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Sammanfattning 
 
Dagens marknadsföring rör sig mer och mer mot kundorientering, kundförståelse och 

synergistiska relationer. Denna förändring har ökat möjligheterna för företag som verkar på 
commodity marknader att differentiera sig själva och inte längre vara helt beroende av pris. 
Commodity företagen kan höja sig över sina commodity marknader och differentiera sina 
commodity produkter. Kundlojaliteten är den faktor som kan göra förhållandet mellan två 
företag mer stabilt. Ett företag har ett unikt övertag över sina konkurrenter om dess kunder 
vill stanna med företaget. Syftet med denna uppsatts var att undersöka hur man kan 
karakterisera och beskriva kundlojalitet på en commodity marknad. Fallstudier har 
genomförts genom att intervjua fyra kunder till ett svenskt kemi-commodity företag. Studien 
undersöker de faktorer som beskriver och karakteriserar kundlojalitet. Även de faktorer som 
beskriver och karakteriserar kundvärde, kund tillfredställelse och switching costs, påstådda att 
influera kundlojalitet, undersöks. Denna uppsatts visar att den kund tillfredställelse en kund 
känner påverkar kundlojaliteten. Det erhållna kundvärdet påverkad är i sin tur kund 
tillfredställelsen. Switching costs måste vara höga för att influera tillfredställelse-lojalitets 
länken på denna marknad.  
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Abstract 
 
The marketing of today is increasingly shifting towards customer orientation, customer 

understanding and synergistic relationships. This shift has given new possibilities for 
companies operating in commodity markets to differentiate them selves and no longer be 
completely dependent on price. The commodity companies can rise above their commodity 
markets and differentiate their commodity products. Customer loyalty is the factor that can 
make the relationship between two companies more stabile. A company has a unique 
advantage over the competitors if its customers want to stay with the company. The purpose 
of this thesis was to find out how the determinants and moderators of customer loyalty can be 
characterised and described in a commodity market. A multiple case study has been 
performed by interviewing four customers of a Swedish chemical commodity company. The 
factors describing and characterising customer perceived value, customer satisfaction and 
switching costs, all said to influence customer loyalty, and customer loyalty has been 
investigated. This study shows that the customer satisfaction perceived by the customers is 
influencing the customer loyalty. The customer satisfaction is in turn influenced by the 
customer value perceived. The switching costs only influence the satisfaction-loyalty linkage 
on this market if they are high.  
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1 Introduction 
This chapter begins with an introduction of this thesis. It is followed by a background, 

covering the areas of relationship marketing, customer perceived value, customer 
satisfaction, customer loyalty and switching cost. Also the sector of chemical commodity 
companies and the problems these companies face is discussed.  Finally a summary of the 
background is given, followed by the research problem and the research questions. 

 
A shift has occurred within marketing (Brodie et al, 1997). A shift towards increased 

customer orientation, customer understanding and synergistic relationships (ibid). It is called 
relationship marketing and concentrates on keeping customers and taking care of them, 
instead of only attracting them (Ravald & Grönroos, 1996). Aspinall, Nancarrow and Stone 
(2001) state that one of the most important matters in relationship marketing is to hold on to 
the good customers and the ones that can become good. When the competition on the market 
continues to increase it has become even more important to truly understand the customers 
(Lin, 2003). Scheuning (1995) even says that the customers are ‘la raison d’etre’ - ‘the reason 
for being’. As can be seen in following section, the shift towards relationship marketing has 
given rise to new views on how to act in commodity markets. 

 
Kotler (2001) argues that the only basis for competition in commodity markets is the 

price. He defines a commodity product or service as: “A product or service is a commodity 
when customers perceive no difference between it and competitive offerings” (Kotler, 2001, 
“Building customer value models”, p. 22). Typical commodity products are agricultural grain 
products, gold bullion, salt or strip steel (Bakos, 1991; Robinson, Clarke-Hill & Clarkson, 
2002). Gupta (2002) says that one of the biggest tests facing commodity producers today is 
how to raise their company above the commodity market and differentiate their commodity 
products. Robinson, Clarke-Hill and Clarkson (2002) agree by stating that “if they 
(commodity chemical companies) wish to break out of the ‘commodity trap’ of blind 
allegiance to cost leadership…firms must seek methods of differentiation.” (Robinson, 
Clarke-Hill & Clarkson, 2002, “Differentiation through Service: A Perspective from the 
Commodity Chemicals Sector”, p. 163). Robinson, Clarke-Hill and Clarkson (2002) continue 
by stating that service is the only thing that a company can differentiate within this sector. To 
build sustainable competitive advantage a relationship approach is needed (ibid).  

 
Keith (1960) sees marketing as the satisfaction of the needs and wishes of the customer. 

Day (1990) argues that it is an essential necessity to create superior customer value to secure a 
position in a competitive environment. This means that to become successful companies seeks 
ways to measure loyalty, customer satisfaction and value (Gale, 2000). On the other hand, 
companies need to be aware of the existing switching costs on the market, as these can 
mislead the result of measured loyalty (Burnham, Frels & Mahajan, 2003). Switching costs 
are the one-time costs that occur when a customer switches from one company to another 
(ibid). According to Yang and Peterson (2004), switching cost is seen as the moderator 
between satisfaction and loyalty. Flint, Woodruff and Gardial (1997) say that companies that 
understand; the present need of their customer, how the company can satisfy the needs and the 
forces that change the needs over time; will be better prepared in building long-lasting 
relationships with their customers. A company, whose customers wish to stay with the 
company, even though they have the chance to go somewhere else, have a unique advantage 
over the competitors (ibid).  

 
This thesis will investigate how a company in the commodity sector can follow the 
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concepts of customer relationship marketing, to hold on to the good customers and understand 
them.  

1.1 Background 

1.1.1 Relationship Marketing 
 

Marketing is to organize and plan a company’s customer resources and activities 
(Christopher, Payne & Ballantyne, 2002). It is to create a profitable relationship with selected 
customers. This has developed into the new concept of relationship marketing (ibid).  

 
Relationship marketing emphasizes on the maintenance of relations between a company 

and its customers, suppliers, the public and market intermediates (Ravald & Grönroos, 1996). 
It also highlights the important role of internal marketing (Christopher, Payne & Ballantyne, 
2002). Morgan and Hunt (1994) define relationship marketing as “marketing activities 
directed toward establishing, developing, and maintaining successful relational exchanges” 
(Morgan & Hunt, 1994, The Commitment-Trust Theory of Relationship Marketing, p. 3). By 
creating loyalty between a company and the other actors in its micro-environment it is 
possible to keep a long-term relationship, more profitable and stable than other relationships 
(Ravald & Grönroos, 1996). Flint, Woodruff and Gardial (1997) even say that it is crucial for 
a company to retain customers. Figure 1 shows ten different forms of relationship marketing, 
classified in four forms of partnerships. According to Morgan and Hunt (1994), these 
relationships give the advantages of seeing opportunities in the market place early and shared 
resources etc. The opposite to these long-term relationships is transactional relationships, 
short relationships with distinct beginnings and ends (ibid).  

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Fig. 1: Relational exchanges in relationship marketing. Source: Morgan and Hunt, 1994, 

“The Commitment-Trust Theory of Relationship Marketing”. 
 
Within relationship marketing it is important to maximize the lifetime value of the 

customer (Christopher, Payne & Ballantyne, 2002). Because not all customers are equally 
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beneficially, the company needs to focus on their target customers and tailor their strategies 
for them (ibid). 
 

To have successful relationship marketing, commitment and trust has to be present 
(Morgan & Hunt, 1994). These two factors encourages the employees to maintain 
relationships by working together with the different partners; to choose to stay with existing 
partners by resisting attractive short-term alternatives, and to believe that their partners will 
not act opportunistically (ibid). Flint, Woodruff and Gardial (1997) say that customer 
retention demands information about what customers value (need) and how satisfied they are 
with their supplier. The relationship between customer and company begins when satisfaction 
has been received the first time (Costabile, 2000). The customer has started to trust the 
company and other purchases follows, motivated by the first satisfaction. From each purchase 
the customer gets new information and builds an attitude about the company and its products, 
the brand. This attitude works as a prejudice concerning the company’s ability to meet the 
customer expectations (ibid). If the company succeeds, buying repetition might continue and 
can, if the customer stays satisfied, give increased levels of trust and loyalty (Boulding et al., 
1993; Morgan & Hunt, 1994). 

1.1.2 Customer Perceived Value 
 

It is very important for companies to create customer value (Huber, Herrmann & 
Morgan, 2001). According to Day (1990), it is necessary when wanting a leadership position 
in the market. When trying to create and sustain long-term customer relationships, it is 
essential to be able to provide superior value (Ravald & Grönroos, 1996). According to Chang 
and Wildt (1994), customer perceived value is believed to be a big contributor to purchase 
intention. Added value to the core product can give improved product quality, which then can 
improve the customer satisfaction (Ravald & Grönroos, 1996). Woodruff (1997) even says 
that understanding customer value is one way to achieve customer satisfaction. 
 
Defining Customer Perceived Value 
 

Zeithaml (1988) has found four consumer definitions of product value, which can be 
supported by literature. They are:  

- value is low price 
- value is what the customer wants in the product 
- value is the quality the customer gets for the price he pays 
- value is what the customer gets for what he gives (ibid). 
Together these form the definition of customer perceived value (Caruana, Money & 

Berthon, 2000). 
 

According to Peter and Olson (1993), customer perceived value is the value a customer 
receive when buying a product. Monroe (1991) defines it as the ratio between perceived 
benefits and perceived sacrifice. The perceived benefits are the different attributes of the 
product and the available technical support, in relation to the use of the product, price and 
other indicators of perceived quality (Ravald & Grönroos, 1996). The perceived sacrifice is 
purchase price, transportation, repairs, maintenance, risk of poor performance or failure, etc, 
i.e. all the costs that faces the customer when making the purchase. Ravald and Grönroos 
(1996) continue by stating that Zeithaml’s (1988) definition of customer perceived value is 
very close to Monroe’s (1991), but that he is also saying that perceived value is subjective, 
which means that it is different from person to person. The perceived value can also differ on 
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different occasions for the same person (Zeithaml, 1988). Kenny (1994) states that values are 
vague, subjective and abstract by their nature. Also Kotler, who for a long time had a different 
view on customer perceived value, has changed to the perceived benefits – perceived sacrifice 
definition (Kotler, 2000; 2003).  

 
Porter (1985) sees a person’s value chain as something essential for fully understanding 

what a customer sees as valuable. The value chain is the sequence of activities a customer 
takes, to create value for himself (Christopher, Payne & Ballantyne, 1991). The company 
must understand the needs of the customer and what activities the customer takes in his value 
chain (Ravald & Grönroos, 1996). To be able to deliver the accurate benefits to the customer, 
a company must create the value which the customer is seeking (ibid).  

1.1.3 Customer Satisfaction 
 

Customer satisfaction originally comes from social and experimental psychological 
studies performed by Hoppe (1930) and Lewin (1936) in the first half of last century 
(Costabile, 2000). The theories of satisfaction have now been important to the marketing 
concept for almost four decades (Parker & Mathews, 2001). Dutka (1994) states that the 
consumers are becoming more insistent in demanding that the companies meet or exceed their 
expectations. According to Holbrook (1994), customer satisfaction is “a critical focus for 
effective marketing programs” (Holbrooke, 1994, “The nature of customers’ value: An 
axiology in consumption experience”, p.22). Customer satisfaction is even said to be one way 
to understand why a customer buy from a specific company (Lin, 2003). Additionally, a 
satisfied customer is more likely to be loyal to the company for a long time, to buy more and 
to recommend the product to other people (Zeithaml, Berry & Parasuraman, 1996). 

 
There exists many different definitions of what customer satisfaction is and they differ 

greatly (Szymanski & Henard, 2001). It also seems like different people view satisfaction as 
different things (Parker & Mathews, 2001).  
 
Transaction-specific and overall satisfaction 
 

One of the most popular definitions of customer satisfaction is the one using the 
transaction-specific and overall satisfaction approaches (Yang & Peterson, 2004). The first 
approach sees customer satisfaction as the emotional response a customer have from his most 
recent transactional experience with the selling company (Oliver, 1993). When the selling 
process is completed, the reaction takes place at a specific time following spending (Yang & 
Peterson, 2004). The intensity of the emotional response depends on the present situation 
variables (ibid). 

 
In the overall satisfaction perspective, customer satisfaction is the sum of the satisfaction 

obtained from different parts of the company and the specific products purchased (Yang & 
Peterson, 2004). Fornell et al (1996) see it as the sum of perceived quality, perceived value 
and customer expectations. The overall satisfaction perspective is seen a superior predictor of 
customer loyalty, because it mirrors a customer’s cumulative impressions of the received 
service performance (Yang & Peterson, 2004).  

1.1.4 Customer Loyalty 
 



 

  
 
 
 

5

“The long-term success of a particular brand is based, not on the number of consumers 
who purchase it only once, but on the number who become repeat purchasers” (Jacoby & 
Chestnut, 1978) “Brand loyalty: Measurement and management”, p. 1). Managers’ objectives 
are to make occasional customers to repeated customers, to make the repeated customers to 
consume more, and to take customers from competitors which will make them to non-
repeated customers at competitors (Jacoby & Chestnut, 1978). Loyalty from a customer can 
make the relationship to the company more stable and profitable (Ravald & Grönroos, 1996). 
According to Dick and Basu (1994) customer loyalty is “the strength of the relation between 
an individual’s relative attitude and repeat patronage” (Dick & Basu, 1994, “Customer 
Loyalty: Towards an Integrated Conceptual Framework”, p. 1). Costabile (2000) defines it as: 
“the non-random repurchase behaviour (behavioural loyalty) of a brand, or group of brands, 
following a process of evaluation (mental loyalty)” (Costabile, 2000, “A dynamic model of 
customer loyalty”, p. 6).  

 
The theories of loyalty and trust come from experiences gained over time within 

satisfaction theory (Costabile, 2000). Dick and Basu (1994) state that Jacoby and Chestnut 
(1978) have found 53 definitions for how to measure loyalty. 
 
Conditions for loyalty 
 

Dick and Basu (1994) have found four specific conditions for loyalty, using relative 
attitude and repeated patronage towards a focal brand, see figure 2.  
 

 
Fig. 2: The four specific conditions of loyalty. Source: Dick and Basu, 1994, “Customer 

Loyalty: Towards an Integrated Conceptual Framework”. 
 

- No loyalty: Low relative attitude can be a result of recent introduction in a market or 
problems in indicating advantages with the brand. It can also be the result of a market 
where most brands are seen as similar.  

- Spurious loyalty: This loyalty comes from non-attitudinal influences on behaviour. 
The customer makes repeat purchases on basis of for example familiarity. The 
supplier needs to increase the perceived differentiation to get less vulnerable to 
competition. 

- Latent loyalty: This loyalty is not good and usually comes from an environment where 
non-attitudinal influences determine patronage behaviour. The supplier needs to 
remove the normative or situational constrains causing this.  

- Loyalty: This is the best condition, where the supplier needs to be aware of the 
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competition’s actions. Competitors might try to decrease perceived differentiation 
towards the supplier by copying, increase their own perceived differentiation claiming 
superiority, and drive the loyalty to spurious loyalty by manipulating the situation 
factors (ibid).   

1.1.5 Switching Cost 
 

When switching brands of products or services customers often face non-negligible costs, 
called switching costs (Chen & Hitt, 2001). Burnham, Frels and Mahajan (2003) see 
switching costs as the one-time costs that occur when a customer switches from one company 
to another. The cost does not have to occur immediately when doing the switching, but is 
connected to the switching process (ibid). Chen and Hitt (2001) define it as “any perceived 
disutility a customer would experience from switching service providers – including both 
explicit (e.g., fees, time and effort) and implicit (e.g., quality uncertainty) costs”. A switching 
cost can be economical, psychological and emotional (Morgan & Hunt, 1994; Sharma & 
Patterson, 2000) and can affect many different important competitive phenomena (Chen & 
Hitt, 2001). According to Yang and Peterson (2004), switching costs is different with 
different products, customers and suppliers. 

 
According to Yang and Peterson (2004), some recent studies have shown that switching 

costs works as a moderator in the satisfaction-loyalty linkage. If the switching cost is too big, 
a dissatisfied customer is unlikely to change supplier (Port, 1980). A large switching cost 
could make a customer less sensitive towards perceived satisfaction levels (Hauser, Simester 
& Wernerfelt (1994). This is called false loyalty (Jones & Sasser, 1995). According to Viard 
(2002), the influence of switching costs on customer loyalty is normally formed by two 
opposing forces. Even though a company sets up switching costs on its products, the 
competitors will use strategies to help potential customers to overcome the obstacles (Yang & 
Peterson, 2004).  

1.1.6 The Commodity Chemical Market 
 

Most companies in the commodity chemical markets are producing products that are 
undifferentiated (Robinson, Clarke-Hill & Clarkson, 2002). An undifferentiated product; 

- looks similar independent of supplier 
- often can be used for many applications 
- is sold on basis of specification (the homogenous content) 
- have low or average profitability (Unger, 1983). 
These products are usually produced for mature markets, and the production is run by 

economies of scales advantages with well known technology (Robinson, Clarke-Hill & 
Clarkson, 2002). Unger (1983) suggests a ‘size’ strategy for commodity chemical companies, 
based on the fact that these companies usually are production-oriented; they do not need an as 
precise knowledge of customer’s requirements as many other companies in other sectors, the 
marketing and selling costs of the companies are usually low, with a high capital investment 
for the factory. Unger’s (1983) strategy says: 

- Only enter new markets where the company can be the dominant supplier, i.e. be very 
selective. 

- Dominate the market as one of top three producers for each material produced. This is 
done by making an early entry on the market, develop own processes when possible, 
have large factories for low-cost production, control the sources of raw material, etc. 
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- If company do does not succeed to become one of the best, withdraw (ibid).   
 
Gupta (2002) states that by differentiating them selves, commodity producers can rise 

over the commodity market and enjoy the premiums and margins of other markets. One way 
of differentiation is branding, which can give additional value to both customers and 
producers (ibid). The best way to produce brand value is to: “Deliver the brand consistently 
through rigorous customer relationship management processes. (Gupta, 2002, “Branding 
Commodities: Hidden Issues and Perspectives”). Commodity producers need to give more 
attention to delivery, servicing, positioning and communication (ibid).  

 
Robinson, Clarke-Hill and Clarkson (2002) have performed a study of the service 

attributes appreciated by the customers in the commodity chemical market. The study reveals 
that the customers found regular contact to be the most important factor. Other highly ranked 
factors were procedures for order handling, prevention and emergency response for accidents, 
technical information, on-time delivery, credit terms, technical assistance and service and 
‘Just In Time’ delivery procedures (ibid). Commodity companies need to put their focus on 
creating true value for right customers with a brand strategy based on delivery, service or 
produce differentiation (Gupta, 2002).  

1.2 Summary, Research Problem and Preliminary Research 
Questions 

1.2.1 Summary 
 
Relationship marketing emphasizes on the maintenance of relations between a company 

and its customers, suppliers, the public and market intermediates (Ravald & Grönroos, 1996). 
Morgan and Hunt (1994) has found ten different forms of relationships, between a firm and; 
goods supplier, service supplier, competitors, nonprofits supplier, government, ultimate 
customers, intermediate customers, functional departments, employees and business units. 
Because not all customers are equally beneficially, the company needs to focus on their target 
customers and tailor their strategies for them (Christopher, Payne & Ballantyne, 2002). 
Commitment and trust has to be present to have successful relationship marketing (Morgan & 
Hunt, 1994). 

 
Customer value is necessary when wanting a leadership position in the market (Day, 

1990). Added value to the core product can give improved product quality, which then can 
improve the customer satisfaction (Ravald & Grönroos, 1996). According to Zeithaml (1988), 
customer value is; low price, what the customer wants in the product, the quality the customer 
gets for the price he pays and what the customer get for what he gives. Monroe (1991) defines 
customer perceived value as the ratio between perceived benefits and perceived sacrifice. To 
fully understand what a customer sees as valuable, a person’s value chain is essential (Porter, 
1985).  

 
Customer satisfaction is said to be one way to understand why a customer buy from a 

specific company (Lin, 2003). A satisfied customer is more likely to be loyal to the company 
for a long time, to buy more and to recommend the product to other people (Zeithaml, Berry 
& Parasuraman, 1996). Different ways of defining customer satisfaction are the transaction-
specific and overall satisfaction approaches (Yang & Peterson, 2004).  
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Customer loyalty is “the strength of the relation between an individual’s relative attitude 

and repeat patronage” (Dick & Basu, 1994, “Customer Loyalty: Towards an Integrated 
Conceptual Framework”, p. 1). Loyalty from a customer can make the relationship to the 
company more stable and profitable (Ravald & Grönroos, 1996). The four conditions for 
loyalty found by Dick and Basu (1994) are; no loyalty, spurious loyalty, latent loyalty and 
loyalty.  

 
Switching costs are the one-time costs that occur when a customer switches from one 

company to another (Burnham, Frels & Mahajan 2003). Switching costs are different with 
different products, customers and suppliers (Yang & Peterson, 2004). Some recent studies 
have shown that switching costs work as a moderator in the satisfaction-loyalty linkage (ibid). 
According to Port (1980), a too big switching cost can make a dissatisfied customer unlikely 
to change supplier (Port, 1980) and false loyalty can be perceived (Jones & Sasser, 1995). 

 
According Robinson, Clarke-Hill and Clarkson (2002), most companies in the 

commodity chemical markets are producing products that are undifferentiated. Unger’s 
(1983) ‘size’ strategy says that companies should; only enter new markets where they can be 
the dominant supplier, dominate the market as one of top three producers for each material 
produced, withdraw if not succeed to become one of the best. By differentiating them selves, 
commodity producers can rise over the commodity market and enjoy the premiums and 
margins of other markets (Gupta, 2002). Robinson, Clarke-Hill and Clarkson’s (2002) study 
on the service attributes in the commodity chemical market reveals that customers found 
regular contact to be the most important factor.  

1.2.2 Research Problem 
 

As mentioned earlier, companies need to understand the present need of their customer, 
how the company can satisfy the needs and the forces that change the needs over time to be 
able to build a long-lasting relationship with their customers (Flint, Woodruff & Gardial, 
1997). The created customer loyalty that comes from this process can then make the 
relationship between a company and its customers more stable and profitable (Ravald & 
Grönroos, 1996). A relationship and customer loyalty is even more important in the 
commodity chemical market where service is the only differentiator except for price 
(Robinson, Clarke-Hill & Clarkson, 2002). Due to cost and time constraints, this study will 
take place in Sweden. Concentrating on the concept of customer loyalty in the commodity 
chemical market, the chosen research problem is: 
 

How can the determinants and moderators of customer loyalty among the customers of a 
Swedish chemical company operating in the commodity sector be characterised and 
described? 

