 

 Hur hanteras kunders missnöje med er service? 

 Har det hänt att kunder 13-18 känner sig missnöjda med bankens service?  

 Hur nöjda är kundgruppen 13-18 år med er service? 

 Hur vidare utvecklar ni personalens servicekompetens?  

 

 