1.2.3 Preliminary Research Questions 
 

To be able to find the determinants and moderators mentioned in the research problem, a 
further literature review into the areas of customer perceived value, customer satisfaction, 
customer loyalty and switching cost needs to be done. The research problem is divided into 
five research questions; the first four from the above mentioned areas, and a fifth one based 
on their relationship.  
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Preliminary Research Question One 
 

One way to achieve customer satisfaction is to understand customer value (Woodruff, 
1997). By increasing the value the customer perceives the customer becomes more satisfied 
(Ravald & Grönroos, 1996). As mentioned earlier and also discussed in next research 
question, customer satisfaction is closely related to customer loyalty (Zeithaml, Berry & 
Parasuraman, 1996). This means that to be able evaluate customer loyalty also customer 
perceived value needs to be analyzed. Research question one is follows:  
 

How can the customer perceived value of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 
Preliminary Research Question Two 
 

A satisfied customer is more likely to be loyal customer (Zeithaml, Berry & 
Parasuraman, 1996). Lin (2003) even says that customer satisfaction is a way of 
understanding why a customer buys from a specific company. The linkage between customer 
satisfaction and customer loyalty makes customer satisfaction to one of the most important 
determinants and moderators of customer loyalty. Research question two is as follows: 
 

How can the customer satisfaction of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 
Preliminary Research Question Three 
 

To easier understand the research problem, also the area of customer loyalty needs to be 
assessed. The loyalty the customers feel needs to be found in order to know what causes it. 
The third research question is as follows: 
 

How can the customer loyalty of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 
Preliminary Research Question Four 
 

Switching costs works as moderators in the satisfaction-loyalty linkage (Yang & 
Peterson, 2004) and can make a dissatisfied customer to not change supplier (Port, 1980). By 
being aware of the existing switching costs on the market, a company has a higher ability to 
understand the market correctly and to know if the loyalty that exists is true or false. Research 
question four is as follows: 
 

How can the switching costs, existing in the markets of a Swedish chemical company 
operating in the commodity sector, be described? 

 
Preliminary Research Question Five 

 
To be able to fully understand and describe the customer loyalty among a company’s 

customers, the linkage between the different concepts needs to be established. This means that 
the interdependence between these factors needs to be assessed. The fifth and last research 
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question is as follows: 
 
How can the interdependence existing between the customer perceived value, customer 

satisfaction, customer loyalty and switching cost, in the markets of a Swedish chemical 
company operating in the commodity sector, be characterised? 
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2 Literature Review 
This chapter will bring up more definitions and give a deeper understanding of the 

concepts of customer perceived value, customer satisfaction, customer loyalty and switching 
cost. This will make it possible to answer the research questions and thereby better 
understand the area of the research problem. The chapter will end with the final research 
questions. 

2.1 Customer loyalty chain 
 

Ravald and Grönroos (1996) states that the concepts of customer perceived value, 
customer satisfaction and customer loyalty in a long-term relationship are connected. By 
increasing the value the customer perceives, for example by increasing benefits or reducing 
sacrifices, the customer becomes more satisfied. The added value stimulates a repurchasing 
activity which strengthens the relationship. This gives safety, credibility and security, which 
in its turn gives trust. A customer that trusts its supplier will also be more loyal (ibid). The 
whole chain from customer perceived value to the benefits from customer loyalty is shown in 
figure 3. 

 

 
Fig. 3: The effect of value-adding strategies in a long-term relationship. Source: Ravald 

and Grönroos, 1996, “The value concept and relationship marketing”.  
 
Chapter 2.1.1 to 2.1.3 will bring up more theories based on the chain of Ravald and 

Grönroos (1996).  

2.1.1 Customer Perceived Value 
 
Creating value 
 

There exists many different ways for creating value to the customer (Ravald & Grönroos, 
1996). One of the most common strategies is to add supporting services or technical product 

Increasing the benefits/reducing the sacrifice

Stimulates repurchasing activity 

Relation 

Trust 

Loyalty 

Mutually profitable relationship for supplier 
and customer 

Safety Credibility Security
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features to the product, which increases the total value of the offering (Christopher, Payne & 
Ballantyne, 1991). A good core product with following services should increase the 
customer’s benefits (Ravald & Grönroos, 1996). A problem with this strategy is that the 
company does not always understand what value the customer is seeking or what he needs. 
Ravald and Grönroos (1996) believe that the added value in those situations will not improve 
the long-term relation with the existing customers, but might attract new customers. A risk is 
that the company can get trapped in always having to develop new complementary services, 
which costs a lot of money. Ravald and Grönroos (1996) continue by stating that the company 
then has to charge a higher price, and the customer has to pay for all the extras he gets, i.e. the 
ratio between benefits and sacrifice has not changed. It is only if the value adding is customer 
oriented, i.e. the company adds what the customer wants, that the company will reach its goal 
of customer loyalty (ibid). 

 
According to Ravald and Grönroos (1996), another way of increasing the perceived value 

of the customer is to lessen the customer perceived sacrifice. Also this method demands that 
the company understands how its activities influence on the customer. Ways of reducing the 
sacrifice are lowering the price or increasing the ease of the purchase. Something more 
effective is to consider some other cost that can increase the total cost for the customers 
(ibid). They are indirect and psychological costs (Ravald & Grönroos, 1996; Grönroos, 1992). 
These are unexpected and often pointless costs that the customer is not aware of when taking 
the purchase decision (Ravald & Grönroos, 1996). Psychological costs are the concerns a 
person can have about whether a supplier will perform his promises (Grönroos, 1992). 
Indirect costs are for example time spent on incorrect invoices or late deliveries (ibid). These 
costs are relationship costs, which would increase the perceived customer value if reduced 
(Ravald & Grönroos, 1996). In addition, Monroe (1991) states that buyers have a tendency to 
be more aware of a loss than to a gain. It is therefore better to lower the cost than increasing 
the benefits (Ravald & Grönroos, 1996). 
 
The changing value 
 

There exist forces that change customers’ need and therefore their perceptions of value 
over time (Flint, Woodruff & Gardial, 1997). According to Flint, Woodruff and Gardial 
(1997), some of the ways to deal with the changing value are: 

- to try to predict the changes by analyzing macro environmental trends (Morison & 
Schmidt, 1994). 

- to make scenarios of the future for the changes, based on market- and macro 
environmental forces (Woodruff & Gardial, 1996). 

- to construct operations systems which responds faster to the changes than the 
competitors (Flint, Woodruff & Gardial, 1997). 

- to steer the changes them selves (Hamel & Prahalad, 1994). 
Flint, Woodruff and Gardial (1997) state that; these responses unfortunately do not demand 
the very useful understanding of how the changes work. 

 
According to Flint, Woodruff and Gardial (1997), changes to the customers’ needs are 

occurring because of trigger events. A trigger even can be defined as: “a stimulus in the 
customer's environment that is perceived by the customer to be relevant to his/hers goals, 
which results in some form of change in values (personal and/or organizational), desired 
value, and/or value judgments”. (Flint, Woodruff & Gardial, 1997, “Customer Value Change 
in industrial Marketing Relationships: A Call for New Strategies and Research”, p. 166-167). 
Different trigger evens are shown in figure 4. The events are sorted after location, for example 
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supplier located events, which are changes in product, service or interpersonal attributes. An 
attribute can be changed both intentionally and unintentionally. In the end a trigger event will 
influence customer retention (ibid). 

Fig. 4: The different trigger events which changes customer’s perception of value.  
Source: Flint, Woodruff and Gardial, 1997, “Customer Value Change in industrial Marketing 
Relationships: A Call for New Strategies and Research”.  

 
When a company introduces a new product on the market, it is the company who has the 

information and is controlling the trigger event, therefore the company can predict the event 
(Flint, Woodruff & Gardial, 1997). An unpredictable event is a hurricane hitting a customer’s 
plant, stopping production. In this case the company should try to predict what responses the 
customer would want. Flint, Woodruff and Gardial (1997) states that supplier located events 
are the easiest to predict, environmental located changes the hardest, and customer located 
changes are in the middle. To be able to predict the last one demands a close relationship with 
the customers. The environmental changes can only be predicted by information about 
decision markers in the customers’ environment, customers’ customers etc. By always 
capturing information patterns, recognition can be made. From this, plans can be made; 
standard operating procedure plans, emergency action plans and unforeseen events plan; 
guiding action in case of an emergency pattern or event (ibid). 

 
Flint, Woodruff and Gardial (1997) continue by saying that, another factor influencing 

the customers’ change of needs is the strength of the trigger event. A strong event can change 
the customers’ processes or ideas. The strength depends on the power of the value form in 
question and on the alternatives the customer has at his disposal (ibid). 

Relevant trigger events

Supplier located changes 
Product events 

-       performance 
-      quality 
-      availability 
-      offering 
-      pricing 

Service events 
- quality 
- availability 
- mngmnt procedures 
- pricing 

Interpersonal events 
- turnover 
- quality 
- availability 

Customer located changes 
Strategic events 

- ownership 
- focus 
- reengineering 
- structure 

Operational events 
- mngmnt team 
- facilities 
- procedures 
- finances 
- situations 

Tactical events 
- point of contact 
- equipment 
- situation details 

Environmental located changes
Macro environment 

- regulatory issues 
- technology 
- natural events 

Customer’s competitors 
- product innovation 
- service innovation 
- pricing 
- marketing 

Customer’s channel mbrs 
- new suppliers 
- new customers 
- new alliances 
- customer’s needs 
- new markets 

Change in customer’s perception of value
• Values 
• Desired values 
• Value judgements 
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2.1.2 Customer Satisfaction 
 
Satisfaction as a process or outcome 
 

Parker and Mathews (2001) define customer satisfaction as a process or as an outcome of 
a consumption activity or experience. 

  
In the process approach, customer satisfaction is the assessment of the difference 

between what was received and expected (Oliver, 1977a). This method of modelling 
satisfaction as a comparison has given models as the Contrast Theory, by Cardozo (1965) and 
Howard and Sheth (1969), later developed into the Assimilation-Contrast theory, by 
Anderson (1973) (Parker & Mathews, 2001). These assimilation theories are supported by 
many different authors, but can not be used if the disagreement is too large to be measured 
(ibid). The well recognized expectation-disconfirmation paradigm, by Oliver (1977 and 
1981), is a decent of the discrepancy theories (ibid). The theory concentrates on the perceived 
difference between the customers’ perception of performance and expectations of 
performance (ibid). It consists of four factors; expectation, performance, disconfirmation and 
satisfaction (Caruana, Money & Berthon, 2000). If the actual performance is viewed better 
than the expected performance positive disconfirmation has occurred, and the customer 
becomes satisfied (Parker & Mathews, 2001). The other two possibilities are zero and 
negative disconfirmation (Yi, 1990). Another process approach is the Value-Percept Disparity 
Theory, by Westbrook and Reilly (1983), taking in consideration that a customer can become 
satisfied without having expectations about the product/buying situation (Yi, 1990). The 
theory instead views customer satisfaction as the difference between the experienced and 
desired (Parker & Mathews, 2001). The customer becomes satisfied when there is no gap 
between these two things (ibid). The last process theory, the Equity theory by Swan and 
Oliver (1985), cited by Costabile 2000), views customer satisfaction as an outcome of inter-
personal comparison or as proportionality. The customers compare their outputs (benefits) 
and inputs (sacrifices) from a purchase with those of others (Costabile, 2000). The customers 
become satisfied when they consider that their net gain compared with the reference group, 
for example the selling company, was fair (Parker & Mathews, 2001).  

 
When viewing customer satisfaction as an outcome, it is the nature of satisfaction that is 

focused on, instead of the cause behind it (Parker & Mathews, 2001). These new conceptual 
progresses propose that even though customer satisfaction is believed to be a result of a 
cognitive process, emotional processes can add substantially to the descriptions and prediction 
of customer satisfaction (Westbrook, 1987). Additionally, customer satisfaction should be 
seen as a cumulative experience and not a transaction-specific phenomenon (Wilton & 
Nicosia, 1986). Customer satisfaction can be divided into three parts; fulfilment, emotion and 
state (Parker & Mathews, 2001). The fulfilment theory states that people either are driven to 
satisfy their needs (Maslow, 1943) or want to achieve relevant goals (Vroom, 1964). 
Therefore the theory views satisfaction as “the end-point in the motivational process” (Parker 
& Mathews, 2001, “Customer satisfaction: contrasting academic and consumers' 
interpretations”, p. 2). When satisfaction is viewed as an emotion it is the surprise element 
and the emotions received when buying a product that is considered (ibid). Oliver (1989) has 
developed a framework of four satisfaction states. It links satisfaction to reinforcement and 
arousal (stimulation), by saying that low arousal is perceived when something works 
satisfactory, like it usually does, and that high arousal is satisfaction as a positive or negative 
surprise. Positive reinforcement adds pleasure to a low arousal state, while negative 
reinforcement gives satisfaction as relief (ibid). 
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Critical Performance Attributes 
 

Dutka (1994) uses performance attributes to measure how a customer judges a product or 
company. Well obtained performance attributes brings up the requirements and expectation of 
the customers (see examples in table 1). The attributes are different for different industries 
and companies (ibid).  

 
Tab. 1: Examples of performance attributes. 
Performance attributes related to: 

product service purchase 

value-price relationship guarantee or warranty courtesy 
product quality delivery communication 
product benefits complaint handling ease or convenience of acquisition 
product features resolution of problems company reputation 
product design   company competence 

product reliability and consistency     

range of products and services     
Source: Dutka, 1994, “AMA Handbook for Customer Satisfaction: A complete Guide to 

Research, Planning & Implementation”. 
 

Additionally, Dutka (1994) states that the attributes need to bring up the unique aspects 
of the individual company, which differentiates it from the competitors. Also, if the company 
is a value-adding or commodity company needs to be considerate. In a commodity company 
products and services attributes are not seen as important as in value-adding companies. (ibid) 

 
Attributes can be made as both image and transaction attributes. Transaction attributes 

focuses on the last contact with the customer, while image attributes tries to capture the 
ongoing relationship. (ibid) 

 
The American customer satisfaction index 
 

As mentioned earlier, overall customer satisfaction can be seen as the sum of customer 
expectations, perceived quality and perceived value (Fornell et al, 1996). Fornell et al (1996) 
use an index called the American customer satisfaction index (ACSI) to measure customer 
satisfaction. It is a market based performance measure for firms, industries and economies, 
etc. Perceived quality (performance) is seen as the degree of customization and reliability. 
Perceived value is in this model seen as the perceived level of product quality compared to 
price (ibid). 

 
Examples of areas, taken from the ACSI model, which should be evaluated when 

measuring customer expectations are: 
- overall expectation of quality (prepurchase) 
- expectation regarding customization (prepurchase) 
- expectation regarding reliability (prepurchase) (Fornell et al, 1996) 
 
Examples of areas, taken from the ACSI model, which should be evaluated when 

measuring perceived quality are: 
- overall evaluation of quality experience (postpurchase) 
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- evaluation of customization experience (postpurchase) 
- evaluation of reliability experience (postpurchase) (Fornell et al, 1996) 
 
Examples of areas, taken from the ACSI model, which should be evaluated when 

measuring perceived value are: 
- rating of quality given price 
- rating of price given quality (Fornell et al, 1996) 
 

Satisfaction in the wider perspective 
 

According to Lin (2003), the perceived performance a customer experience from a 
product is determined by many different factors, for example processes, organizations and 
resources. Therefore, the experienced satisfaction is related not only to one purchase, but to 
every experience the customer has had with the company, including other products, the sales 
process and after-sale service. Lin (2003) continues by saying that, companies also need to 
align the promise a brand represents with the given customer value. The offer’s performance 
needs to match the expectation the customer has received from earlier buying experiences, 
family, competitors etc. The expectations a customers has, which directly determines if the 
customer becomes satisfied or not, depend not only on earlier mentioned factors, but also on 
customer needs and total customer cost (ibid). The customer cost is all the costs the customer 
face when making an acquisition, acquisition cost, maintenance, transport etc. (Ravald & 
Grönroos, 1996). 

2.1.3 Customer Loyalty 
 

Oliver (1997b) says that the condition of customer loyalty can be achieved through four 
steps: 

- Cognitively loyalty: The customer shows knowledge about the brand and buys it 
because he believes that it is the best existing offer. 

- Affective loyalty: After repeated purchases with confirmation of the customer’s 
expectations, the customer develops a favourable approach towards the brand. 

- Conative loyalty: After even more time and repeated purchases, the purchases become 
strongly intentional with high involvement.  

- Action loyalty: The customer is now so devoted to the brand that he will defeat every 
possible barrier that can come in the way of his choice of brand to buy (ibid).  

 
To be able to understand how customer loyalty is achieved, Costabile (2000) has divided 

the evolutionary process of customer loyalty into four stages. They are: 
- the satisfaction and trust stage 
- the trust and buying repetition stage 
- the mental loyalty stage 
- the co-operative loyalty stage (ibid). 

 
Costabile (2000) says that the first stage in the process is reached when satisfaction has 

been received for the first time, which means that the relationship between the customer and 
company can begin. The customer has started to trust the company (ibid). This process can be 
viewed in figure 5. 



 

  
 
 
 

17

Fig. 5: How satisfaction and trust appears for the first time. Source: Costabile, 2000, “A 
dynamic model of customer loyalty”. 

 
The bigger amount of trust the customer has towards the company, the higher is the 

probability of repurchase (Costabile, 2000). According to Costabile (2000), the repurchases 
also has the benefits of decreasing the costs of the customer. The customer can save the costs 
of finding another company to buy from; the emotional costs from the risk felt when buying 
from a new seller, which trust usually reduces (ibid); and the structural cost from technical 
features of the product (adaptation or accessories) (Shapiro & Varian, 1999). The more the 
customer trusts the firm, the higher is the perceived economic advantage (Wernerfelt, 1991). 
The level of trust grows until the repurchase becomes a ‘certainty event’, when the customer 
no longer considers other offers in the market (Costabile, 2000). This stage is reached fastest 
if the level of competition and technical obsolescence is low and the customer shows low 
involvement in the decisions (Assael, 1995).   

 
When entering the third stage, the customer makes a comparison between what he has 

experienced from the company during the first two stages and other alternatives on the market 
(Costabile, 2000). He will then; exit the relationship (Hirschman, 1970), stay with the 
company but be aware of and look for better economic alternatives, or have the relationship 
reinforced (Costabile, 2000). If the result of this comparison is positive the customer will 
believe that the company keeps the good value offering and he will become mentally loyal. 
According to Costabile (2000), the customer widens the relationship scope and is likely to 
buy other products from the company. The customer is passive in his searches for alternatives 
and repurchases even when competitors offerings are economically better (ibid). This 
phenomenon is called proactive loyalty (Oliver, 1997b).  

 
When a customer has reached the mental loyalty stage, he has also gained knowledge 

about the offer from the company and the company’s organizational processes (Morgan and 
Hunt, 1994). At this state the customer compares the value he has gained with the value 
generated for the company during the whole relationship (Costabile, 2000). Because he now 
knows the company better, he trusts his own capabilities to evaluate the company better than 
in the beginning. The customer performs the process called equity theory (see chapter 2.1.2) 
and might exit the relationship if it is not viewed as fair. If satisfied with the result, the 
customer can reach customer loyalty (ibid). 

 
A loyal customer, believing that the relationship is equity and fair and who is tied to the 

company by mental and behavioural loyalty, will reach the co-operative loyalty stage 
(Costabile, 2000). The customer will co-operate with the company, for example by spreading 
the word or give suggestions about different things to the company (ibid).  

 
The different types of relationships that can be the result of the evolutionary process 

giving customer loyalty are shown in figure 6 (Costabile, 2000). 
 

Expected 
Value Purchase Perceived value

Satisfaction Trust 
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Fig. 6: Relationships that can result from the evolutionary process of customer loyalty. 

Source: Costabile, 2000, “A dynamic model of customer loyalty”. 

2.2 Switching cost 
 

The descriptions of switching costs existing in literature have not been supported by 
empirical research (Burnham, Frels & Mahajan, 2003). Usually one of the following three 
approaches is adopted before doing measurements:  

- One or a few switching costs facets specific to the context of the research are 
being measured.  

- The switching costs are measured as a unidimensional global construct, i.e. how 
much it would cost for a specific company to switch supplier.  

- Consumers do perceive switching costs, which are seen as all differences in 
satisfaction responses (ibid).  

These approaches can be appropriate for a specific context, but does not increase the 
understanding of switching costs, what drives them and the impact they causes on the 
customers (ibid).  
 
The eight facets of Switching cost 
 

When measuring switching costs, eight switching costs facets can be used (Burnham, 
Frels & Mahajan, 2003). The eight facets have been developed by Burnham, Frels and 
Mahajan (2003) for measuring consumer switching costs and are based on a literature review 
and interviews with industry managers and consumer focus groups. The facets are: 

- Economic risks costs (perceived consumption risk): When changing to a new supplier 
of which the customer has little information, the customer has to accept the insecurity 
of a possible negative outcome (Guiltinan, 1989). 

- Evaluation costs: Are the time and effort costs from searching and analysing when 
switching supplier (Shugan, 1980).  

- Learning cost: Are the time and effort costs of learning how to use the product from a 
new supplier (Guiltinan, 1989). 

- Setup costs: Are the time and effort costs of installing a new product for use or for 
starting a new relationship. 

- Benefit loss costs: When switching supplier the customer will lose the benefits from 
being a long-term customer, which he had with his former supplier (ibid). 

 
Moral hazard relationship 
(Unstable mental loyalty, 
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time, selective search for 
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- Monetary loss costs: New customers often have to do onetime expenditures (ibid) and 
will lose transaction specific investments made with former supplier (Weiss & Heide, 
1993). 

- Personal relationship loss costs: The customer will in the beginning not have the 
comfort of knowing the people he interacts with at the new supplier. Old bonds will be 
broken (Guiltinan, 1989). 

- Brand relationship costs: When switching supplier the customer can also lose the 
sense of identity he has associated with the brand (McCracken, 1986). 

 
The eight facets can be grouped into three groups, as seen in figure 7. 
 

 
Fig. 7: The three groups of switching costs. Source; Burnham, Frels & Mahajan, 2003, 

“Consumer Switching Costs: A Typology, Antecedents, and Consequences”. 

2.3 Summary and Research Questions 

2.3.1 Summary 
 
According to Ravald and Grönroos (1996), the concepts of customer perceived value, 

customer satisfaction and customer loyalty in a long-term relationship are connected.  
  

Two ways of increasing perceived value is to add supporting services or technical 
product features to the product (Christopher, Payne & Ballantyne, 1991), or to lessen the 
customer perceived sacrifice (Ravald & Grönroos, 1996). The forces that change customers’ 
need and therefore their perceptions of value are called trigger events (Flint, Woodruff & 
Gardial, 1997). 

 
Customer satisfaction can be defined as a process or as an outcome of a consumption 

activity or experience (Parker and Mathews, 2001). The process approach has given multiple 
models; as the expectation-disconfirmation paradigm by Oliver (1977, 1981) and the Equity 
theory by Swan and Oliver (1985) (Parker & Mathews, 2001; Costabile 2000). The critical 
performance attributes are used when measuring how a customer judges a product or 
company (Dutka, 1994), while the American customer satisfaction index (ACSI) is used when 
measure customer satisfaction (Fornell et al, 1996). 
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Customer loyalty can be archived through four steps; cognitively loyalty, affective 
loyalty, Conative loyalty and action loyalty (Oliver, 1997b). One way of explaining loyalty is 
to use the evolutionary process of customer loyalty (Costabile, 2000). The four stages in the 
process are; the satisfaction and trust stage, the trust and buying repetition stage, the mental 
loyalty stage and; the co-operative loyalty stage. The four relationships that can be the result 
of the evolutionary process are moral hazard relationship, loyal relationship, captive or 
inertial relationship and hopeful relationship (ibid).  

 
The three approaches that is usually adopted before doing measurements of switching 

costs are; one or a few switching costs facets specific to the context of the research are being 
measured; the switching costs are measured as a unidimensional global construct; consumers 
do perceive SC, which are seen as all differences in satisfaction responses (Burnham, Frels & 
Mahajan, 2003). The eight switching costs facets that can be used when measuring switching 
costs are: economic risks costs, evaluation costs, learning cost, setup costs, benefit loss costs, 
monetary loss costs, personal relationship loss costs and brand relationship costs (ibid).  

2.3.2 Research Questions 
 

The literature review has shown that the preliminary research questions are assessable as 
earlier stated. The research questions will therefore not be change, but instead the new 
knowledge retrieved in the literature review will give a more profound base for the conceptual 
framework. The research questions are:  

 
Research Question One 
 

How can the customer perceived value of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 
Research Question Two 
 

How can the customer satisfaction of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 
Research Question Three 
 

How can the customer loyalty of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 
Research Question Four 
 

How can the switching costs, existing in the markets of a Swedish chemical company 
operating in the commodity sector, be described? 

 
Research Question Five 

 
How can the interdependence existing between the customer perceived value, customer 

satisfaction, customer loyalty and switching cost, in the markets of a Swedish chemical 
company operating in the commodity sector, be characterised? 
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Customer 
Perceived Value 

Customer 
Satisfaction 

Customer 
Loyalty 

Customer 
Switching Costs 

3 Conceptual Framework 
This chapter will conceptualize and operationalize the different areas customer 

perceived value, customer satisfaction, customer loyalty and customer switching cost. The 
areas are going to be studied in order to answer the stated research questions.  
 

The stated research problem was: 
 

How can the determinants and moderators of customer loyalty among the customers of a 
Swedish chemical company operating in the commodity sector be characterised and 
described? 
 

In order to characterise and describe the determinants and moderators of customer 
loyalty, the areas of customer perceived value, customer satisfaction, customer loyalty and 
customer switching cost need to be operationalized. These are the four different areas that 
have given the first four research questions. The literature review has also shown that the 
areas are connected (Costabile, 2000; Ravald & Grönroos, 1996; Yang & Peterson, 2004), the 
base for research question five. These connections are shown in figure 8 which constitutes a 
base for the conceptual framework for this study. 

Fig. 8: The connections between customer perceived value, customer satisfaction, 
customer loyalty and customer switching costs. Source: Author’s own figure. 
 

Robinson, Clarke-Hill and Clarkson (2002) have stated that the only differentiator within 
chemical commodity markets is service. This means that when choosing which 
theories/models and definitions/approaches to use, the role of service will be important. Other 
aspects that will be taken into account are view of linked areas, general acceptance of 
approaches, how up to date they are and possibility of operationalization.  

3.1 Research question one 
 
How can the customer perceived value of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 

When looking at customer perceived value, almost all authors in the literature are using 
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the same definition. Based on Monroe’s (1991) definition, Ravald and Grönroos (1996) state 
that customer perceived value is the ratio between perceived attributes in relation to perceived 
quality, and perceived costs. Except being the most used and accepted definition, it also 
brings out an important aspect for this paper, the relation between services and costs. By 
conceptualizing and operationalzing the definition, see table 2, it will be possible to describe 
the customer perceived value in the researched sector. 
 
Tab. 2: Conceptualization and operationalization of customer perceived value. 
Dimension Concept conceptualization operationalization 

Attributes2 

All the physical 
attributes, service 
attributes and 
technical support 
that is available in 
relation to use of 
product2 

Available technical 
support and 
physical and 
service attributes Perceived1 

Benefits 

Indicators 
of Quality2 

All the factors that 
indicate of what 
quality* a product 
is2 

Degree of 
customization and 
reliability** 

Customer 
Perceived 
Value 

Perceived Costs1 

All the costs a 
buyer faces when 
making a 
purchase2 

Purchase price, 
transportation, risk 
of poor quality etc 

* Quality will in this study, in order to be able to compare results, be seen as degree of 
customization and reliability. Based on the literature by Fornell et al (1996). 

** A company will be seen as reliable, if the customer can trust that the company will do 
what it has promised. 

 
By asking the customer to discuss the attributes, i.e. physical attributes and available 

service, and the indicators of quality, i.e. the degree of customization and reliability, it will be 
possible to estimate all the benefits the customer perceives. These benefits will be compared 
with the perceived costs to see if the customer has perceived a positive or negative value (see 
appendix B). 

3.2 Research question two 
 
How can the overall customer satisfaction of the customers of a Swedish chemical company 
operating in the commodity sector be described? 
 

From the different definitions and explanations of customer satisfaction, the overall 
satisfaction model has been chosen as the most appropriate view. Yang and Peterson (2004) 
first of all states that the overall satisfaction approach is seen as superior predictor of 
customer loyalty than for example the transaction-specific approach. This is based on the fact 
that overall satisfaction is the customer’s cumulative experience of the company, something 
that is also important in this study. Additionally the overall satisfaction approach concentrates 

                                                 
1 Monroe (1991) 
2 Ravald & Grönroos (1996) 
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on a customer’s impressions of the received service performance, the only differentiator in 
chemical commodity markets (Robinson, Clarke-Hill & Clarkson, 2002).  

 
In the literature review, an index called ACSI (Fornell et al, 1996) was introduced as a 

way of measuring overall customer satisfaction. This was made by adding a customer’s 
expectations, perceived quality and perceived value. Table 3 shows how these areas can be 
conceptualized and operationalized, so that they can be researched and analyzed more easily. 
When analyzed, the three areas will be used for describing the customer satisfaction in the 
research sector. 

 
Tab. 3: Conceptualization and operationalization of customer satisfaction. 
Dimension Concept conceptualization operationalization

Customer 
Expectations3 

The quality, i.e. 
degree of 
customization 
and reliability, the 
customers expect 
before a 
purchase3 

Expected degree 
of customization 
and reliability 

Perceived 
Quality3 

The quality, i.e. 
degree of 
customization 
and reliability, the 
customers have 
perceived after a 
purchase3 

Perceived degree 
of customization 
and reliability 

Overall 
Customer 
Satisfaction 

Perceived 
Value3 

The level of 
product quality a 
customer have 
perceived given a 
specific price3  

Rating of quality 
given price and 
rating of price 
given quality 

 
The customer will be asked to discuss what degree of customization and reliability he 

expects compared with what he has perceived. The result of this comparison will be added to 
the quality/price ratio which represents perceived value in this model. Together these results 
will tell if the customer is satisfied or not (see appendix B).  

3.3 Research question three 
 
How can the customer loyalty of the customers of a Swedish chemical company operating in 
the commodity sector be described? 
 

When measuring customer loyalty, the model presented by Costabile (2000) has been 
chosen as the most appropriate. It is one of the latest developed models, based on the same 
foundation as this paper (i.e. Value  Satisfaction  Loyalty). Costabile (2000) defined four 
main stages in the customer loyalty evolutionary process; the satisfaction and trust stage, the 
trust and buying repetition stage, the mental loyalty stage, and the co-operative loyalty stage. 
Table 4 shows how these stages can be researched and analyzed more easily, so that the level 

                                                 
3 Fornell et al (1996) 
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of customer loyalty in the researched sector can be described.   
 
Tab. 4: Conceptualization and operationalization of customer loyalty. 
Dimension Concept conceptualization operationalization

Satisfaction and 
Trust Stage4 

Satisfaction has 
been reached for 
the first time. The 
relationship can 
begin. Customer 
has started to 
trust* the 
company4 

Contact 
establish, 
customer starts 
to trust company 

Trust and 
Buying 
Repetition 
Stage4 

Customer reduces 
his/her costs by 
starting to trust 
the company. This 
trust can lead to 
buying repetition4 

Customer trusts 
company and 
buying has 
become a 
behaviour 

Mental Loyalty 
Stage4 

Customer buys 
more kinds of 
products from 
company. Makes 
a passive search 
for replacement4 

Company has 
become the 
preferred supplier

Customer 
Loyalty 
Stages 

Co-operative 
Loyalty Stage4 

Customer is 
mentally and 
behavioural loyal.5 
Tries to co-
operate with the 
company by f.e. 
give suggestions 
of improvements4 

Customer co-
operates with 
company 

* Trust will be defined as the believe that someone will do what they are supposed to do, 
i.e. fulfil their promises. 
 

This question will be answered by giving different questions to the customer, fitting with 
the different stages (see appendix B). By analyzing how well the customer thinks the different 
characteristics fit with him, it will be possible to decide to which stage the customer belongs. 
This question is different from the two earlier questions because this question only needs to 
answer where the customer fits in. In the two earlier questions the customer’s and researchers 
estimations were necessary.  

3.4 Research question four 
 
How can the customer switching costs, existing in the markets of a Swedish chemical 
company operating in the commodity sector, be described? 
 

To be able to find and evaluate all the customer switching costs existing on the 
commodity market this paper will address, a good and throughout classification and way of 
identifying customer switching costs is needed. The eight facets of switching costs that 
                                                 

4 Costabile (2000) 
5 Morgan & Hunt (1994) 



 

  
 
 
 

25

Burnham, Frels and Mahajan (2003) have developed by studying the industry are intended for 
measuring customer switching costs. The theory is very throughout, based on many different 
authors. Additionally it is produced for the same reason as it is used in this study, to study 
switching costs’ influence on customer behaviour. Therefore, eight facets are the most 
appropriate scale for measuring customer switching costs in this study. Table 5 shows the 
eight facets of Burnham, Frels and Mahajan (2003). By looking at and adding the different 
facets of switching costs, the total customer switching costs existing on the researched 
markets can be described.  
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Tab. 5: Conceptualization and operationalization of switching costs. 
Dimension Concept conceptualization operationalization 

Economic Risk 
Costs6 

The economic risk 
cost that can occur 
when a customer 
changes to a new 
supplier7 

Economic risk of 
changing supplier 

Evaluation 
Costs6 

The time and effort 
cost that can occur 
from searching and 
analysing when 
switching supplier8  

Time and effort 
cost of changing 
supplier 

Set Up Costs6 

The time and effort 
cost occurring when 
using a new product 
or supplier7 

Time and effort 
cost from set up 

Procedural 
Switching 
Costs6 

Learning Costs6 

The time and effort 
cost of learning how 
to use a new product 
when switching 
supplier7  

Time and effort 
cost from 
learning 

Benefit Loss 
Costs6 

The cost of losing 
the benefits of being 
a long-term 
customer when 
changing to another 
supplier7 

Costs of losing 
benefits 

Financial 
Switching 
Costs6 

Monetary Loss 
Costs6 

The economic cost 
from onetime 
expenditures7 and 
loss of transaction 
specific investments 
when switching 
supplier9 

Cost of onetime 
expenditures and 
losses from 
investments 

Personal 
Relationship 
Loss Costs6 

The cost of losing 
old bonds and lack 
of comfort with new 
people when 
switching supplier7 

Cost of losing 
personal 
relationships 

Eight facets 
of Switching 
cost 

Relational 
Switching 
Costs6 

Brand 
Relationship 
Costs6 

The sense of loss of 
identity that can 
occur for customer 
when leaving a 
brand10 

Cost of losing 
sense of identity 

 
This question will evaluate the market the customer and supplier interact on. The 

customer will reply on which switching costs that he experiences on the market and how they 
affect him and the company he works for (see appendix B). The questions will also give the 
customer an opportunity to speculate about the way he behaves when making purchases and 
                                                 

6 Burnham, Frels & Mahajan (2003) 
7 Guiltinan, 1989 
8 Shugan, 1980 
9 Weiss and Heide, 1993 
10 McCracken, 1986 



 

  
 
 
 

27

switching supplier.  

3.5 Research question five 
 
How can the interdependence existing between the customer perceived value, customer 
satisfaction, customer loyalty and switching cost, in the markets of a Swedish chemical 
company operating in the commodity sector, be characterised? 
 

With the result from the first four research questions, the question to answer here is; do 
the connections displayed in figure 8 really exist and how do they work? Did a high customer 
perceived value give a high customer satisfaction rating? Did a satisfied customer become 
loyal, and how did the customer switching costs on the market influenced this connection? 
This is displayed in figure 9. 
 

Fig. 9: Graphical display of research questions five. Source: Author’s own figure. 
 
When these questions have been answered, the moderators and determinants of this 

specific commodity market have been evaluated and will give an indication of how the 
customer loyalty chain looks in commodity markets. 

What value did the 
customer perceive 
when buying the 
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the supplier? 

How satisfied did the 
customer become when 

buying the 
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the supplier? 
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the customer reach in 
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supplier? 

 

How high was the 
customer switching costs 
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4. Methodology  
In this chapter the methodology applied for colleting and analyzing the research data, 

used to answer the research questions, is reviewed. It is done by following the six steps, 
shown in figure 10. While following the six steps, the quality standards for the research, 
validity and reliability, are kept. 

Fig. 10: The qualitative Research Process. Source: Adapted from Foster, 1998, 
“Industrial Marketing Communication – An Empirical Investigation on the Use of Marketing 
Communication Tools”.  

4.1 Research Purpose 
 
According to Yin (1994) the purpose of an academic research can be exploratory, 

descriptive or explanatory. Exploration is used for generating ideas about the research area 
(Johnson & Christensen, 2004). This method is often used when little is known about the area. 
It can also be used if the researcher chose to ignore previous research to not have 
predetermined ideas, or when trying to discover new ideas. Descriptive research is used when 
the researcher is trying to provide an accurate description of the characteristics of the area of 
research. It is one of the most basic activities, including observations or recordings of the 
surrounding. Explanatory research is used for testing hypotheses and theories for an 
understanding of how and why something works as it does. This method includes the study of 
cause-and effect relationships, identifying the factors making something change (ibid).   
 

This thesis has a research purpose that is mostly descriptive and partly explanatory. The 
thesis is descriptive because the main goal with it was to try to describe the determinants and 
moderators of the research area. Four samples from the chosen population were taken in a try 
to describe how they work. This can give indications of how other samples would react. The 
research purpose is partly explanatory as existing hypotheses of how the four main factors 
would affect each other was tested. One of the main goals was to find out what makes 
customer loyalty change. 

4.2 Research Approach 

4.2.1 Deductive vs. Inductive 
 

There exist two major methods that can be used when approaching a research, the 
deductive and the inductive methods (Johnson & Christensen, 2004). The deductive method is 
a top-down approach; starting with a theoretical proposition based on existing theory, 
collecting data to test the hypotheses, and finally deciding if the hypothesis is correct, based 
on the data. The inductive approach is a bottom-up approach; the researcher starts by doing 
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observations, studies the observations to find patterns, and finally draws conclusions from the 
patterns, i.e. makes a generalization. In practice, both of these methods are used. They form a 
circle, see fig.11, which researchers often go through many times (ibid). 

 Fig. 11: The research wheel. Source: Johnson and Christensen, 2004, “Educational 
research: Quantitative, qualitative, and mixed approaches”. 

 
The approach to this research is a deductive research approach. It started by looking at 

existing theories and then the theories which were accurate for the research was chosen. After 
that the data was collect and the collected data was finally compared with the theories. 

4.2.2 Quantitative vs. Qualitative 
 

A quantitative research is built on quantitative or, numerical data (Johnson & 
Christensen, 2004). It is deductive, which means that it starts on the top of the circle (see fig 
11), starting by testing hypotheses and theories. In a quantitative research the human 
behaviour is considered regular and predictable. Often description, explanation or prediction 
are the objectives. Because quantitative data is based on precise measurements, the collection 
instruments need to be structured and validated, for example closed-ended questions, rating 
scales or behavioural responses. A qualitative research is based on the collection of qualitative 
data, or, words and pictures. This research approach is closer to the inductive method, starting 
on the bottom of the circle. It is used for coming up with new ideas, as the human behaviour 
is said to be fluid, situational and personal. The objectives are most often description, 
exploration or discovery. The researcher becomes the primary research instrument, using 
methods like in-dept interviews, field notes and open-ended questions. It is very common to 
mix the two methods, based on the actual research questions, purpose of study and different 
issues facing the researcher. They are complementary and can combined maximize the 
strength of each other (ibid). 

 
This research is qualitative. The data collected is qualitative, based on words and is 

achieved by in-dept interviews and open-ended questions. This is necessary as research into 
relationship marketing does not give precise measurements, but is much influenced by 
situational and personal factors.  

4.3 Research Strategy 
 

Yin (1994) lists five major strategies that can be used when doing an empirical data 
collection; experiment, survey, archival analysis, history and case study. Which strategy that 
should be used is determined by; the type of research questions, how much control the 
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researcher has over the behavioural events and if the research focuses on contemporary 
events. The strategy is not controlled by the research purpose chosen (ibid). Table 6 shows 
how Yin (1994) has connected the five strategies with the three conditions.  
 
Tab. 6: Relevant situations for different research strategies 
Strategy Form of research question Requires control over 

behavioural events 
Focuses on 
contemporary events 

Experiment How, why Yes Yes 

Survey Who, what, where, how 
many, how much 

No Yes 

Archival 
analysis 

Who, what, where, how 
many, how much 

No Yes / No 

History How, why No No 

Case study How, why No Yes 

Source: Yin, 1994, “Case Study Research Design and Methods”  
 

When choosing which research strategies to use, the three conditions were firstly 
evaluated. All the research questions started with “how”, no control over behavioural events 
existed and the research focused on contemporary events. The answer of the second condition 
took experiment away as an alternative and the answer of the third condition took history 
away. Survey and archival analysis could maybe work, but it is only case study which fits 
perfect. In a survey, questionnaires and interviews are used for gathering information, so that 
the characteristics of a population can be understood (Johnson & Christensen, 2004). Archival 
analysis does both focus on contemporary old events (Yin, 1994), but does mostly treat 
secondary data collected by another researcher (Johnson & Christensen, 2004). A case study 
is a research method providing detailed information and analysis of one or more study cases 
(ibid). It is the preferred strategy when examining contemporary events, using direct 
observation and systematic interviewing as sources of evidence (Yin, 1994). A case study can 
be designed as a single- or multiple cases. The validity is usually better when doing a multiple 
case design (ibid).  

 
As the result of the research depend a lot on the contemporary data, primary data needed 

to be collected. The data is shifting very fast when studying relationships. As not much 
archival record exists, this could not be used as a research strategy and was neither the best 
suited. Additionally, the questions in my research demanded detailed and complex answers, 
which a survey would not be able to answer. Case study was chosen as the research strategy, 
using a multiple case study. Doing multiple case studies gives both the benefits of case 
studies, but also gives the possibility to compare the different cases done, finding similarities 
and differences.  

4.4 Data Collection 
 

When collecting data in a qualitative research, six major sources of evidence can be 
found (Yin, 1994). They are; documentation, archival records, interviews, direct observations, 
participant observation and physical artefacts. Table 7 shows the strength and weaknesses of 
the six sources of evidence (ibid). The different sources of evidence complement each other, 
giving that no one has a complete advantage over the others. By using many sources of 
evidence the reliability becomes better, this is called ‘triangulation’ (ibid). 
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Tab. 7: Six Sources of Evidence: Strengths and Weaknesses 
Source of 
evidence 

Strengths Weaknesses 

Documentation • Stable: can be reviewed 
repeatedly 

• Unobtrusive: not created as a 
result of the case 

• Exact: contains exact names, 
references, and details of an event 

• Broad coverage: long span of 
time, many events and may 
settings 

• Retrievability: can be low 
• Biased selectivity: if collection is 

incomplete 
• Reporting bias: reflects (unknown) 

bias of author 
• Access: may be deliberately blocked 

Archival records • (Same as above for 
documentation) 

• Precise and quantitative 

• (Same as above for documentation) 
• Accessibility due to privacy reasons 

Interviews • Targeted: focuses directly on case 
study topic 

• Insightful: provides perceived 
causal inferences 

• Bias due to poorly constructed 
questionnaires 

• Response bias 
• Inaccuracies due to poor recall 
• Reflexivity: interviewee gives what 

interviewer wants to hear 
Direct 
Observations 

• Reality: covers events in real time 
• Contextual: covers context of 

event 

• Time consuming 
• Selectivity: even may proceed 

differently because it is being 
observed 

• Cost: hours needed by human 
observers 

Participant 
observations 

• (Same as for direct observations) 
• Insightful into interpersonal 

behaviours and motives 

• (Same as for direct observations) 
• Bias due to investigator’s 

manipulation of events 
Physical artifacts • Insightful into cultural features 

• Insightful into technical 
operations 

• Selectivity 
• Availability 

Source: Yin, 1994, “Case Study Research Design and Methods”  
 

Both documentation and archival records are secondary data methods (Johnson & 
Christensen, 2004). This means that the data has been collected earlier, probably by another 
researcher and for another purpose (ibid). Documentation is, for example, letters, written 
reports of events, administrative documents or newspaper articles (Yin, 1994). Archival 
records are instead service records, organizational records, maps and charts, lists of names, 
survey data or personal records (ibid). 

 
The interview is one of the most important sources of evidence when doing a case study 

(Yin, 1994). An interview focuses on the case and gives a lot of insight. The three types of 
interviews existing are open-ended, focused and survey. In the first one the respondent does 
not only answer about facts, but is also asked for his opinions. The second one is close to the 
first one, but the interviewer will ask certain questions derived earlier. The last type of 
interview contains a questionnaire with more structures questions, which are being followed 
(ibid).   

 
Observations are when the researcher is watching people for trying to find behavioural 

patterns which will give information about the case (Johnson & Christensen, 2004). Direct 
observations are when the researcher is doing a field visit to the site where the case takes 
place (Yin, 1994). This method is used for finding original data (Johnson & Christensen, 
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2004) and is providing additional data, from for example a case study, about the area being 
studied (Yin, 1994). When doing a participant observation the researcher can participate in the 
study. This method is mostly used when there is no other way of obtaining information and 
has major problems because of bias being easily produced (ibid).  

 
Physical artefacts are some kind of physical evidence (Yin, 1994). They give insight into 

for example cultural features or technical operations, but are often not available (ibid). 
 
Three difference sources of evidence was used in the research. Most important for 

answering the research questions have been interviews, but also documentation and archival 
records have been used.  

 
Documentation and archival records was used for retrieving secondary data. 

Documentation was for example the homepages visited to archived background information 
about Sekab and the customers interviewed. The choice of customers of Sekab to interview 
was also based on organizational records Sekab provided, which are archival records.  

 
Interviews were chosen as the main source of evidence as this was the only way existing 

for achieving all the answers needed for this research. Interviews, together with direct 
observations, are also the preferred source of evidence when doing a case study (Yin, 1994). 
After completing the interview guide, a request was sent to the customers which the author of 
this thesis together with Sekab had decided would be interviewed. The request was made of a 
one page document describing who the interviewer was and why the interview was conducted 
(see appendix A). It also gave some brief background about the research area. When the 
customer had agreed on a meeting, face-to-face interviews were performed. Due to the depth 
and importance of the information retrieved, it was not possible to do the interviews by 
telephone. Both the interview guide and introduction document were made in Swedish and 
English, though identical, and the customer was interviewed in their preferred language. As it 
was important to get the customers’ opinions without them being able to control the answer, 
the background given to the customers was very brief. The interview guide contained open-
ended questions to be able to follow up and also build on discussions to find opinions. A tape 
recorder was, after approval from the customers, used to be able to double check the data 
retrieved. As it was only one person doing the interviews it was not possible to both perform 
the interview in a structured and accurate way and take complete notes. The interviews took 
between 40 and 75 minutes, depending on the customer’s theoretical knowledge and 
experience of interviewees.   

4.5 Sample Selection 
 

As this research is investigating the opinion of the customers of a company, first a 
company needed to be chosen and then a certain amount of its customers. The chosen 
company was Sekab, a Swedish chemical company (see company presentation in appendix 
E). Sekab is operating in both the commodity chemical and biofuel markets, but this study 
will only concentrate on the chemical part of the company. The biofuel market is relatively 
new and still very lively in Sweden, while the chemical market is very old and more mature. 
As this study is looking into the concept of loyalty, a stabile market is needed where loyalty 
have had time to develop. Sekab was chosen as the author of this thesis earlier had had 
contact with Sekab and knew that the contact with the company would be both close and 
straightforward. After discussing the research problem and questions with the company, we 
did together choose which customers to interview. Sekab provided background knowledge 
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about the existing customers together with recommendations of which customers that were 
likely to give fruitful answers. Miles and Huberman (1994) states that a sample should be 
likely to provide information about the phenomena that is being studied. The information 
gained should also be easy to generalize towards the theory (ibid). Finally four customers that 
were different to each other in many aspects were chose. With this number it was possible to 
find similarities and differences, but in the same time concentrating on a few number of cases. 
In the same time it was also important to interview customers that felt that they had/had had a 
relation with Sekab and could answer the questions. Miles and Huberman (1994) state that the 
samples should be feasible to the researcher, this in term of money, time and accessibility. By 
representing Sekab it was easier to get in contact with the responsible for purchases at each of 
the customers. The likelihood of arranging interviews with the managers at several chemical 
companies in Sweden as a private person is very low. The interviews were performed with the 
person responsible for the purchasing, as they are the persons with the right knowledge. Due 
to the cost of travel only customers located in Sweden were visited, but also one foreign 
customer on a visit to Sekab was interviewed. The customers that were chosen are; Amtrade 
International PLC, DSM Anti-Infectives Sweden AB, Levol Oljan AB and Perstorp 
Speciality. Table 8 displays an index explanation for figure 12 to 14.  

 
Tab. 8: Index for figure 12-14.  

 
 
 
 
 
 
 
 

Figure 12 shows what markets the four different companies have and also the 
approximate number of employees. As seen, the different cases represent very different 
situations. 

 

 
Fig. 12: Market versus number of employees in the four different companies. Source: 

Author’s own figure 
 
Figure 13 shows the usage of the different products bought by the four companies and 

the quantity of each product bought in 2005. Levol retails everything the company buys, 
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while Amtrade supply the mother company’s factories. DSM and Perstorp use the product/s 
bough for their own production. Perstorp buys a much higher quantity than the other 
companies.  

  

 
Fig. 13: Usage of product versus quantity of product bough in 2005. Quantity shown in 

1000 of tons. Source: Author’s own figure. 
 
Finally figure 14 shows the long term prognosis of products and the length of the 

selling/buying relationship with Sekab. Both Amtrade and Levol have had business with 
Sekab earlier, but figure only shows the length of the last on-going relationship.  

 

 
Fig. 14: Prognosis of the bought product’s market versus length of buying/selling 

relationship for each product.  Source: Author’s own figure. 

4.6 Data Analysis 
 

The data analysis is the examination, categorisation and tabulation of the collected data 
(Yin, 1994). There exist different strategies when analysing the data in a research (ibid). 
Pattern matching, which was used in this study, is when the data received from case studies is 
being compared with the theories presented in the literature review (ibid). Miles and 
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Huberman (1994) define data analysis “as consisting of three concurrent flows of activity: 
data reduction, data display and conclusion drawing/verification” (Miles and Huberman, 
1994, “Qualitative Data Analysis”, p. 10). The data reduction step is when the data is being 
sorted, simplified, organised and focused. The intention is to arrange the data so that the 
‘final’ conclusions can be drawn and verified. The second step is when the reduced data is 
being organised and compressed in a way which will make is easier to draw conclusions. This 
is called data display. The conclusion drawing/verification step is when the researcher notes 
regularities, patterns, explanations, possible configurations, casual flows and propositions. 
The purpose is to find out what the findings means. When having multiple case study, Miles 
and Huberman (1994) say that a within-case analysis should be done in the data reduction 
step and a cross-case analysis in the data display step.  

 
The proposition of Miles and Huberman (1994) was followed in the data analysis. The 

data was first reduced through a within-case analysis. For each of the research questions the 
data was compared with the existent theories as in my conceptualization. After that, the data 
was displayed in a cross-case analysis. Still doing one research question at a time, the answers 
from the different customers were compared to each other. By organizing the data in this way 
it was easy to find differences and similarities. Finally it was possible to draw conclusions 
from the patterns found. Each of the research questions was re-stated and answered, based on 
the findings of this study. 

4.7 Quality Standards for Research: Validity and Reliability 
 

Validity and reliability are the two most important aspects to evaluate when deciding on 
a research procedure (Johnson & Christensen, 2004). Validity is the accuracy of the 
interference, actions or interpretations made in the research, while reliability is the 
consistency or stability of the measurement methods (ibid). Yin (1994) uses three different 
forms of validity; construct validity, internal validity and external validity. Construct validity 
is the establishment of correct operational measures for the concepts the researcher study. 
Additionally, it is important that the researcher has been objective when collecting the data. 
Internal validity should only be used when doing explanatory or causal studies. It is the 
establishment of causal relationships, which should show that specific conditions lead to other 
conditions. External validity is the establishment of a domain in which the findings from a 
study can be analytically generalised (ibid). As seen in table 9, Yin (1994) has found different 
case study tactics used for increasing the different validities and the reliability. 
 
Tab. 9: Case study Tactics for Four Design Tests 
Tests Case study tactics Phase of research in which tactics 

occurs 
Construct 
Validity 

• Use multiple sources of evidence 
• Establish chain of evidence 
• Have key informant review draft case 

report 

Data collection 
 

Internal Validity • Do pattern-matching 
• Do explanation-building 
• Do time-series analysis 

Data analysis 
 

External Validity • Use replication logic in multiple-case 
studies Research design 

Reliability • Use case study protocol 
• Develop case study data base Data collection 

Source: Yin, 1994, “Case Study Research Design and Methods” 
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4.7.1 Construct Validity 
 

The construct validity can be increased by using multiple sources of evidence, by 
establishing a chain of evidence and/or by letting the key informants review the draft case 
report (Yin, 1994). As stated in chapter 4.4, interviews, documentation and archival records 
were used as sources of evidence. Even though three sources of evidence were used, it was 
only the result of the interviews that was used in the analysis. The data collected through 
documentation and archival records were only used for background information and when 
choosing respondents. A chain of evidence was established by always giving the source of the 
data used, by having the interview guide approved by the supervisor of this thesis before 
doing the interviews and by letting the supervisor and other academic persons review the draft 
reports at several occasions through out the process. During all the interviews a tape recorder 
was used and to make sure that the interviewer and the respondent did not misunderstand each 
other probing was used. The respondents reviewed the drafts of the interviews before it was 
analysed. The interviews were performed in the mother tongue of all respondents and a 
second person controlled the translation when translating the three Swedish responses to 
English.  

4.7.2 Internal Validity 
 

The internal validity is being increased if the researcher does pattern-matching, 
explanation-building and/or time-series analysis (Yin, 1994). Pattern-matching is when the 
researcher compares an empirically based pattern with what he predicted (ibid). This is made 
with research questions five where the findings were compared with the theories found in the 
literature.  

4.7.3 External Validity 
 

By using replication logic in multiple-case studies, the external validity can be increased 
(Yin, 1994). Yin (1994) further states that this is being done by replicating the findings of a 
test in similar surroundings, where the theory has specified the same results. If the results of 
the repeated tests are the same, the result can be generalized in a higher degree (ibid). This 
replication logic was used in the four different case studies.   

4.7.4 Reliability 
 
The reliability of a case study can be increased by using case study protocols and/or by 

developing case study databases (Yin, 1994). As mentioned earlier, reliability is the 
consistency and stability of the measurement methods. The usage of a case study protocol or a 
case study database increases the possibility of receiving equal result if the study is repeated. 
The interview guide used in this research will make it possible for another researcher to at 
least ask the same question to the respondents as done in this research. The biggest problems 
with the reliability of this research are bias and reflexivity (see chapter 4.4). The respondents 
have been chosen very carefully and should have the correct knowledge, but can have been 
stressed or had a negative attitude towards the interview (this risk was highest during the 
interview with DSM which at the moment did have a negative attitude towards Sekab). As the 
companies interviewed were customers they can also have tried to control the answers. All 
respondents found the area of study very interesting. 
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5 DATA PRESENTATION 
The empirical data that has been collected through the four case studies will be 

presented in this chapter. The interviews at the four companies, Amtrade International PLC, 
DSM Anti-Infectives Sweden AB, Levol Oljan AB and Perstorp Speciality has been conducted 
and printed to give as much information as possible about the research area. The sections 
will start with a presentation of the case company and also has a brief presentation of the 
interviewee.  

5.1 Amtrade International PLC 
 

Amtrade International PLC is a very small organisation, working for the Amcor Limited 
group. Amtrade International PLC handles the purchases of ethyl acetate for some of the 
Amcor Limited factories. These factories have such small usage of the product that it is not 
profitable to buy directly from the suppliers. Most of the product bought by Amtrade is picked 
up by Amtrade in Sekab’s storage facilities in Antwerp and is being distributed to factories in 
primary Germany and Belgium. The product is also being delivered by Sekab to one Amcor 
factory in Lund, Sweden. Amcor Limited is one of the world’s top three global packaging 
companies and has approximately 27 000 employees. The product bought from Sekab is used 
in the production of mostly lamination adhesives or in lamination of various substrates for 
flexible packaging. Some of the main products of Amcor Limited are flexible packaging for 
the food and beverage industries, pet bottles and jars for beverage, and food applications and 
closures for the food and beverage markets. The ethyl acetate is essential for the production, 
but only has a minor part. Some of the factories run 24 hours per day; seven days per week 
and can not run out of product. A problem from Sekab would affect the factories, but only on 
short term as it is possible to obtain the product from other suppliers. Amtrade buys 
approximately 4000 tons of ethyl acetate from Sekab each year. The interview with Amtrade 
International PLC was conducted with Anthony Shuster. Anthony Shuster is the owner of 
Amtrade International PLC with responsibility to coordinate the activities of the company, i.e. 
oversee all purchases and sales. He is also responsible for recruitment and staff management. 
Anthony Shuster has been working in the chemical industry for about 30 years. In the 
following presentation Amtrade International PLC will be called Amtrade. 

5.1.1 Customer Perceived Value 
 
According to Anthony Shuster, no specific physical attributes are important when buying 

ethyl acetate. The product should follow a specific quality standard, otherwise it will not be 
bought. Product following the quality standard is not graded in any way. When the product is 
received at the plant it is tested to make sure that it is following the standard. This is an easy 
procedure with odour being a clear sign of bad quality. It is uncommon that bought product 
does not follow the standard when tested. Anthony Shuster says that the physical attributes of 
Sekab’s ethyl acetate are neither better nor worse then the ethyl acetate of the other suppliers 
Amtrade is buying from. The product is either ok or not. Amtrade would and are buying ethyl 
acetate from any company having a product following the quality standard. Examples are 
Celanese, Ecros and other suppliers coming from Japan, Brazil and USA.  

 
When discussing available service with Anthony Shuster, it is constant availability of the 

product at short notice that is most important. Amtrade buys big quantities from Sekab and 
want to be able to pick it up and deliver it to their customers in as few days as possible. 
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Anthony Shuster says that he is pleased with how Sekab has performed this service. The stock 
levels have been increased over the years, but this increase in workload has not been a 
problem as the good contact has been kept. Amtrade has been let down by other suppliers, but 
think that this service level should be handled successfully by all suppliers in general.  

 
Anthony Shuster sees a supplier of ethyl acetate as reliable as long as the ethyl acetate 

bought is kept at the quality standard and the service is maintained at agreed levels. This also 
includes agreed logistic when supplier is delivering the product to the plant. For Amtrade the 
reliability is the most important factor when purchasing and no business can be done with a 
company which is not reliable.  

 
As there is only one grade of ethyl acetate being bought, the product can not be 

customized. The degree of customization when buying ethyl acetate is zero.  
 
The costs that occur when buying ethyl acetate are purchase price, cost of transportation, 

analyzes and documents. When evaluating prices from specific suppliers, Anthony Shuster 
only looks at the purchase price. All other costs are the choice of the buyer. The purchase 
price is only assessed when the reliability factors are accepted, but have to be in line with the 
market price. Amtrade uses long-term contracts when buying ethyl acetate and the purchase 
prices are therefore at a fixed price. Sekab does have a price that is a little higher than other 
suppliers of Amtrade, but is still a preferred supplier due to high reliability.  
 

Anthony Shuster thinks that the customer value Amtrade perceives is mostly based on 
the reliability. It would not matter if the price was very low, if the supplier was not reliable. 
The customer perceived value of buying from Sekab is positive, that is the reason why 
Amtrade buys from them. The same rule applies to the other suppliers that Amtrade is buying 
from.  

5.1.2 Overall Customer Satisfaction 
 

When discussing what Amtrade expects from Sekab, Anthony Shuster says that Sekab 
has been asked to customize some of their processes for Amtrade and this has also been done. 
Examples of things that Amtrade have wanted Sekab to customize for them are the service 
and documents. Anthony Shuster adds that Amtrade only expect things that are possible for 
Sekab to fulfil and therefore it has not been any problem for Sekab to perform the changes. As 
the two companies have worked together for a long time, Anthony Shuster can not think of 
any important things that still need to be changed. One notion is that maybe the connection 
between the storage in Antwerp and the office in Örnsköldsvik could still be improved, i.e. 
that the flow of information and communication between the storage personnel and the 
personnel in Örnsköldsvik was better.  

 
Amtrade expects Sekab to be totally reliable, something that has worked very well 

before. The only problem Anthony Shuster can think of, when Sekab has not been as reliable 
as expected, has been deliveries to Lund. The problem has occurred first and most due to 
changes in personnel at Sekab and Anthony Shuster says that it has not changed his view of 
Sekab as a reliable supplier.  

 
As discussed before, the product on the market has to follow the quality standard, but can 

not be better or worse than others, once approved. Anthony Shuster says that the price level is 
reasonable based on the quality, otherwise he would not buy the product.  
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5.1.3 Customer Loyalty Stages 
 

Anthony Shuster does not think that buying ethyl acetate from Sekab has become a habit. 
He continues by stating that it should never be a habit to buy from a supplier, but instead be a 
decision between the people involved at the company. If a supplier stays reliable and sells to a 
good price over a long period of time, less concern might be given to the decision to buy from 
the supplier.  

 
Because Sekab in the past has fulfilled their promises, Anthony Shuster believes that they 

will do it in the future. This trust would be broken if Sekab at any occasion did not fulfil what 
the company had promised.   

 
Amtrade does not prefer to buy ethyl acetate from Sekab, but will continue to do so. As 

with the question about habit, Anthony Shuster points to the fact that it is business and that 
decisions has to be consciously taken when purchasing.  

 
There are not many possibilities for Amtrade to buy other products than ethyl acetate 

from Sekab, but the two companies are at the moment discussing whether to extend the 
business to one more product. The low possibilities for extensions to other products are due to 
the fact that Sekab produces a limited number of products.  

 
Amtrade is always looking for other suppliers, something that is very easy to do due to 

the limited and easy targeted number of suppliers of ethyl acetate on the world market. There 
is nothing that would make Anthony Shuster stop looking for other suppliers.  

 
Amtrade and Sekab has a long-term contract and therefore also a business relationship. 

Representatives from the two companies meet occasionally to discuss ongoing business and 
plans for the future.  

 
Anthony Shuster says that Amtrade is very willing to give proposals of improvements to 

Sekab. The proposals would be limited to the ethyl acetate business between the two 
companies, for example logistics, as this is what Amtrade do have knowledge about. This 
cooperation by giving proposals is done mutually to help each other improve the business that 
is being done.  

5.1.4 Facets of Switching Costs 
 

When talking about switching costs, Anthony Shuster states that there are not many when 
buying ethyl acetate on today’s chemical market. The only thing a company needs to do when 
switching supplier is to evaluate the ethyl acetate of the new supplier, a quite quick procedure. 
If switching to a company used before, not even this has to be done. There have even been 
occasions when product has been borrowed from other suppliers due to logistical problems.  

 
Anthony Shuster identifies one circumstance that could give Amtrade ‘economic risk 

costs’. The company has back-to-back contracts with their suppliers and if something made 
the company want to change supplier suddenly it could cost to break the contract. The risk for 
this to occur is not high, but it could cost a lot of money. The risks of ‘evaluation costs’ are 
low and they would not cost much money as the limited numbers of suppliers are well known 
on the market. This also makes ‘set up costs’ very low with low risks of occurring. The 
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homogeneous product makes the risk of ‘learning costs’ non-existing. Anthony Shuster 
continues by stating that the ‘benefit loss costs’ most likely would not cost much money, as 
Amtrade probably would not leave a supplier until an equal deal have been set up with 
another supplier. The ‘monetary loss costs’ do not exist and ‘personal relationship loss costs’ 
should not exist as it is business being done. Also the ‘brand relationship costs’ do not exist; it 
does not matter for Amtrade from where the ethyl acetate they use comes.   

5.2 DSM Anti-Infectives Sweden AB 
 
DSM is an international company with about 22 000 employees. The head office is 

located in the Netherlands. The division of Healthcare has about 6 000 employees, of which 
150 work in Strängnäs at DSM Anti-Infectives Sweden AB. In Strängnäs klavulan acid is 
produced, an acid that is used for curing infections together with penicillin when only 
penicillin is not enough to cure the infection. Most of the klavulan acid used in the world is 
produced in the factory in Strängnäs. The product is sold as a powder or solution to different 
pharmaceutical companies world wide. The interview at DSM Anti-Infectives at Strängnäs 
was conducted with Ulla Rettler. Ulla Rettler has worked at the plant in Strängnäs since 1985 
and is now responsible for purchases of raw material and logistics. She started her career at 
sales. As the responsible for purchases it is with Ulla Rettler the contracts between DSM 
Anti-Infectives and Sekab has been written. DSM Anti-Infectives in Strängnäs buys technical 
ethanol (E-99 – the finished product contains 99 percent ethanol) and ethyl acetate from 
Sekab. The two products are used in the down stream process when producing the klavulan 
acid. The finished product does not contain the ethanol or ethyl acetate, but are essential for 
the production. The products of Sekab do not affect the customers of DSM Anti-Infectives as 
the klavulan acid is quality checked before being sold to the customers. Recently Sekab 
decided, at short notice, to stop producing the technical ethanol sold to DSM Anti-Infectives. 
As the two companies still have six months left on the contract for the ethanol, Sekab decided 
to produce enough product to supply the need of DSM Anti-Infectives for these six months. In 
the following presentation DSM Anti-Infectives Sweden AB will be called DSM. 

5.2.1 Customer Perceived Value 
 
When DSM buys technical ethanol and ethyl acetate the bought products has to follow 

the specifications of the raw materials, says Ulla Rettler. This is very important for the 
company and a product not following the specification will not be accepted. Important 
physical attributes are percentage of ethanol, acetone and water. When a truck arrives with the 
product, some parameters, for example identity, are always measured. The pre-cargo list of 
the truck is also checked each time. With the supplier that has been used for a long time, all 
parameters in the specification are only measured once a year and a document valid for the 
whole year is issued. It is important that the physical attributes of the products follows the 
specification as the finished product, and its content, are very strictly controlled and has to be 
accepted, being a pharmaceutical product. Two different kinds of technical ethanol is being 
accepted, fermented and synthetic ethanol, but only one kind of ethyl acetate. Ulla Rettler 
says that she always wants to have at least two suppliers that she can use. Both for the safety 
in case one of them can not deliver and for decreasing the price through competition. The 
qualities of Sekab’s products are very good and the same can be said about the other suppliers 
of both ethanol and ethyl acetate. DSM does not need better quality than what they get and 
worse they can not buy. BP is the competitor of Sekab on both the technical ethanol and the 
ethyl acetate. Another supplier of technical ethanol is Kemetyl.  
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Ulla Rettler says that the most important available service for DSM is that product is 

delivered to them in a few days at short notice. DSM has problems with planning the 
deliveries they need in advance. Ulla Rettler mentions that answering questions about the 
quality of the products received could be needed, but as the specifications are strict it should 
not happen very often. Another aspect, which is not only wished for to minimize delivery 
times, is to have suppliers that are close. Ulla Rettler prefers to buy product from Scandinavia, 
when other conditions are fulfilled. Discussions have been done with DSM in Austria which 
is buying some of the raw materials DSM in Strängnäs is using, but the distance has made it 
non profitable to co-work the purchases. One other supplier can deliver the technical ethanol 
to DSM in shorter time than Sekab. Ulla Rettler states that this is not necessary for DSM and 
is therefore not considered being an important aspect when choosing supplier.  

 
According to Ulla Rettler, reliability is very important. The product needs to be delivered 

at the correct time, in correct quantity and in a short notice. Sekab has been more reliable than 
the competitors, probably due to the good dialog that exists between the two companies. Ulla 
Rettler is very pleased with the personnel at Sekab, even though there has been a big change 
of personnel the last years. Ulla Rettler adds that as it is very hard to change the quality of a 
product, which also gives restrictions when wanting to change supplier. The product of the 
supplier has to be tested and accepted before they can deliver. This means that it is best for 
DSM to use the same supplier the whole time. The company prefers to pay a little more if the 
supplier is reliable.  
 

When discussing customization Ulla Rettler says that this is not very important for the 
ethyl acetate being bought. The product is not customized for DSM and is not needed to be it 
as long as it follows the existing specifications. The technical ethanol is customized and it is 
very important the product follows the special specifications from DSM. If DSM does not 
receive their specific product it will not be bought. Compared with other suppliers, the 
technical ethanol of Sekab has the same degree of customization.  

 
The costs for DSM when buying technical ethanol is purchase price and analyses. If there 

is a problem with the quality this will also become a big cost. One way of saving costs on 
ethyl acetate deliveries is the company’s big storage facilities for the ethyl acetate, which 
minimizes the number of deliveries the company needs and thereby the costs of analyzing the 
received product. As mentioned before, two different kinds of technical ethanol can be 
bought. It is the price that is the deciding factor when choosing between the two different 
kinds, but only after that quality has been approved. Price and delivery terms are always 
negotiated. Sekab has had a good price when selling the products and has often been the main 
supplier. The biggest problem that has occurred has been trucks arriving with not accepted 
pre-cargo lists. The trucks were then not allowed to discharge their cargo. This problem seems 
to have been solved and has not happened with the deliveries done by Sekab for the last 
period of time.  

 
Ulla Rettler thinks that the customer perceived value of buying both ethyl acetate and 

ethyl acetate is positive. Sekab has often provided a higher value than the other suppliers.   

5.2.2 Overall Customer Satisfaction 
 
Ulla Rettler does not expect Sekab to customize many things for the ethyl acetate. As 

mentioned before the product does not need be customized. Something Sekab has customized 
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is that the company deliveries the ethyl acetate to DSM within 48 hours. The technical ethanol 
is expected to be customized exactly as the specifications say. These deliveries should also be 
done within 48 hours. Sekab is doing what Ulla Rettler expects the company to do.  

 
DSM has been very pleased with Sekab before and has seen the company as very 

reliable, says Ulla Rettler. When Sekab decided to stop producing the technical ethanol, at a 
very short notice, things changed. Sekab did not do what was expected of the company. Ulla 
Rettler had expected Sekab to continue supply the product as long as the contract lasted and 
probably prolong it. As it was not confirmed until three to four weeks later that Sekab would 
fulfil the contract, measures had already been taken. Ulla Rettler was disappointed of the short 
notice and bad feed-back. What have happened with the technical ethanol has also made Ulla 
Rettler insecure about what to expect for the ethyl acetate. A back-up will be even more 
important as anything can happen. If everything is handled as it was before, probably the 
expected reliability for Sekab will increase again.  

 
For both the technical ethanol and ethyl acetate DSM has been provided the quality they 

needed at a competitive price from Sekab. They hope that this will stay the same in the future 
for the ethyl acetate.  

5.2.3 Customer Loyalty Stages 
 

Ulla Rettler believes that it has become a habit to buy from Sekab. Sekab has been the 
supplier of DSM since the 80s and over the time the habit has evolved. Something that could 
have made DSM stop buying the ethyl acetate was the disappointment after Sekab had 
stopped to produce the technical ethanol.  

 
A couple of months ago Ulla Rettler was sure that Sekab would always fulfil their 

promises. Now this is not so certain any longer, but Ulla Rettler wants to believe that she still 
can trust that Sekab will do what has been promised for the ethyl acetate.   

 
DSM prefers to buy from Sekab, as long as the price is right. The company as been the 

main supplier on several occasions during the last years. A too high price would make DSM 
stop buying from Sekab and instead look for another supplier being able to provide for a 
better price.  

 
Ulla Rettler does not know about any other product that Sekab produces which DSM 

needs. If the company would need a product that Sekab might be able to produce she would 
ask Sekab if the company would be able to produce it.  

 
DSM does not look for other suppliers actively as this is a big cost for the company. But 

there is always at least one other company that can deliver to the company and Ulla Rettler 
keeps herself updated through other DSM plants.  

 
DSM and Sekab have a business relationship. DSM has had Sekab as their supplier for 

many years and has at the moment contract on both products bought. The ethyl acetate 
contract expires in March, but Ulla Rettler expects it to be prolonged.  

 
Ulla Rettler says that she and the rest of DSM gladly give suggestions of improvements 

to Sekab. Ulla Rettler experiences it as giving and taking and with Sekab being a business 
partner, DSM would only loose on not helping Sekab. Ulla Rettler can only think of one 
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useful improvement that DSM has helped Sekab with; that is supporting Sekab when 
combining different cargoes on the same truck.  

5.2.4 Facets of Switching Costs 
 

When asking Ulla Rettler to discuss the switching costs existing on the market where she 
makes her purchases, the primary costs she thinks of are the costs for evaluating a new 
supplier to make sure the product is accepted. The actual money it would cost depends on the 
product being evaluated. The risks that Ulla Rettler brings up are dirty trucks, wrong hoses 
and other things that a totally new supplier could do mistakes with.  

 
Ulla Rettler does not think that there is a big chance that any ‘economic risk costs’ would 

occur when buying either technical ethanol or ethyl acetate. The throughout process of 
accepting a new supplier minimizes this risk. The ‘evaluation costs’ are big and do always 
happen when using a new supplier. Also the ‘set up costs’ exists. The actual cost is not very 
high, but it takes time. Arranging all the documents is a typical ‘set up cost’. The ‘learning 
costs’ existing are for example the dirty truck and wrong hoses already brought up by Ulla 
Rettler. These are not seen as a big cost and should not occur more than one time, if at all. As 
the prices are already as low as they can be, Ulla Rettler does not think that DSM would lose 
any benefits when switching supplier and therefore the ‘benefit loss costs’ are non-existing. 
Because the products bough are always to be the same, neither any ‘monetary loss costs’ 
exist. What can be used for one supplier’s product should also work perfect for another’s. The 
‘personal relationship costs’ do exists according to Ulla Rettler, but are never the deciding 
factor. If benefits versus costs are 50/50, the personal relationship can be the deciding factor. 
No ‘brand relationship costs’ exists on the market.  

5.3 Levol Oljan AB 
 

Levol Oljan AB is a small oil and chemical company located in the industrial harbour of 
Gothenburg. The company is a local company, distributing their products in a radius of 
approximately 300 kilometres from Gothenburg. Levol Oljan AB has existed in its present 
form since the 1970s and has seven employees. The four main areas in which Levol Oljan AB 
operates are fuel- and diesel oils used for heating, ethanol used for geothermic heating 
systems, lubricates and glycol products, and chemicals for vehicles. The company buys two 
different kinds of technical ethanol blends from Sekab, windshield cleaner and Thermol. The 
Thermol is sold to well drillers and ‘Heating, Ventilation and Sanitation’ companies and is a 
one time product used when installing geothermic heating systems in a household. The 
windshield cleaner is sold to haulage contractors, car repair shops and other distributors, for 
example gas stations. Levol Oljan AB works as a distributor and only package the products 
they sell. As the products are not processed in any way, the qualities of Sekab’s products are 
directly affecting the customer’s of Levol Oljan AB. Levol Oljan AB buys approximately 
1000-1500tons per year per in total of the two products. The Thermol sales correspond to six 
to seven percent of the total turnover of Levol; while the windshield cleaner corresponds to 
three to four percent. The windshield cleaner is a seasonal product, mostly sold in the winter, 
but with a very good prognosis for the next years. The Thermol is very popular at the 
moment, but will only be used as long as new geothermic heating systems are being installed. 
The market for this product is expected to almost expire in three to four years. The interview 
at Levol Oljan AB was conducted with Torgny Thim and Pelle Pousard. Pelle Pousard is the 
Manager of the company and is also responsible for the sales. Torgny Thim is responsible for 
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the daily work of the personnel and the purchases being done. In the following presentation 
Levol Oljan AB will be called Levol. 

5.3.1 Customer Perceived Value 
 
When buying Thermol, Thim and Pousard say that the most important physical attributes 

are that the product should contain a high percentage of Swedish ethanol and can not exceed 
the maximum level of IPA11 accepted. Except the fact that the ethanol should be Swedish it 
should also be produced from biological sources, for example forest products. The local 
governments demand that the product has to be recyclable. The environment and health 
aspects are very important as the product can leak out into the groundwater. IPA is believed to 
give taste to the water. Thim and Pousard say that Levol can not charge a higher price for the 
products which are following the requirements from the government, as the customers do not 
want to pay more for a better quality. The product does what it is supposed to, independent of 
quality.  

 
The two main things that are important for the windshield cleaner is that it can not smell 

and has to make the windshield clean. Thim and Pousard point out that Sekab’s windshield 
cleaner is the first one that does not smell at all. Other products have smelled ether or alcohol 
and experiments with adding aroma has given bad results. Some of the final customers using 
this product are busses and ambulances, which makes the non-existing smell even more 
important. Also the freezing point is important, something the final customers do measure. 
Thim and Pousard feel that neither this product is differentiable. A last physical attribute is 
the colour of both products. Sekab colours the products before delivering them to Levol. 
There has been, and still are, problems with this which makes the customers of Levol Oljan 
AB worried even though the quality is always the same.  

 
Levol has only used one other supplier for the windshield cleaner the last years, which is 

Fred Holmberg (at the moment Sekab is the only supplier for both products). Thim and 
Pousard think that Sekab’s windshield cleaner is better than the other suppliers’ as the quality 
is always very good. Levol has only bought Thermol from Sekab and when Levol has been 
offered better prices from competitive suppliers, Sekab and Levol has decreased their margins 
to be able to continue their businesses.  

 
The main service that needs to be available when buying Thermol and windshield cleaner 

is fast deliveries in short notice, says Thim. Levol does not have big storage facilities but sell 
big quantities of the two products. Because the company usually needs one delivery each 
week, Thim and Pousard have made it into a habit to order the products each Thursday and 
receive them each Tuesday. Sekab has promised to deliver the products within 72 hours. The 
two products are combined on the same truck during the winter and when the season for 
windshield cleaner is over Levol instead buys a full truck of Thermol each week. Another 
aspect that is brought up about the available service is that there always is someone at Sekab 
that can answer questions. Both product questions and questions about exactly when a truck 
will arrive. It is very easy to communicate with Sekab, says Thim. Someone always needs to 
wait for and discharge the trucks arriving and this exchange of information has worked better 
with Sekab than other suppliers.  

                                                 
11 IPA is one of the denaturising chemicals used in the ethanol blend. The product is mixed with the 

ethanol to prohibit people drinking the ethanol blend and get poisoned. IPA makes people vomit when drinking 
it. 
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The main factor that makes a company reliable is that the company keeps what it has 

promised, says Thim. The company should never take chances and the quality has to be good. 
If the production is placed in Sweden the supplier feels more reliable than with an importer. 
This is based on earlier experiences with the windshield cleaner. When the supplier was an 
importer the product varied much more in quality. Thim and Pousard say that it is hard to say 
if the reliability or price is more important. If the quality is not kept, the product could no 
longer be sold as the high quality product it is being sold as today, but the price still needs to 
be reasonable. If the high quality product could not be bought at a reasonable price, maybe a 
low-price alternative would also be used, to let the customers chose if they want to pay for a 
better quality. Levol is today trying to make their customers notice that the qualities of the 
products are always as good as they are. When looking at the two different products, it is at 
the moment the reliability of the windshield cleaner that is most important as the customers of 
this product would notice a difference if the quality was bad. Except always keeping a good 
quality, Thim and Pousard think that Sekab is more reliable than others as the product always 
arrives in time.  

 
The Thermol that Levol buys from Sekab is customized. Geotech, a Geothermic 

organisation, developed a new standard a couple of years ago which recommended that the 
product would contain less IPA and more ethanol. Levol made a request to Sekab, asking if it 
was possible to produce this new quality. Sekab agreed, and after acceptance from Medical 
Products Agency, the new product was produced and sold to Levol. The windshield cleaner is 
not customized and Thim and Pousard do not know how it could become it. When discussing 
between them selves, Thim and Pousard agree that maybe it would be worth to make tests to 
develop a new better windshield cleaner. This would make it possible to leave the low price 
market and differentiate the product. If this ever happened, Levol would ask Sekab to make 
the new product.  

 
The costs that occur when buying windshield cleaner and Thermol are purchase price, 

discharging trucks at plant, packing the products and distribution to customers. Levol do not 
analyze the products, but does sometime check the freezing point of the windshield cleaner. 
The costs are more or less the same between different suppliers. The total cost of buying 
Thermol could be lower if Sekab would delivery the product directly to the customers of 
Levol, instead of Levol doing this. Thim and Pousard say that Levol prefers to take this cost 
as it gives the company more control over the customers and also increases the value they 
give to them.  

 
Thim and Pousard think that the value of buying both windshield cleaner and Thermol is 

positive. The value should be higher when buying from Sekab compared to other suppliers, as 
Levol has chosen to do that. Thim and Pousard add that this could change if the purchase 
price was increased. Levol has a big problem with selling this commodity product for a higher 
price to their customers.  

5.3.2 Overall Customer Satisfaction 
 

According to Thim, Levol does not expect Sekab to customize their products in any high 
degree. If realistically requests are done, Levol expects Sekab to do it, but the company do not 
expect Sekab to do everything. Levol expects Sekab to fulfil the realistically requests to keep 
the company as customer. When looking at the Thermol, Sekab did what Levol asked them to 
do. Levol would like to have a discussion about the windshield cleaner to see if it would be 
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possible to work something out. Neither with the processes Levol expects Sekab to customize 
anything special for the company.  

 
Levol do expect Sekab to be reliable but only get what they expect to 90 percent says 

Thim. It is the colouring of both products that makes the reliability less than the expected. At 
one occasion the Thermol had the wrong colour, something that was changed by Sekab 
immediately when told. The new problem with the colouring is that the windshield cleaner 
has different shades of its colour in the bottom and top of the tanks. When packed, product 
from different levels of the same tank has different shades of the colour. Thim and Pousard 
believe that this is a problem that Sekab has and that it is hard for the company to solve the 
problem. Still Levol expects the colouring to improve so that the company gets what it 
expects.  

 
The products that Levol buys should not become more expensive. Levol would prefer to 

keep the quality and price at today’s level, but have been warned about an increase of price in 
the near future. The thing that should be changed regarding the price is the information. Thim 
and Pousard believe that they know the reason to why the price will be increased, but this 
happened in December (taxes on imported ethanol). Preferred would have been if Sekab at 
that time had informed Levol that because this happened, the price would be increased within 
the next few months. Now Sekab was quiet for one moth, and then suddenly said what would 
happen. If informed earlier, it would be easier to change the price to Levol’s customers, using 
the same reason.  

5.3.3 Customer Loyalty Stages 
 

Because Sekab has sold the correct quality, at regular basis, at a reasonable price it has 
become a habit to buy from them, says Thim. Each Thursday Sekab is called to make the 
order and in case Thim forgets, someone at Sekab usually calls him to ask if Levol needs the 
regular delivery. If the price is increased, more thought will be put into who Levol buys from, 
but as everything else works well, it saves a lot of work for Levol to keep Sekab as the 
supplier.  

 
Thim and Pousard are not sure that Sekab will fulfil their promises. They think that they 

know too little about Sekab to be really sure about this. A new owner could decide that the 
products should not be sold or could decide to sell on other bases then today. If the dialog 
between Sekab and Levol was increased and Levol would be informed about what is 
occurring at Sekab, the trust would increase. An increased cooperation, with shared goals and 
a price that would maximize both companies’ profits on the market would also make it easier 
for Levol to believe that Sekab will fulfil their promises.  

 
Levol prefers to buy from Sekab. Sekab delivers what is ordered, is easy to communicate 

with and feels like a good supplier as the two companies have a good relation. Other suppliers 
used earlier have not delivered what was ordered. Levol does not have the possibility to 
receive vessel loads of product and does only want to be a distributor, something that fits very 
well with how Sekab works. Things that would make Sekab not to be the preferred supplier 
are deliveries that does not work, high employee turnover and other changes in how Sekab 
work.  

 
Thermol was the first product that Levol bought from Sekab. About one year ago Levol 

had problems with their supplier of windshield cleaner. At the same time, the sales person at 
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Sekab tried to make Levol buy the windshield cleaner from Sekab instead. This worked and 
now Sekab is the only supplier of the windshield cleaner also. Levol does not know if Sekab 
is selling any other products that the company can buy. Thim and Pousard say that they need 
more information about the products of Sekab, but it is possible as some of Levol’s customers 
are in the industry segment where ethyl acetate is used.  

 
Levol does not actively look for other suppliers. Thim and Pousard say that they know 

how the market looks like and that there are not that many suppliers. Usually companies who 
want to deliver contact them. If the deliveries of Sekab suddenly did not work, if fast changes 
in personnel or other changes in how Sekab work happened, Levol would contact the known 
suppliers first. If not pleased with what was offered, a wider and more active search would be 
conducted.  

 
According to Thim, Levol wants to cooperate with Sekab. When Sekab had many small 

deliveries to gas stations in the Gothenburg area, Levol used to accept to receive product so 
that Sekab could fill up the truck. Levol would like to communicate with Sekab to build up a 
long-term relation. By analysing the market of the windshield cleaner, the two companies 
could make market strategies together. Thim and Pousard add that they would like to know 
how Sekab sees the company as a customer, if Sekab would be interested in a long-term deal 
or only sells because the price happens to be right.  

 
Thim and Pousard think that it is very easy to communicate with and give suggestions of 

improvements to Sekab. The only thing Thim and Pousard can think of at the moment is the 
colouring of the product.  

5.3.4 Facets of Switching Costs 
 
There are not many switching costs on the Thermol or windshield cleaner markets. The 

biggest risk for Levol is the scenario when the company would be forced to buy bigger 
quantities of the products. If no other supplier would want to sell in as small quantities as 
Sekab does, Levol would have to buy the products directly from importers by shipload. This 
would increase the storage costs and give liquidity problems. As the Thermol only has some 
years left, it would be extra risky to invest big money in that product.  

 
The ‘economic risk costs’ could, as mentioned above, cost very much, but the likelihood 

of occurring is very low. It is easy to find and evaluate new suppliers and would not cost 
much, therefore the ‘evaluation costs’ are low. Neither the ‘set up costs’ would generate high 
cost. The labels and safety data sheets would have to be changed, but nothing else. As the 
products needs to work in the same way as the one of Sekab, there would not be any ‘learning 
costs’. The biggest benefits with buying from Sekab have been that it has worked very well 
and now is handled by an easy routine. If changed to another supplier, the routine would have 
to be built up again. Levol is a small company and it is a big benefit if things work by them 
selves. Another benefit that Levol finds with Sekab is that the company does not want to 
retail. If asked to supply small quantities of Thermol or windshield cleaner, Sekab always 
directs to Levol. This mean that the ‘benefit loss costs’ would be big and cost money. 
‘Monetary loss costs’ does not exist. The ‘personal relationship costs’ are big, but would not 
cost much money. Thim and Pousard do not think that the ‘brand relationship costs’ exist for 
the windshield cleaner, but is more insecure about the Thermol. They do not expect that the 
customers notice the name of the product, only that it is bio-ethanol, but maybe they do.  
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5.4 Perstorp Speciality 
 

Perstorp Speciality belongs to the Perstorp group. The plant is situated in Perstorp, 
Sweden and is the first Perstorp plant, built in 1881. Perstorp Speciality it today a pure 
chemical company, with a turnover of approximately 6,5 billion SEK. The whole Perstorp 
group has 1700 employees with factories all over the world. Except the three factories in 
Sweden, Perstorp has one factory in Germany, Italy, Belgium, India, South Korea and two in 
the USA. Perstorp Speciality produces pentaerythritol, a chemical made of formalin, sodium 
hydroxide and acetaldehyde. The world production of pentaerythritol is 300 000tons per year, 
of which the Perstorp group produces 100 000tons. Perstorp Speciality in Perstorp produces 
40 000tons, with a rate of 125tons per day. The acetaldehyde is 36 percent of the finished 
pentaerythritol and stands for the highest cost. Perstorp Speciality buys all the acetaldehyde it 
uses from Sekab and also the factory in Germany buys as much as Sekab can deliver. The two 
companies have a five years contract that regulates volumes, prices and other details. The 
acetaldehyde is in the production of pentaerythritol mixed with the other two products to 
create a new product. The acetaldehyde bought should follow a specification, but the product 
can sometimes be used in the production also when it is out of the specification. This change 
in quality can never be transferred to the customers of Perstorp Speciality. The main 
customers are print- and colour manufacturers, for example Akzo Nobel, DSM and Arizona. 
The interview at Perstorp Speciality was conducted with Lennart Ottosson. Lennart Ottosson 
has worked at Perstorp since 1984 and switched to the chemical part in 2000. In 2001 he 
became the purchasing manager at Perstorp Speciality and is since two years also responsible 
for the purchases at Stenugnsund. In the following presentation Perstorp Speciality in Perstorp 
will be called Perstorp.    

5.4.1 Customer Perceived Value 
 

The acetaldehyde that Perstorp buys has to follow a specific purchase specification. For 
example is the minimum percentage of acetaldehyde in the product 99 percent. Also Perstorp 
is selling their finished product against a specification. Acetaldehyde can be generated from 
both ethylene and ethanol, but the source of acetaldehyde is not important for Perstorp. If 
something is wrong with the raw material when producing pentaerythritol this can affect the 
final product and might cost Perstorp much money. At the moment the process of producing 
pentaerythritol works very well and Lennart Ottosson hopes that nothing will disturb this. It is 
very rare that the acetaldehyde bought does not follow the specification, but on one occasion 
it has happened that Sekab had problems with the quality. Sekab did then ask Lennart 
Ottosson if he could accept the product and the technicians at Perstorp checked the quality 
and decided to accept it. The main supplier of the pentaerythritol plant in Germany is 
Celanese. It is also possible for Celanese to supply the plant in Perstorp as the company has 
available capacity. Lennart Ottosson does not know of any occasion when the product of 
Celanese has been outside the specification. In total there exist five suppliers of acetaldehyde 
in Western Europe, but only Sekab and Celanese are supplying Perstorp at the moment.  

 
The most important available service for Perstorp is that the supplier has to be able to 

follow the plan for deliveries that Perstorp sends to the supplier. Perstorp can only store 
123tons, but has a daily usage of 45tons of acetaldehyde. The rail wagons used for deliveries 
usually contains 55tons each. If the plant runs out of raw material and has to close down, the 
costs are very high. Lennart Ottosson does not think that Perstorp need any service in the 
form of support. The plant has own chemists that are experts on the products and processes. 
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The available service is equal between Sekab and Celanese, but is has been close that Sekab 
did not deliver at one occasion. Lennart Ottosson says that he was very nervous at that 
occasion and almost arranged deliveries from Celanese to Perstorp.  
 

Lennart Ottosson sees a supplier as reliable if the supplier delivers according to the plan 
and if the responsible person at the supplier is trustable. Because Perstorp and Sekab have a 
contract regulating all details, Lennart Ottosson knows that Sekab will do what the company 
has promised. Lennart Ottosson says that he also trust Celanese. There have never been any 
problems with the company and also Perstorp and Celanese have a contract.  Lennart 
Ottosson gives an example of a supplier which broke his trust and no longer could be seen as 
reliable. Because the costs are so big if the product is not delivered, Perstorp can not buy from 
a supplier that is not reliable.  

 
Lennart Ottosson says that the acetaldehyde Perstorp buys can not be customized. It is 

regulated by the specification and can not be more optimized then what it is. The degree of 
customization when buying acetaldehyde is zero.  

 
Normally when buying acetaldehyde it is the purchase price that is important. The big 

difference for Perstorp occurs if the quality of the product is bad. A product with low 
percentage of acetaldehyde could be used, but the exchange in the process would be lower 
and not as much pentaerythritol would be produced. The total cost of buying from Sekab is 
lower than when buying from Celanese as Celanese can sell the product for a lower price. 
Sekab’s acetaldehyde is based on ethanol, while the acetaldehyde of Celanese is based on 
ethylene which comes from crude oil.    

 
According to Lennart Ottosson, the perceived value when buying acetaldehyde is 

positive. As Sekab can provide the same product at the same delivery terms as Celanese, but 
to a lower price, Perstorp would like to buy more of Sekab’s product to the plant in Germany.  

5.4.2 Overall Customer Satisfaction 
 

Lennart Ottosson does not expect Sekab to customize either product or processes when 
selling to Perstorp. The product can not be customized and the processes are standard.  

 
The expectations Lennart Ottosson has on Sekab regarding the reliability are very high. 

Lennart Ottosson expects Sekab to be totally reliable and also thinks that the company is so. 
The two companies have worked together for a long period of time and the communication 
between the managers is good. Sekab also presents itself as a serious company, which should 
mean that so is the case. Lennart Ottosson does not expect anything else than what he gets 
from Sekab, but was worried on the occasion when Sekab had problems delivering. Lennart 
Ottosson adds that Sekab knows that the company is the only supplier to Perstorp and 
believes that Sekab will do its outmost to stay reliable.  

 
The price Perstorp pays for the acetaldehyde is reasonable, otherwise the contract would 

not have been done. Lennart Ottosson thinks that Perstorp is a satisfied customer and that 
nothing needs to be changed.  

5.4.3 Customer Loyalty Stages 
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Because Perstorp and Sekab have a five years contract, it has become a habit to buy from 
Sekab, says Lennart Ottosson. If Sekab for some reason could not deliver this would break 
both the contract and the habit.  

 
Lennart Ottosson believes and trusts that Sekab will keep their promises. The contract 

amplifies this as it would cost Sekab very much money to break the contract.  
 
Perstorp prefers to buy from Sekab as the company has the correct product, to the correct 

price and with the correct delivery terms. If any of these things would disappear, Sekab would 
no longer be the preferred supplier.  

 
Perstorp has on some occasions bought acetic acid from Sekab. The quantities were small 

and Sekab not longer sell the product due to the market situation. Except the acetaldehyde and 
acetic acid, there are no other products that Sekab produces and Perstorp needs. Lennart 
Ottosson does not think that Sekab will start producing anything else Perstorp uses in the 
production.  

 
Perstorp does not actively look for other suppliers, but Lennart Ottosson is aware of the 

five existing. Because they are so few and Perstorp is pleased with the suppliers they use, an 
active search is not necessary.   

 
Lennart Ottosson thinks that Perstorp and Sekab have a business relationship. Perstorp 

has a big need for acetaldehyde and Sekab wants to sell the product. The contract contains a 
clausal which extends the contract with two years, each December the year before the contract 
expires. This means that the two companies can continue on the same contract for as many 
years as they want. Because the two companies have this contract, Lennart Ottosson does not 
think that the relationship will be broken in a long time.  

 
Perstorp does gladly bring up suggestions of improvements to Sekab. The suggestions 

will probably not be on the product, but instead on for example railway wagons and other 
delivery matters.  

5.4.4 Facets of Switching Costs 
 
When switching supplier, the most important aspect for Perstorp is if the new supplier 

has a product with the correct quality. If, for example, the percentage acetaldehyde is not high 
enough, the exchange in the production will not be the same. Other aspects are price, delivery 
terms and terms of payment. Lennart Ottosson says that all factors that can change have to be 
looked at. This means that the total cost of ownership for the former and potential new 
supplier are evaluated. The cost of evaluating a new supplier is not very high, even not when 
test has to be run in the laboratory. If switching supplier, it is more important to find a good 
supplier than the costs of evaluating them.  

 
If Perstorp plant in Perstorp could no longer have Sekab as their main supplier, this 

would not really give the plant any switching costs says Lennart Ottosson. Perstorp in 
Germany already has a contract on a product with good quality and good connections with 
Celanese, which has excess capacity. It would therefore not be any problems for Perstorp to 
switch to this supplier. This means that no ‘economic risk costs’ exist. Because Celanese is 
already known to the company, neither ‘evaluation costs’ are applicable. When/if doing this 
kind of evaluations, Perstorp uses a standard sheet that the supplier has to fill out, containing 
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questions about ISO, organization, turnover etc. ‘Set up costs’ would only occur if a supplier 
with a different quality would be used, something that has a very low likelihood. The same 
applies to the ‘learning costs’. ‘Benefit loss costs’ could exist, but Lennart Ottosson thinks 
that neither this cost would have an impact. ‘Monetary loss costs’ does not exist and ‘personal 
relationship costs’ will not affect. No brand exists and therefore neither any ‘brand 
relationship costs’.  
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6 DATA ANALYSIS 
In this chapter the collected data will be analyzed. After a quick repetition of how the 

interview questions were build up, each case has been analyzed through a within-case 
analyze. This is followed by a cross-case analyze, comparing the result of the different cases 
with each other. This has been done to try to answer the research questions and evaluate the 
research problem. 
 
Introduction 
 

When comparing the collected data with the theory it is important to remember how the 
different interview questions have been built up and how the answers of the questions will 
help answering the research questions and evaluate the research problem. All the customers 
have had Sekab as one of the main suppliers and the questions have tried to measure what the 
customer thinks of the value, satisfaction and loyalty Sekab gives. The questions have also 
tried to estimate the switching costs on the market where the two companies meet.  

 
The customer perceived value is seen as the perceived benefits, attributes and indictors of 

quality, minus the perceived costs (Monroe, 1991; Ravald & Grönroos, 1996). The attributes 
have been measured as physical attributes and available service. Reliability and customization 
have been indicators of quality. The benefits the customer has perceived have been seen as the 
available attributes in relation to the use of the product and the quality of the product bought. 
The customers discussed all these factors with Sekab in mind.  

 
According to Fornell et al (1996), overall customer satisfaction can be seen as the sum of 

customer expectations, perceived quality and perceived value. The customer’s expectations 
have been measured as expected customization and reliability. The perceived quality has been 
seen as the customization and reliability the customer perceives. The customer perceived 
value was in this section measured as price versus quality. 

 
The customer loyalty stages, discussed in the literature review, have been divided into 

seven questions, belonging to three of the four different stages. The first two questions 
belongs to the second stage, the trust and buying repetition stage, the three middle questions 
belongs to the mental loyalty stage and the last two questions belongs to the last stage, the co-
operative loyalty stage. The satisfaction and trust stage has not been measured as contact has 
been established since many years and all customers already trust Sekab enough to continue 
doing business.  

 
The total customer switching cost on the market is measured by adding the eight facets of 

switching costs, developed by Burnham, Frels and Mahajan (2003). The eight stages were 
divided into three groups; procedural switching costs, financial switching costs and relational 
switching cost. Each stage has been evaluated and estimated by the customer. 

6.1 Within-case analysis of Amtrade International PLC 

6.1.1 What customer value does Amtrade perceive? 
 
The ethyl acetate that Amtrade buys has to follow the same standard as all products on 

the market. Product is either approved or not, something that is being tested when trucks 
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arrive at plant. Odour is a clear sign of bad quality. There have not been any problems with 
the ethyl acetate Sekab supplies to Amtrade and the company is therefore pleased with the 
physical attributes of Sekab’s product. According to the manager at Amtrade, the physical 
attributes can not be improved in any way. As it is not a big problem to keep the quality 
standard used for ethyl acetate in the laminating industry, it is hard for suppliers to 
differentiate in any way. A better product does not increase the perceived value. The well-
known and used standard also makes it easy for new suppliers to enter the market and the risk 
for a company wanting to buy on spot should be low. It does not seem like Sekab can do any 
changes regarding this factor.  

 
The most important service attribute is constant availability of product. Amtrade buys big 

quantities of product for several plants and need to know that there will always be product 
available. Sekab has been able to keep this service at a very high standard. This is a factor on 
which it is possible to differentiate for a supplier. By supplying better than many other 
suppliers and making sure that Amtrade always get the product the company needs, the value 
perceived by Amtrade increases. As Amtrade is pleased with how Sekab has fulfilled this 
service attribute, it is important for Sekab to continue doing so. A good idea in a situation like 
this to find new solutions for improving the service attributes even more. It seems like the 
total attributes that Sekab offers to Amtrade when buying ethyl acetate is good compared to 
the use of the product. The attributes level of today should be kept, but does not need to be 
improved promptly. The attributes does have a high impact on the total customer perceived 
value.  

 
The purchaser at Amtrade sees reliability towards Amtrade as product kept at the quality 

standard and service maintained at agreed levels. It would cause Amtrade a lot of problems if 
any problem with these factors occurred. The reliability is even said to be the most important 
factor in total, something Sekab has succeeded in offering. The reliability is also a factor on 
which it is possible to differentiate the company from other suppliers. Companies only selling 
on spot are not likely to be as reliable and are usually seen as low cost alternatives linked with 
increased risks.  

 
The ethyl acetate bought can not be customized. The product Sekab sells fits the standard 

on the market, which Amtrade buys from. As the customization does not exist and is not 
needed, this factor can not be used by Sekab as an advantage. Even if the customization is not 
an adding factor in the total indicators of quality, the indicators are important for the total 
customer perceived value. Sekab succeeds well in satisfying the quality needs of Amtrade.  

 
The costs that face Amtrade when buying ethyl acetate are purchase price, cost of 

transportation, analyzes and documents. By using long-term contracts, the purchase prices are 
kept at a fixed level. Sekab is a little more expensive than other suppliers, but is still kept as 
one of the main suppliers. The primary reason for Sekab being more expensive than Celanese 
is the location. Celanese produces much higher quantities of the product, which gives a bit 
lower cost of production, but is also situated in the centre of Europe. Sekab has to transport 
the raw material to the north of Sweden and then the ethyl acetate back to Europe. Sekab has 
decreased the costs by using storage facilities in Antwerp. This allows much bigger quantities 
to be moved. The costs do not have a high impact when buying ethyl acetate, but have to be in 
line with the market price. In a case when the supplier can not lower the purchase price more 
for its customer, the company could try to find other costs to save for the customer. Ravald 
and Grönroos (1996) states that ways of reducing the sacrifice for a customer are lowering the 
price or increasing the ease of the purchase. Sekab could look for these other costs that would 
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reduce the sacrifice for Amtrade, but as the costs are not the factor with most impact, more 
effort should probably be given to earlier mentioned factors. 

 
The customer perceived value of buying ethyl acetate is positive according to the 

purchasing manager at Amtrade. This applies to all the suppliers that Amtrade uses. The 
purchasing manager also says that it is reliability that is the most contributing factor to the 
customer perceived value. This is supported by the fact that problems with reliability would 
cause big problems for the company and is an important aspect when choosing supplier. The 
importance of a reliable supplier was repeatedly stated by the manager. As all the attributes 
and the indicators of quality were perceived positively, the customer perceived value of 
Amtrade is positive. Obviously the costs are not even considered if the supplier is not reliable 
and Sekab, which causes a higher cost for Amtrade, is still kept as one of the preferred 
suppliers. When having a customer as Amtrade, it is important to keep the standards as they 
are the reason for why the company buys from the supplier. A reduction in price could make 
Sekab become the main supplier, but it is not likely that it is possible.  

 
Customer value is necessary when wanting a leadership position in the market (Day, 

1990). In the literature review, four consumer definitions of product value developed by 
Zeithaml (1988) were brought up:  
 

- value is low price 
- value is what the customer wants in the product 
- value is the quality the customer gets for the price he pays 
- value is what the customer gets for what he gives (Zeithaml, 1988). 

 
From Amtrade’s point of view, it seems like ‘value is what the customer wants in the product’ 
fits best. But perceived value is subjective and is different from person to person and can also 
differ on different occasions for the same person (Zeithaml, 1988). 

6.1.2 What Overall Customer Satisfaction does Amtrade get? 
 

As the ethyl acetate Amtrade buys can not be customized, the purchaser at Amtrade does 
not expect anything regarding the customization of the product. Amtrade has earlier expected 
Sekab to do some customizations for the process of selling the product, which has been done. 
Examples are service and documents. The customization perceived is the expected. This 
means that the outcome of the customization is non-negative. 

 
Amtrade has very high expectations of Sekab regarding the reliability. Only one thing 

has not worked as expected, deliveries to Lund where Sekab arranges the transport. Other 
than that, Amtrade thinks that Sekab is doing everything that is expected from the company. 
Also the outcome of the reliability is non-negative. 

 
The quality versus price is only counted as available price for the standard quality, as the 

product is only seen as approved or not. The price Amtrade pays for the product is reasonable. 
Amtrade has a positive perceived value when buying ethyl acetate from Sekab. 

 
Overall customer satisfaction is the sum of expectations, quality perceived and the 

perceived value (Fornell et al, 1996). The customer satisfaction that Amtrade perceives is 
positive as none of the factors is negative, but one is positive. By looking at the different 
performance attributes by Dutka (1994), see table 10, it will be possible to evaluate what 
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qualities of a supplier that are important to Amtrade.  
 
Tab. 10: Examples of performance attributes. 
Performance attributes related to: 

product service purchase 
value-price relationship guarantee or warranty courtesy 

product quality delivery communication 

product benefits complaint handling ease or convenience of 
acquisition 

product features resolution of problems company reputation 
product design   company competence 

product reliability and 
consistency     

range of products and 
services     

Source: Dutka, 1994, “AMA Handbook for Customer Satisfaction: A complete Guide to 
Research, Planning & Implementation”. 

 
Of the products attributes ‘product quality’ and ‘product reliability and consistency’ 

seems to be most important to Amtrade. This is based on the fact that reliability and product 
quality were the factors brought up as very important by the manager at Amtrade. The other 
factors belonging to the products attributes were either not existing or not important. Of the 
services attributes none seems extra important to Amtrade. For example delivery is mostly 
handled by Amtrade and even if problems have occurred, the processes around the solutions 
of them were never brought up as something important by Amtrade.  Finally ‘communication’ 
and ‘company competence’ are the important purchases attribute. As mentioned earlier, the 
manager at Amtrade is very business oriented and factors like courtesy would therefore not 
inflict on his decision to a high degree. On the other hand it is important that a good 
communication between the two companies exists and that the supplier has the competence to 
handle the businesses in a correct way. Probably neither the reputation of Sekab nor the 
convenience of acquisition matters to a high degree as this does not inflict in the quality of the 
purchasing process.  

6.1.3 What Customer Loyalty Stage does Amtrade belong to? 
 
The purchasing manager at Amtrade does not think that it is a habit to buy from Sekab. 

The statement is that it should never be a habit to buy from a supplier, but that less thought 
probably is given into the decision with time. Amtrade trusts Sekab, as Sekab has always 
fulfilled its promises. Amtrade will probably continue to buy from Sekab for a long time, but 
it is hard to say if the company really belongs to the trust and buying repetition stage. 
Amtrade is very aware of the market and would not do anything out of habit.  

 
As with the habit, Amtrade does not prefer to buy from any specific supplier, but instead 

takes a conscious decision to do so. This is brought up by the manager at Amtrade to state that 
Amtrade would not buy from a specific supplier just out of preference, i.e. a supplier is not 
bought from because the personnel usually are friendly or it is very convenient. Probably the 
manager at Amtrade is more strict about factors like this than other managers as he is the 
owner and economically responsible for the company. It does not seem like there are any 
other products that Sekab sells and Amtrade are interested in buying. If existing, which has 
been discussed, Amtrade would be interested in buying from Sekab. There is nothing that 
would make the purchasing manager of Amtrade stop looking for other suppliers. This is 
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always being done and is easy due to the limited number of suppliers. When looking at the 
different answers retrieved for the mental loyalty stage, it seems like Amtrade is not mentally 
loyal. The company is too aware of the world around it and would probably never, at least not 
with present the manager, start doing purchases out of habit.  

 
There exist a business relationship between Amtrade and Sekab and representatives meet 

occasionally. Amtrade is also willing to give proposals of improvements to Sekab as this co-
operation helps both companies to improve the business that is being done. Even if it looks 
like Amtrade would fit with the co-operative loyalty stage, this is not possible as the company 
has not passed the two earlier stages. Costabile (2000) stated that a loyal customer will reach 
the co-operative loyalty stage when he believes that the relationship is equity and fair and is 
tied to the company by mental and behavioural loyalty. 

6.1.4 What Customer Switching Costs does Amtrade experience? 
 
According to the literature, there exist four different switching costs belonging to the 

procedural switching costs; economic risk costs, evaluation costs, set up costs and learning 
costs. The economic risk costs that Amtrade can identify are the high costs of switching 
supplier when using back-to-back contracts. The risk of this happening is not high but would 
be very expensive is occurring. The evaluation costs could occur but would not be high. The 
set up costs are almost non-existing and would not be high either. The learning costs do not 
exist.  

 
Benefit loss costs and monetary loss costs belong to the group of financial switching 

costs. None of these are identified by Amtrade. Neither any relational switching cost, personal 
relationship loss costs or brand relationship costs, exist.  

 
It seems like there are not many obstacles for Amtrade if the company would like to 

change supplier of ethyl acetate. Once a contract expires the company could switch supplier 
without almost any costs.  

6.2 Within-case analysis of DSM Anti-Infectives Sweden AB 

6.2.1 What Customer Value does DSM Perceive? 
 
Ethyl Acetate and Technical Ethanol 
 

The ethyl acetate and technical ethanol DSM buys is used in the production at the plant. 
The final product is a pharmaceutical product with very strict quality demands. The raw 
materials do not have one single physical attribute to adapt to, but has to conform to a specific 
quality specification. The pre-cargo list of trucks is checked at arrival at the plant to make 
sure that the products have not been contaminated. The physical attributes are so important 
when using the purchased products for production that ethyl acetate or technical ethanol 
outside the specification can not be used. On the other hand, the source of the products is of 
no interest. DSM is very pleased with the physical attributes of Sekab’s products and does not 
need anything better. As DSM does not want better quality than what the company already 
buys, it is not possible for a supplier selling to DSM to differentiate its products through the 
physical attributes. On the other hand, the very specific quality standards make it harder for 
other suppliers to enter the market. The origins of the products do not matter to DSM and 
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Sekab could therefore consider using the cheaper synthetic ethanol as a raw material instead 
of the biological now used. At present, Sekab do not want to have synthetic products at the 
plant, but if many customers do not care, this could be a way of lowering the costs. 

 
 The service attribute that is most important is deliveries at short notice, as DSM is not 

able to plan deliveries much in advance. The purchaser of DSM also prefers to buy 
Scandinavian product. Sekab is able to deliver the products to DSM for when the company 
needs it and there is no need for Sekab to short down the delivery times. Sekab has a big 
advantage when looking at the service attributes as the company can provide the 
Scandinavian product. This is a way in which a supplier can differentiate as many other 
competitors have hard to comply with it. By being close enough to supply within the time 
limits given by DSM, Sekab can easily satisfy all the service needs of DSM. It is a good idea 
for a supplier to try to find other ways in which the company can stand out and there by 
outmatch the competition.  

 
When looking at the total attributes, it seems like the attributes that Sekab offers to DSM 

when buying ethyl acetate and technical ethanol are good compared to the use of the product. 
Sekab can not do anything worse than what it does today if the company wants to keep DSM 
as a customer, but is neither asked to do anything more. The attributes have high importance 
for the total customer perceived value.  

 
Reliability is very important for DSM. It is hard for the company to switch supplier and it 

is therefore better to pay a little more for a reliable supplier which can be used the whole time. 
The factors that need to be reliable are; product delivered at the correct time, in correct 
quantity and in a short notice. DSM has seen Sekab as the most reliable supplier when buying 
technical ethanol and ethyl acetate. As reliability is experienced as such an important factor 
by DSM, this is what a supplier should put most effort into. Sekab was seen as the most 
reliable; which is something differentiating the company from the competition. It is now 
important to show that Sekab really is reliable.  

 
The degree of customization when buying ethyl acetate is zero. The product existing on 

the market is not customized and does not need to be so. The quality standard fits with the 
specifications of DSM. This makes it impossible for a supplier to differentiate through 
customization of this product. The technical ethanol is customized specifically for DSM and 
has to follow the company’s specification. DSM is pleased with how Sekab customizes the 
product, which is the same as other suppliers. As the customization for the technical ethanol is 
special and only done by a few number of suppliers, this limits the possible suppliers for 
DSM. As nothing more is asked by DSM regarding the customization, Sekab should just 
continue doing what has been done. In total, the indicators of quality are more important for 
technical ethanol than for ethyl acetate, even though the reliability is very important for both 
products. Sekab is able to fulfil the needs of DSM which is pleased with the quality offered by 
Sekab when buying ethyl acetate and technical ethanol.  

 
The main costs that face DSM when buying technical ethanol and ethyl acetate are 

purchase price, analyses and risk of poor quality. One way of saving costs is to buy large 
quantities of the product. Sekab has been selling both products for a good price and has 
thereby often been the main supplier. The only negative aspect when buying from Sekab has 
been none accepted pre-cargo lists which gives an immediate risk of poor quality. The costs 
are not seen as the most important factors deciding the customer perceived value, but have to 
be reasonable. If the benefits are kept at a high standard the costs will decrease and the total 



 

  
 
 
 

58

customer perceived value will be even higher. It is therefore important to minimize the risk of 
poor quality for DSM. If this risk is lower when buying from Sekab than from competitors, 
the total costs would be lower even with equal purchase prices. A lowering of this cost would 
probably also increase the perceived reliability. 

 
The purchasing manager at DSM thinks that the customer perceived value of buying both 

ethyl acetate and technical ethanol is positive, especially when buying from Sekab. This is 
supported by the fact that the quality of both the attributes and the indicators of quality given 
by Sekab were satisfactory to the customer. These perceived benefits are also the most 
important factors. The costs are not very big and are not the main factors when deciding who 
to buy from. A risk for a supplier is to make mistakes with the attributes or quality which 
would not only lower the perceived benefits, but also increase the costs drastically. Many 
such mistakes would probably make the customer perceived value negative. This is pointed 
out by Ravald and Grönroos (1996) who mentions that the best way to increase the customer 
perceived value is to lower the indirect and psychological costs (Ravald & Grönroos, 1996; 
Grönroos, 1992). Monroe (1991) stated that buyers have a tendency to be more aware of a 
loss than of a gain. When looking at Zeithaml’s (1988) four consumer definitions of product 
value it seems like the second one, ‘value is what the customer wants in the product’ is most 
accurate for DSM.  

6.2.2 What Overall Customer Satisfaction does get? 
 

Technical Ethanol 
 
DSM expects Sekab to customize the technical ethanol bought and also expect deliveries 

within 48 hours of ordering. When asked how this customization quality is perceived, the 
purchasing manager at DSM says that Sekab is doing everything that is expected from the 
company. This means that the outcome of the customization is non-negative.  

 
DSM has always expected Sekab to be reliable. Not only by delivering the product in 

time, but also by continuing to supply the product as long as the contract lasted. The 
purchasing manager even expected Sekab to prolong the contract or otherwise in good time 
announce changes. The reliability DSM perceived was not the expected. The product will no 
longer be produced, something that was let known very late. Even the confirmation of the 
fulfilment of the contract took several weeks. The outcome of the reliability factor is negative 
to a high degree. 

 
The level of product quality DSM perceived given the price the company paid was good. 

The product quality level was from the beginning decided and DSM got a competitive price 
from Sekab. It seems like DSM had a positive perceived value when buying technical ethanol. 

 
As mentioned, overall customer satisfaction is the sum of expectations, quality perceived 

and the perceived value. As the perceived reliability quality was so bad, DSM is not an 
overall satisfied customer when buying technical ethanol from Sekab.  

 
Ethyl Acetate   

 
The ethyl acetate does not need to be customized and the only process expected is 

delivery within 48 hours. Also this customization quality is perceived as expected. The 
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outcome of the customization is non-negative. 
 
The purchasing manager of DSM does no longer know what to expect about the 

reliability from Sekab when buying ethyl acetate. Less will be expected than before and a 
back-up will always be available. The perceived reliability quality is positive and the 
expectations are believed to increase with time. The outcome of the reliability is non-negative, 
even though strongly influenced by the other product. This factor should be measured again in 
the near future to see if the expectations will rise towards the levels kept before the technical 
ethanol incident. Measurements like that can give valuable information about how long a 
negative incidence done by a supplier is remembered in a company.  

 
Ethyl acetate is sold at the standard quality to a competitive price. The level of product 

quality can not be changed. It seems like DSM has a positive perceived value when buying 
ethyl acetate. 

 
The overall customer satisfaction when buying ethyl acetate from Sekab is positive, but 

very insecure. The experienced satisfaction is related not only to one purchase, but to every 
experience the customer has had with the company, including other products, the sales 
process and after-sale service (Lin, 2003).  

 
As mentioned earlier, Dutka (1994) brought up different attributes that might be 

important for a how a customer judges a product or company. From the products attributes it 
seems like ‘product quality’ and ‘product reliability and consistency’ are most important to 
DSM. All services attributes seems to be important, i.e. ‘guarantee or warranty’, ‘delivery’, 
‘complaint handling and ‘resolution of problems’. Of the pure purchase attributes only 
‘company reputation’ seems important. This goes against Dutka's (1994) statement that 
products and services attributes are not seen as important in a commodity company. 

6.2.3 What Customer Loyalty Stage does DSM belong to? 
 
The purchasing manager at DSM says that it has become a habit to buy from Sekab. 

DSM did trust Sekab before the technical ethanol problem and wants to be able to still trust 
Sekab regarding the ethyl acetate. It seems like DSM will keep the habit of buying ethyl 
acetate from Sekab and that the trust is still there. This means that DSM does belong to the 
trust and buying repetition stage.  

 
DSM prefers to buy from Sekab, a statement that is only valid as long as the price is 

right. The company can not buy more products from Sekab, but only because no other 
products fits. If DSM expected Sekab to have any product the company would like to buy, the 
purchasing manager would willingly ask Sekab. Because of the cost, DSM does not look for 
other suppliers actively, but at least one back-up is always kept. Looking at the answers given 
for the questions on the mental loyalty stage, it seems like DSM is mentally loyal. For each 
quality a company should have when belonging to the mentally loyalty stage, DSM has been 
positive. Sekab has become the preferred supplier and DSM would be happy to buy more 
products. But it is also important to keep in mind that DSM is aware of what is occurring on 
the rest of the market and probably could leave the stage without problem. This follows the 
discussion by Costabile (2000) who says that customers reaching the third stage will either; 
exit the relationship, stay with the company but be aware of and look for better economic 
alternatives, or have the relationship reinforced (Costabile, 2000). DSM seems to be in the 
middle between the second and third alternatives. 
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There is an ongoing business relationship between DSM and Sekab and the two 

companies do co-operate through contracts on both products. DSM does gladly give 
suggestions of improvements to Sekab as this would also help them. Following the positive 
attitude to the questions belonging to co-operative loyalty, DSM has reached the co-operative 
loyalty stage. DSM seems to possess the qualities a company belonging to this stage should 
have. This does not totally imply that the company is mentally and behavioural loyal, as the 
company will always evaluate all factors when buying. Even if the manager at DSM 
expresses a very positive attitude, this can only be interpreted as DSM today is at least 
behavioural loyal to Sekab.  

6.2.4 What Customer Switching Costs does DSM experience? 
 
The procedural switching costs that the purchasing manager at DSM can identify on the 

ethanol and ethyl acetate markets are evaluation costs, set up costs and learning costs. The 
evaluation costs do always occur and do cost money. The set up costs do also always occur, 
but takes more time than money. The learning costs do not need to occur, but can cost a lot of 
money if they do.  

 
The financial switching costs are zero, as neither benefit loss costs nor monetary loss 

costs are being identified on the market by the purchasing manager of DSM. The relational 
switching costs do not have any monetary value, but the personal relationship loss costs can 
be the decisive factor if the rest is equal between two suppliers.  

 
Based on above statements, it seems like there exists switching costs on the market 

where DSM makes their technical ethanol and ethyl acetate purchases. The purchasing 
manager even stated that the company needs a reliable supplier as it is hard to switch. This 
need to be considered when determining if the loyalty found is false or not. A too big 
switching cost can make a dissatisfied customer unlikely to change supplier (Port, 1980) and 
less sensitive towards perceived satisfaction levels (Hauser, Simester & Wernerfelt, 1994). 

6.3 Within-case analysis of Levol Oljan AB 

6.3.1 What customer Value does Levol Perceive? 
 
Thermol and Windshield cleaner 
 

The most important physical attributes of the Thermol Levol buys are high content of 
Swedish ethanol and a maximum content of IPA. The product should also be produced from 
biological sources. These demands exist as there is a possibility that the product will leak out 
into the ground water. Except the environmental factor, the product could be of worse quality 
than specified and still fulfil its purpose. The product is also being coloured by Sekab. Except 
problems with the colouring, which has worried some of the final customers, Levol is very 
pleased with the physical attributes of Sekab’s Thermol. It has been possible for Sekab to 
differentiate the company from the competition as not all producers are Swedish, using 
Swedish raw material. By following the recommendations, Sekab makes it possible for Levol 
to sell products accepted by the final users. As long as nothing more is asked, Sekab should 
not change anything except the colouring procedure.  
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Windshield cleaner can not smell, should have a low freezing point and has to do what it 
is supposed to do; make the wind shield clean. Some of the customers of Levol are busses and 
ambulances, which makes the non-existing smell even more important. Also this product is 
being coloured by Sekab. Sekab’s windshield cleaner is the first one that does not smell at all 
and Levol think that Sekab’s product is better than the other suppliers’. With the windshield 
cleaner, Sekab should be able to differentiate from the competition as the company is the only 
producer of this high quality product. As mentioned by Levol, the employees at Levol are 
aware of the good quality, but not the final customers. Neither for this product should 
anything be changed. Nothing is gained on making the quality worse, neither on making it 
even better until a higher quality is appreciated by the final customers.  

 
The most important service attribute is fast deliveries at short notice, as Levol does not 

have big storage facilities but sell high quantities of the two products. Another service 
attribute is the need of personnel who can answer questions at the supplier, as someone has to 
stay and discharge the truck at Levol. Levol thinks that there is always someone answering 
the phone at Sekab and the trucks always arrive within 72 hours. One of the service attributes 
that Levol appreciated most was the answering of questions. This is a service that Sekab has 
provided to a very high degree, while other suppliers have done a poor job. A supplier should 
make sure to always keep this service towards Levol, as it is appreciated in such high degree. 
Another service which was brought up under another point was the fact that Sekab uses Levol 
as a distributor, which gives Levol a reason to exist as a company. Looking at the total 
attributes, Sekab succeeds very well with offering the attributes needed for the usage of the 
two products. Levol has nothing more to ask Sekab to improve when selling Thermol and 
windshield cleaner.  

 
According to Levol, a company is reliable if the products always arrive in time and a 

good quality is always kept. A Swedish supplier feels more reliable than for example 
traders12. With consideration to the quality, the reliability of the windshield cleaner is more 
important than with the Thermol, as the customers would notice a difference if the quality was 
bad. Levol sees Sekab as the most reliable supplier when buying both Thermol and 
windshield cleaner. This is probably based on the fact that Sekab is a Swedish company and is 
not only trading. Sekab has also in the past done a good job and done what it has been 
supposed to do.  

 
The Thermol that Levol buys is customized and has to follow a specific standard. The 

windshield cleaner on the other hand is not customized at all and Levol does today not know 
of any way that it could be changed. Levol is very pleased with how Sekab has customized 
the products and believe that it is better than what other suppliers could do. The indicators of 
quality are quite equal between the Thermol and windshield cleaner. Reliability is more 
important for the windshield cleaner while Thermol also has customization as an important 
aspect. Levol are very pleased with quality when buying Thermol and windshield cleaner 
from Sekab. 
 
The costs that face Levol when buying windshield cleaner and Thermol are purchase price, 
discharging of trucks at plant, packing the products and distribution to customers. One way of 
saving costs on the Thermol would be to let Sekab distribute the product directly to the final 
customers. Other then that, it does not seem like it is possible for Sekab to lower the costs. 
Sekab’s price is more or less the same as other suppliers. The costs are quite important for the 

                                                 
12 Companies without own production which usually only move and distribute product 
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total customer perceived value and have to be reasonable as the final customers do not pay for 
a better quality. By keeping the good quality, especially for the windshield cleaner, it might 
be possible to add value to the final customers and also increase the price for both Sekab and 
Levol. This is probably what Sekab should aim for if wanting to make the sales of windshield 
cleaner and Thermol more profitable and also increase the co-operation with Levol. 
 

According to Levol, the customer perceived value of buying Thermol and windshield 
cleaner is positive. The value of buying from Sekab is higher than from other suppliers, but 
the price can not be increased very much. As both the attributes and the indicators of quality 
are perceived as positive and the costs are reasonable the customer perceived value is positive. 
Also the argument that the perceived value is higher from Sekab than from other suppliers can 
be supported by facts. Sekab has the best quality and best perceived deliveries and is 
matching the price of others. A problem is that even if the perceived benefits are vital, the 
perceived costs are almost as important. A big risk is that a too high increase in price would 
make the company ignore the quality factor. This is something Levol should think of and 
make a decision about. The company should not trust that Sekab will not increase the price 
only to help Levol, something that the company is aware of. Ravald and Grönroos (1996) 
states that when trying to create and sustain long-term customer relationships, it is essential to 
be able to provide superior value. The problem for Levol is that Sekab might not really care 
about the long-term relationship with Levol. Levol is not seen as an important customer as the 
products bought are not giving any high profits, the raw material can be used to other things 
and the market is not big compared to the fuel market. If a supplier would want to increase the 
perceived value of a customer like Levol, one way is to lessen the customer perceived 
sacrifice (Ravald & Grönroos, 1996). But this method demands that the company understands 
how its activities influence the customer (ibid), something Sekab today is not aware of. 
Following Zeithaml’s (1988) four consumer definitions of product value, it seems like ‘value 
is low price’ and ‘value is the quality the customer gets for the price he pays’ fits best for 
Levol. 

6.3.2 What Overall Customer Satisfaction does Levol get? 
 
Thermol and Windshield cleaner 
 
The only thing that Levol expects Sekab to customize is the quality of the Thermol. None of 
the processes needs to be customized. The expectations of Sekab are therefore not very high 
and Sekab has always been able to do what Levol has asked from them. Levol points out that 
the company does not really expect much, but that Sekab is very helpful. The outcome of the 
customization is positive.  
 

Levol expects Sekab to be reliable, but due to the problems with the colouring of the 
products, Levol says that Sekab only fulfil the expectations to 90 percent. Levol expects the 
problem with the colouring to improve so that the company gets exactly what it expects again. 
The outcome of the reliability is slightly negative.  

 
At today’s rate, the level of product quality given the price paid is ok. The quality does 

not seem to be the important factor and maybe Levol would buy the product with a worse 
quality if the price was much lower. Levol would like to have more discussions around the 
price. The customer perceived value for Levol when buying Thermol and windshield cleaner 
is slightly positive.  
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In total, the overall customer satisfaction is positive, but not to a high degree. If Sekab 
want to keep Levol as a customer and increase the price, more communication needs to be 
done. Levol needs to feel that the company gets something back from Sekab.  

 
When evaluating the different attributes on how a customer judges a product or company, 

brought up by Dutka (1994), several attributes can be found relevant for Levol. From the 
products attributes ‘value-price relationship’, ‘product quality’ ‘product benefits’ and ‘product 
reliability and consistency’ are important. From the services attributes ‘guarantee or 
warranty’, ‘delivery’ and resolution of problems’ are important.  The two most important 
purchase attributes are ‘communication’ and ‘ease or convenience of acquisition’. It seems 
like also Levol goes against Dutka’s (1994) statement that products and services attributes are 
not seen as important in a commodity company. 

6.3.3 What Customer Loyalty Stage does Levol belong to? 
 

Levol brings up a couple of factors that has made it a habit to buy from Sekab. Based on 
the fact that Levol has few numbers employees, the primary factor probably is the 
convenience of the business. It saves Levol a lot of time and effort to have a running schedule 
for the supply. Levol is not totally sure that Sekab will fulfil their promises. The information 
flow is too limited for Levol to be able to judge what Sekab really thinks. Probably Levol will 
continue to buy from Sekab but more communication would increase the loyalty. It seems that 
the habit is so established that Levol belongs to the trust and buying repetition stage.  

 
From many different reasons, the purchasing manager and the manager of Levol 

concludes that the company prefers to buy from Sekab. Levol has already bought one more 
product from Sekab and would be open to buy more products in case Sekab has any that 
Levol needs. Levol would be happy to obtain this information from Sekab. Levol does not 
look actively for other suppliers. The managers believe that they know the market and that 
there do not exist many suppliers. As Levol possesses all the qualities a mentally loyal 
customer should have, it seems like Levol has reached the mentally loyalty stage. The fact 
that Levol wants to have Sekab as the only supplier, supports this presumption.  
 

Levol is happy to co-operate with Sekab and has also done so on several occasions. 
Levol is open to start a long-term deal with Sekab to maximize profits for both companies in 
the Windshield market. It is absolutely no problem for Levol to give suggestions to Sekab, 
something the company does when needed. It seems like Levol has reached the co-operative 
loyalty stage. When a customer feels this much loyalty, a supplier should take advantage of it 
and work together with the customer more seriously. Loyalty from a customer can make the 
relationship to the company more stable and profitable (Ravald & Grönroos, 1996). Looking 
at Costabile's (2000) earlier mentioned discussion, it seems like Levol has reached the point 
where the company would like to reinforce the relationship.  

6.3.4 What Customer Switching Costs does Levol experience? 
 
The managers at Levol identifies economic risk costs, evaluation costs and set up costs as 
procedural switching costs on the Thermol and windshield cleaner markets. It is not very 
likely that an economic risk cost would occur, but it could be very costly. Levol might for 
example be forced to buy larger quantities of the products. The evaluation costs will always 
occur, but does not cost much. The same is applicable for the set up costs.  
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Of the financial switching costs, only benefit loss costs exist. This cost can be very high 

and cost a lot of money. Levol does not think that there exist any brand relationship costs, but 
the other relational switching cost, the personal relationship costs exists. The switching cost 
would not cost much money but would be high.  

 
It seems like there exist quite many switching costs on the markets where Levol buys 

Thermol and windshield cleaner. This should be considered carefully as the high degree of 
loyalty evaluated in the previous chapter might be false. The competitors who want to enter 
the market can use strategies to help potential customers to overcome the obstacles (Yang & 
Peterson, 2004).  

6.4 Within-case analysis of Perstorp Speciality 

6.4.1 What customer Value does Perstorp Perceive? 
 

Perstorp uses the acetaldehyde the company buys in the production at the plant. The 
acetaldehyde has to follow a purchase specification, making sure that for example the 
acetaldehyde content is 99 percent. The source of the acetaldehyde is not important. Also the 
finished product has strict quality demands and the costs are high for producing a poor quality 
product. Sekab has had problems with the quality of the acetaldehyde, but overall Perstorp is 
satisfied with the physical attributes of Sekab’s product. Except the fact that the product has 
to follow the specification, Perstorp does not have any specific preferences on the physical 
attributes. It is therefore hard for a supplier to differentiate the product from the competitors. 
As Sekab today is the preferred supplier, it is important that the company solves its quality 
problems so that the plant in Perstorp does not start buying from the other supplier.  

 
The most important available service for a supplier to Perstorp is to follow the plan for 

deliveries. Perstorp has very small storing capacities, but a high rate of usage of the product. 
The cost that would occur if Perstorp ran out of raw materials is very high. Sekab has always 
provided the service Perstorp demand, but it has been close that the company has not made it.  
As with earlier factor, it is important for a supplier to perform the service in a satisfying way. 
Sekab has almost differentiated itself as the company which sometimes has problems with 
deliveries, a very negative thing for the total appreciation of Sekab. The company has been 
lucky when Perstorp has agreed on secondary solutions and with regards to the fact that Sekab 
has had even bigger hidden problems with the rail wagons, Sekab should put a lot of effort 
into solving these problems. Maybe there also exist other ways for a supplier to increase the 
service to Perstorp, so that the available service from the supplier becomes better than the 
competitors.  

 
When looking at the total attributes it seems like Sekab has been able to do exactly what 

is needed. Because the acetaldehyde is so important to Perstorp, it can be worrying that Sekab 
has been close to fail a couple of times. Other than that, Perstorp is overall satisfied with the 
available attributes from Sekab and has not asked Sekab to do anything more. The attributes 
have high importance for the total customer perceived value.  
 
Reliability is important to Perstorp and the company could not use a supplier that is not 
reliable. As mentioned before, the costs would be very high if the product would not be 
delivered in time. The purchasing manager at Perstorp thinks that a good indicator of a 
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company’s reliability is how trustable the selling person is. Due to the contract between 
Perstorp and Sekab, the purchasing manager at Perstorp is sure that he can rely on Sekab. As 
discussed earlier, it has been close that Sekab has not been reliable. This is a high risk for a 
supplier as Perstorp sees reliability as one of the most deciding factors when choosing 
supplier. Due to the contract it would also cost Sekab money if problems occurring were so 
big that the contract was broken. These problems also decrease the credibility of the selling 
person.  
 
The acetaldehyde that Perstorp buys is not customized. The product on the market fits with 
the specification and can not be improved. This means that it is not possible for a supplier to 
differentiate in any way regarding the customization. In total, the indicators of quality are 
important to Perstorp. Even though the customization is non important, the reliability is very 
important. Sekab fulfils the needs of Perstorp and Perstorp is pleased with the quality when 
buying acetaldehyde from Sekab.  

 
The three main costs for Perstorp when buying acetaldehyde is purchase price, risk of 

poor quality and risk of late deliveries. A product with bad quality can sometimes be used, but 
then with a lower exchange and less finished product produced. Sekab has become the main 
supplier of the plant in Perstorp as the company can supply the product to a better price than 
the competitors. Sekab has had problems with the quality and deliveries, something that 
Perstorp needs to count into the total price when buying from Sekab. It is important that 
Sekab stays reliable so that the risks of poor quality and late deliveries are decreased. The 
total costs are not the most important factor deciding the customer perceived value.  

 
According to the purchasing manager at Perstorp, the perceived value when buying 

acetaldehyde is positive. As Sekab can sell the product for a lower price than the competitors, 
the perceived value from Sekab is higher than other suppliers on the market. When discussing 
the total customer perceived value, it seems like the purchasing manager at Perstorp focuses 
more on the total cost than before and therefore gets a higher customer perceived value. 
Earlier stated facts say that Perstorp sees reliability and the attributes as very important and 
goes before the price. Sekab has had reliability problems and should maybe not be seen as 
totally reliable. If the costs, which are very positive in comparison to the other possible 
suppliers, are seen as more important for the customer perceived value, this increases the 
perceived customer perceived value. Kenny (1994) says that values are vague, subjective and 
abstract by their nature. This might explain the difficulties in deciding what the perceived 
value really is. The low selling prices of Sekab can be a strategy from Sekab to increase the 
customer perceived value. Ravald and Grönroos (1996) states that ways of reducing the 
sacrifice are lowering the price or increasing the ease of the purchase, but this demands that 
the company understands how its activities influences the customer. Something more 
effective is to consider other cost that can increase the total cost for the customers (ibid). 
When trying to create and sustain long-term customer relationships, it is essential to be able to 
provide superior value (Ravald & Grönroos, 1996). Looking at Zeithaml’s (1988) four 
consumer definitions of product value, earlier mentioned, it seems like the first and third one 
fits most with Perstorp: value is low price; value is the quality the customer gets for the price 
he pays.  

6.4.2 What Overall Customer Satisfaction does Perstorp get? 
 

The acetaldehyde that Perstorp buy does not need to be customized. Also the processes 
surrounding the purchases of the product are standard. This means that Perstorp does not 
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expect any customization and neither will get it. The outcome of the customization is zero. 
 

Perstorp has high expectations on Sekab regarding the reliability. The two companies 
have a contract and Sekab knows that the company is the only supplier of acetaldehyde to the 
plant. Sekab is also presenting itself as a serious company. Until now, Perstorp has received 
what the company expected from Sekab and do not expect anything more. It would be good 
for a supplier in a situation like this to stay reliable as a mistake in this area probably would 
cause big problems for the company as a supplier to Perstorp. The outcome of reliability is 
non-negative. 

 
Acetaldehyde is sold to Perstorp with the quality requested for a good price. The level of 

product quality can not be changed in any way. The customer perceived value for Perstorp 
when buying acetaldehyde is positive.  

 
The purchasing manager sees Perstorp as a satisfied customer, something supported by 

earlier stated facts. None of the factors measuring overall customer satisfaction was negative. 
Most important is probably for Sekab to stay reliable. Consumers are becoming more insistent 
in demanding that the companies meet or exceed their expectations (Dutka, 1994). 

 
According to Dutka’s (1994) performance attributes, the most important products 

attributes seems to be ‘product quality’ and ‘product reliability and consistency’. ‘Guarantee 
or warranty’ and ‘delivery’ seems to be the most important services attributes. Of the 
purchase attributes, ‘communication’ and ‘company competence’ fits best to Perstorp. This 
gives a very even spread between the products, services and purchase attributes. 

6.4.3 What Customer Loyalty Stage does Perstorp belong to? 
 

It has become a habit for the purchasing manager at Perstorp to buy the acetaldehyde 
from Sekab as the two companies have had a running contract for the last years. He also trusts 
Sekab, something that can be more or less guaranteed because of the contract. As long as the 
two companies have the contract it will stay as a habit to buy from Sekab and to trust the 
company. The contract has already been prolonged and is therefore valid for at least two more 
years. Perstorp belongs to the trust and buying repetition stage.   

 
Perstorp do prefer to buy from Sekab as the company can provide the product needed at 

the best price. There only exists one other product, except the acetaldehyde, that Perstorp can 
buy from Sekab. It has happened occasionally that the other product has been bought, but 
there are low possibilities that anything else will be produced by Sekab that Perstorp has a 
demand for. Perstorp is not looking actively for other suppliers. The purchasing manager says 
that he is pleased with the ones Perstorp use and that there are very few other suppliers on the 
market. As Perstorp possesses the qualities connected to the mental loyalty stage, this means 
that Perstorp probably is mentally loyal to Sekab when buying acetaldehyde. Even though this 
seems like a simple case, it is important to remember how important the price is to Perstorp. 
Some of the answers can be interpreted as ‘saving money’.  

 
Perstorp and Sekab have a business relationship. The two companies have worked 

together for several years and will do so for at least two more. Perstorp is also happy to give 
suggestions of improvements to Sekab. The long-term contract, good contacts and satisfied 
customer and supplier has made the relation between Perstorp and Sekab to a co-operative 
relationship and Perstorp has reached the co-operative loyalty stage. Maybe will the co-
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operative factor make Perstorp less likely to change supplier if the price increases. Following 
Costabile (2000) discussion of companies reaching the third stage, it seems like Perstorp did 
have the relationship reinforced.  

6.4.4 What Customer Switching Costs does Perstorp experience? 
 

The purchasing manager at Perstorp does not see any switching costs that would occur if 
Perstorp would change to the other supplier that is available to the company. In order to give a 
full understanding of the perceived customer loyalty, the market will instead be evaluated 
based on the general answers given by the purchasing manager regarding switching costs. The 
switching costs need to be evaluated to conclude if the loyalty is true or false. Burnham, Frels 
and Mahajan (2003) say that the cost does not have to occur immediately when doing the 
switching, but is connected to the switching process. It is possible that the manager has not 
though through the whole process of switching supplier, or the answer contained bias, and 
therefore has not given throughout answers on the questions regarding switching costs. 

 
The procedural switching costs that exist according to the theory are; economic risk 

costs, evaluation costs, set up costs and learning costs. The ones that should affect Perstorp 
are evaluation costs and set up costs. It is important to Perstorp that the new supplier do have 
the correct quality, but also that the supplier can fulfil all other demands of the customer. The 
evaluation costs would not cost much money. As it is important to the purchasing manager of 
Perstorp to trust the supplier used and have a close relationship, also a set up cost should 
occur. Neither this would cost much money, but can be a worrying factor in the beginning. 
None of the financial switching costs exists and neither do any relational switching costs.  

 
As the market looks today, it does not seem like there are any problems if Perstorp would 

like to switch supplier. An easy alternative exist which it would probably not cost very much 
to switch to, and also other suppliers on the market have the product. This should mean that 
no false loyalty has come from the switching costs.  

6.5 Cross-Case Analysis  

6.5.1 Research question one: Customer Perceived Value 
 

The questions about customer perceived value were not only aimed at finding out if the 
customers perceived a positive or negative value, but also to see why the value was positive 
or negative. This can be done by looking at what caused the customers to perceive a special 
value and what factors that influenced the perceived value most.  

 
In the different cases, the factors that influence the total customer perceived value have 

been established. Table 11A and 11B shows what the different interviewees considered to be 
physical attributes, available service, reliability, customization and costs, for each product. 
Physical attributes does in all cases have something to do with quality standards. A product 
which is used in the production of pharmaceuticals (DSM and Perstorp) has more strict 
demands than products which are sold directly to the public. Of the available service aspects, 
it is available product that is most important. Amtrade, which picks up most of the product 
itself, wants the product to be constantly ready to be picked up. The companies which have 
the product delivered to them want to be able to have the product delivered in short notice. 
None of the customers want to have money invested in raw-material supplies. Perstorp is able 
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to provide Sekab with a plan for deliveries. This means that the company knows how much 
product it will use in the future and also saves the trouble of always remembering to order 
new product.  
 
Tab. 11A: The factors influencing customer perceived value. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
When looking at reliability, it is the assurance that the promises around the physical 

attributes and available service will be kept that is important. The customer wants to know 
that the supplier is trustable and will do what is agreed upon. Of the commodity products 
investigated, some need to be customized and some do not. This probably depends on the 
market; how common the product is, how many suppliers that exist and how long the product 
has existed. The technical ethanol is not used in any high degrees in Sweden and it is probably 
therefore a market standard does not exist. The Thermol is an unusual product and is unique 
as each producer makes its own product.  
 
Tab. 11B: The factors influencing customer perceived value. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Finally, the costs found in the different cases were; Purchase price, transportation, 
analyses, documents, risk of poor quality; discharging, packing, distribution and risk of late 

   Amtrade DSM DSM 

   Ethyl acetate Ethyl acetate Technical 
ethanol 

Physical 
attributes  

Follow market 
standard 

Specific quality 
standard 

Specific quality 
standard 

Attributes 
Available 
service 

Constant 
availability 

Short notice, fast 
deliveries  

Short notice, fast 
deliveries  

Reliability Quality and 
service kept 

Delivery time and 
quality kept. 
Short notice 

Delivery time and 
quality kept. 
Short notice 

Perceived 
Benefits 

Indicators 
of Quality 

Customization No customization No customization 
Customized 
specifically for 
DSM 

Perceived Costs 

Purchase price, 
transportation, 
analyzes and 
documents  

Purchase price, 
analyses and risk 
of poor quality  

Purchase price, 
analyses and risk 
of poor quality  

   Levol Levol Perstorp 
   Thermol Windshield cleaner Acetaldehyde 

Physical 
attributes  

Specific quality 
standard Producer's standard Specific quality 

standard 
Attributes 

Available 
service 

Short notice, 
fast deliveries, 
phone service  

Short notice, fast 
deliveries, phone 
service  

Follow  plan for 
deliveries  

Reliability Delivery time 
and quality kept 

Delivery time and 
quality kept 

Delivery time and 
quality kept 

Perceived 
Benefits 

Indicators 
of Quality 

Customization Customized to 
standard  No customization No customization 

Perceived Costs 

Purchase price, 
discharging of 
trucks, 
packaging and 
distribution to 
customers  

Purchase price, 
discharging of 
trucks, packaging 
and distribution to 
customers  

Purchase price, 
risk of poor 
quality and risk of 
late deliveries  
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deliveries. Packaging and delivering was only brought up by Levol, even if some of the other 
customers also should have these costs. That probably depends on the size of the company 
and the impact these costs have. Perstorp and DSM should have the highest transportation 
costs for the final products as the companies are selling world wide. By co-ordinating the 
sales with other plants in the group, these costs are probably divided. Also the discharging 
shows a similar tendency. Levol sees it as a big cost having someone receiving the truck, 
while the big companies do not see this as a noticeable cost as it is a small part of the total 
costs. Especially Perstorp, which buys very high quantities, should not see the cost of 
receiving a rail wagon as a high cost divided on the quantity of product. Amtrade does not 
have any of these costs as it is the company’s customers who receive the product and no 
packaging is done. Instead Amtrade sees documentation and analyses as big costs. This 
probably depends on the fact that Amtrade moves the product between many different 
countries after picking it up at Sekab in Antwerp and that the product is always analysed 
when arriving to plant. In all the cases the purchases cost was the biggest actual cost.  

 
Tab. 12: The impact different factors causing customer perceived value have.   
  Amtrade DSM DSM Levol Levol Perstorp 

  Ethyl 
acetate 

Ethyl 
acetate

Technical 
ethanol Thermol Windshield 

cleaner Acetaldehyde 

Attributes High 
impact 

High 
impact 

High 
impact 

High 
Impact 

High 
Impact High impact 

Perceived 
Benefits Indicators 

of Quality 
High 
impact 

High 
impact 

Very high 
impact 

High 
impact 

High 
impact High impact 

Perceived Costs Low 
impact 

Low 
impact 

Low 
impact 

High 
Impact 

High 
Impact Low impact 

 
Table 12 shows the level of impact caused by the different original factors. A factor 

having a low impact is not seen as very important for the customer perceived value. High 
impact and very high impact means that the factor is important and maybe crucial for the 
customer perceived value. The attributes did in all cases have a high impact. Also Levol, 
which does not use the products in any production, did see the attributes as very important. 
This means that even if a product is a commodity product, the products usually has a usage 
that makes the attributes important. The indicators of quality are also important and has the 
highest impact on the customer perceived value in all cases. For most companies the 
reliability was the factor that judged if a supplier would be used or not. The technical ethanol 
DSM buys even had a very high impact on the indicators of quality, due to the company’s 
high reliability demands and the product’s customization. Levol did not know how important 
the costs actually were compared to the other factors, but none of the other companies saw 
price as the deciding factor. Levol probably sees the costs as more important than the other 
companies due to the size of the company. Even if Amtrade is as small, Amtrade has fewer 
processes surrounding the company’s purchases and sales. Probably a too high price would 
cause negative perceived value for all companies.  

 
Table 13 displays how all the factors causing perceived value and how the perceive value 

itself were perceived. In all cases the attributes were perceived as good. As the attributes have 
a high impact in the total customer perceived value this is very good for Sekab. The same 
result can be seen about the indicators of quality, which were even more important. The 
perceived costs varied a little. Two companies said that the costs were reasonable, meaning 
that Sekab was cheapest. This has been displayed as ‘good’. Levol was worried about an 
increase in price and was not sure that it would work out for the company. Levol also saw 
price as a more important factor than the others and is therefore price sensitive. Amtrade pays 
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more for Sekab’s products than for the competitors, but perceive other factors as more 
important than price. As all other companies, Amtrade said that the customer perceived value 
was positive and that business would not be done otherwise.  

 
Tab. 13: How all the factors were perceived. 
  Amtrade DSM DSM Levol Levol Perstorp 

  Ethyl 
acetate 

Ethyl 
acetate 

Technical 
ethanol Thermol Windshield 

cleaner Acetaldehyde 

Attributes Good Good Good Good Good Good, risk of 
failures Perceived 

Benefits Indicators 
of Quality Good Good Good Good Good Good 

Perceived Costs More 
expensive Good Good OK OK Good 

Customer perceived 
value Positive Positive Positive Positive Positive Positive 

 
Finally, table 14 shows what the different customers probably see as product value.  

 
Tab. 14: The definition of consumer product value fitting best for each case. 
 Zeithaml’s (1988) four consumer definitions of product value.
Amtrade Value is what the customer wants in the product  
DSM Value is what the customer wants in the product  

Levol Value is low price; Value is the quality the customer gets for 
the price he pays 

Perstorp Value is low price; Value is the quality the customer gets for 
the price he pays 

6.5.2 Research question two: Overall customer satisfaction 
 
The first part of the measurement of overall customer loyalty investigated the 

expectations and perceived quality of customization and reliability. Table 15 shows the result 
of this first part. The expectations of the customization was very high for the technical ethanol 
DSM buys and high for the Thermol Levol buys, but was otherwise not an expected service. 
DSM also said that the company expected a high degree of customization regarding 
processes, while this was not important in most other cases. This probably more depends on 
the person, to whom the question is asked, than the company. From Sekab’s point of view, 
Perstorp demands more customized processes than the other customers. No company was 
dissatisfied with what the company perceived compared with what the company expected.  

 
Tab. 15: The result of expectations versus perceived quality on customization and reliability. 
  Amtrade DSM DSM Levol Levol Perstorp 

  Ethyl 
acetate 

Ethyl 
acetate 

Technical 
ethanol Thermol Windshield 

cleaner Acetaldehyde

Products None None Very high High None None Expected 
customization Processes Low High High None None None 

Perceived customization The 
expected 

The 
expected 

The 
expected 

The 
expected Zero Zero 

Expected reliability Very high Insecure Very high High High Very high 
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Perceived reliability The 
expected 

The 
expected 

Not the 
expected 

Almost the 
expected 

Almost the 
expected 

The expected 

 
Still studying table 15, the table shows that the companies had high or very high 

expectations on the reliability of Sekab. This has changed for DSM now, but before the 
problems with the technical ethanol the company had very high expectations on both 
products. Perstorp was very pleased with the perceived reliability, Amtrade was almost totally 
pleased and Levol had one bigger complaint. The big complaint Levol had, which caused a 
lower degree of reliability, was the colouring problem. As the company at the time of the 
interview had not taken the time to discuss this with Sekab, the problem might not be as big 
as Levol states. If this problem now has been solved, a higher degree of perceived reliability 
should be perceived. DSM was not pleased at all with the reliability of the technical ethanol. 
Even if the company did not really know what to expect about the ethyl acetate any longer, 
what was perceived was good and fitting with the former expectations. 
 
Tab. 16: The outcome of the overall customer satisfaction measurement. 
 Amtrade DSM DSM Levol Levol Perstorp 

 Ethyl acetate Ethyl acetate Technical 
ethanol Thermol Windshield 

cleaner Acetaldehyde

Customization Non-negative Non-negative Non-negative Slightly 
positive Non-negative Non-negative 

Reliability Non-negative Non-negative Very 
negative 

Slightly 
negative 

Slightly 
negative Non-negative 

Customer 
perceived value Positive Positive Positive Positive Positive Positive 

Overall customer 
satisfaction Positive Insecure 

positive Negative Positive Positive Positive 

 
Table 16 shows the final result of the measurement of the overall customer satisfaction. 

In none of the cases the customer got a negative end result of the customization. Levol had a 
slightly negative outcome of the reliability for both products. The outcome for DSM was very 
negative in the technical ethanol case. In the customer perceived value measurement, all the 
customers perceived a positive value. The measurement of the customer perceived value in 
this section got the same result as the customer perceived value measurement in previous 
section. It is positive that the same result has been found as the two models are said to 
measure the same thing, but in different ways. As the previous section exclusively 
investigated the customer perceived value, the equal result gives more credibility to the less 
profound estimate in this section. Overall, Amtrade, Levol and Perstorp had a positive 
satisfaction. DSM had a negative outcome for technical ethanol and a positive for ethyl 
acetate, even though not knowing what to think. It seems like factors like size, market, 
products, etc do not matter for the overall customer satisfaction. The differences occur 
depending of how the company is treated by its suppliers. A negative satisfaction occurs if a 
customer experiences a very negative event with its supplier.  

 
In table 17, a conclusion of which performance attributes of Dutka (1994) that fitted with 

each case has been displayed. Of the products attributes, ‘product quality’ and ‘product 
reliability and consistency’ seems to be accurate for all the cases. Levol also fitted with 
‘value-price relationship’ and ‘product benefits’. This probably depends on the fact that the 
product quality is not crucial for the company, but should be judged against what it can be 
used for and its total benefits. Amtrade did not give any information fitting with any of the 
services attributes. This probably depends on the fact that the company picks up most of the 



 

  
 
 
 

72

product itself and do not see service as something very important.  DSM fitted with all the 
services attributes. This is probably an outcome of all the problems DSM have had with 
Sekab the last period of time. Of the purchases attributes, ‘communication’ is important to 
most companies. The rest of the purchases attributes results can be seen as personal or 
company preferences. In total it seems like products and services attributes are very important 
also in commodity companies. In table 16, A stands for Amtrade International PLC, D for 
DSM Anti-Infectives Sweden AB, L for Levol Oljan AB and P for Perstorp Speciality.  
 
Tab. 17: The performance attributes fitting with the cases. 

Product Found pro. Service Found ser. Purchase Found pur. 
value-price 
relationship L guarantee or 

warranty D, L, P courtesy   

product quality A, D, L, P delivery D, L, P communication A, L, P 

product benefits L complaint 
handling D ease or convenience 

of acquisition L 

product features   resolution of 
problems D, L company reputation D 

product design     company 
competence P 

product reliability 
and consistency A, D, L, P     

range of products 
and services       

6.5.3 Research question three: Customer loyalty stages 
 
The answers of the questions regarding customer loyalty stages in the interview are 

displayed in table 18. Amtrade shows a much lower level of loyalty than the other companies 
through all the stages, except the last one. As this might be a way for the manager to show his 
independence, the negative answers displayed in table 18 should be regarded with care. For 
the first section, the results indicate that many companies have or could have a positive view 
of the factors belonging to the trust and buying repetition stage. It is therefore possible to 
assume that Sekab’s customers do trust the company. In the mental loyalty stage, most of the 
answers are also positive. None of the companies would say no to buy more products from 
Sekab if possible and Levol has even done it. Probably it is easier to make a small company 
already working with many small products to buy more kinds of products. Both DSM and 
Perstorp only produce one product, containing some specific raw materials. This decreases the 
chances to buy new products very much. As Amtrade is situated further away from Sekab, the 
distance only makes it profitable to buy/sell high quantities. Amtrade is the only customer 
which does not use Sekab as the main/only supplier. The other companies know about the 
other suppliers in their markets, something that is easy when there exists few, but only wants 
one main supplier. Amtrade always looks for the best suppliers to use. In the co-operative 
loyalty stage all the companies gave positive answers. It seems like all the companies in this 
study prefer to co-operate with its business relations. By helping the suppliers or customers, 
the companies also helps them selves in different ways. It is a win-win situation. 
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Tab. 18: The result of the customer loyalty stages questions. 
      Amtrade DSM Levol Perstorp 

Habit to buy from Sekab No Yes Yes Yes Trust and 
Buying 
Repetition Stage Sekab fulfils promises Yes insecure insecure Yes 

Prefers to buy from 
Sekab No Yes, price 

dep. Yes Yes 

Want to buy more 
products If possible If possible Yes If possible 

Mental Loyalty 
Stage 

Passive search for 
replacement No Yes, but one 

back-up 
Yes, but 
know market 

Yes, but 
know market

Co-operates with Sekab Yes Yes Yes Yes 

Customer 
loyalty 
stages 

Co-operative 
Loyalty Stage Gives proposals of 

improvements Yes Yes Yes Yes 

 
Tab. 19: The belonging to the different stages of the customers. 
    Amtrade DSM Levol Perstorp 

Satisfaction and trust stage Yes Yes Yes  Yes 
Trust and Buying Repetition Stage Maybe Yes Yes  Yes  
Mental Loyalty Stage Probably not Maybe Maybe Maybe 

Customer 
loyalty 
stages 

Co-operative Loyalty Stage Probably not Maybe Maybe Maybe 
 

Table 19 shows the outcome of the analysis of the customer loyalty stages. As Amtrade 
is very wary of the surrounding, the company might not belong to most stages. Even if the 
attitude towards the factors in the co-operative loyalty stage is positive, the company can only 
belong to a stage if it belongs to previous stage. For DSM, Levol and Perstorp it is possible 
that the companies do belong to some of the higher stages, but it is not possible to know 
exactly to what stages. A problem with the model with these loyalty stages is that the model 
seems not to fit very well in business-to-business relations. In business-to-business it is more 
common that the two companies cooperate and help each other, but the buying does not have 
to mean any loyalty at all, only that the benefits perceived are more positive than from other 
suppliers. The attitudes given are also very personal and do probably shift between different 
positions and persons in a company.  

6.5.4 Research question four: Customer switching costs 
 
The switching costs were measured by letting the customers evaluate the different facets 

of switching costs found in the theory. The cost of each facet is weigh against the likelihood 
of occurring. In the case of Amtrade five of the facets are not occurring. The facet which has 
the highest cost does only have a low risk of occurrence. The facet with a medium risk of 
occurrence has a low cost. The total customer switching costs for Amtrade is therefore 
estimated as low. In the case of DSM, only three of the facets were not occurring. For two of 
the facets, a medium cost was weigh against high risks of occurrence. As the switching costs 
exist to such high degree with such high costs, the total customer switching costs of DSM are 
seen as medium.  Levol has a case similar to DSM and the total customer switching costs for 
Levol are also seen as medium. Perstorp has the lowest switching costs, with six out of eight 
facets as not occurring. The two last facets have low costs. This is displayed in table 20. 
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Tab. 20: Display of the found switching costs of the customers. 
      Amtrade DSM Levol Perstorp 

Risk of 
occurrence  Low None Low None Economic 

Risk Costs 
Cost High   High   
Risk of 
occurrence  Medium High High Medium Evaluation 

Costs 
Cost Low Medium Low Low 
Risk of 
occurrence  Low High High Medium Set Up 

Costs 
Cost Low Medium Low Low 
Risk of 
occurrence  None Low None None 

Procedural 
switching 
costs 

Learning 
Costs 

Cost   High     
Risk of 
occurrence  None None Medium None Benefit Loss 

Costs 
Cost     High   
Risk of 
occurrence  None None None None 

Financial 
Switching 
Costs Monetary 

Loss Costs 
Cost         
Risk of 
occurrence  None Low High None Personal 

Relationship 
Loss Costs Cost   Low  Low   

Risk of 
occurrence  None None None None 

Eight 
facets of 
Switching 
cost 

Relational 
Switching 
Costs Brand 

Relationship 
Costs Cost        

Total switching costs existing: Low Medium Medium Low 
 
The switching costs that are most often occurring are evaluation costs and set up costs. 

Economic risk costs are probably most expensive if they happen. In the market where 
Amtrade and Perstorp make their ethyl acetate purchases, only procedural switching costs 
exists. This tendency exists in the two other cases too, where the procedural switching costs 
are more common than the others. Financial switching costs are probably lower in commodity 
markets in general. As the product looks almost the same from whoever a company buys it, 
there should not be any big monetary loss costs. If a company invests money into something, 
probably this can be used for the product from another supplier as well. The degree of 
customization therefore influences the switching costs. The more customized a product is, the 
higher are the switching costs. As the profits are low in many commodity markets, the 
benefits given to a company by its supplier are usually low. This is probably the reason for 
why the benefit loss costs are low in three of four cases. As discussed earlier, Levol sees this 
risk as high as the company might have to buy higher quantities of product if not having 
Sekab as the supplier. No brand relationship costs were found in any of the cases. This should 
also be a result of the commodity market, where brands are not used in a high degree. Levol 
was the company seeing the personal relationship costs as most important. This might be a 
consequence of the size of the company. In total it seems like Levol is more controlled by its 
environment, due to its size. Perstorp does not have many switching costs at all in the 
purchasing market of acetaldehyde. The company has a whole department only handling the 
purchases and maybe this has made it possible for the manager to make sure that Perstorp 
have very low risks when switching supplier and making sure that the product always is 
available. Finally it can be said that switching costs are very different between different 
companies and different products. Yang and Peterson (2004) says that switching costs are 
different with different products, customers and suppliers. 
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6.5.5 Research question five: The interdependence 
 
Table 21 shows the final result of the different areas of research. As seen, all customers 

have positive customer perceived value. All customers except DSM also have positive overall 
customer satisfaction. The results of the customer loyalty stages have been included in table 
21, even though the result can not be seen as stabile. The result should not be used without 
question. Finally the relatively low levels of customer switching costs are displayed. 
 
Tab. 21: The result of all the different areas of research.  
 Amtrade DSM DSM Levol Levol Perstorp 

 
Ethyl acetate Ethyl 

acetate 
Technical 
ethanol Thermol Windshield 

cleaner Acetaldehyde 

Customer perceived 
value Positive Positive Positive Positive Positive Positive 

Overall customer 
satisfaction Positive Insecure 

positive Negative Positive Positive Positive 

Customer loyalty stages Satisfaction 
and trust Trust and buying repetition 

Customer switching costs Low Medium Medium Low 
 
Figures 15A-E show the figure evolved in the conceptual framework. The results from 

table 21 have been inserted in each figure. Figure 15A shows the result of Amtrade and 15B 
shows the result of Perstorp. Both companies have the same result on the factors, except the 
loyalty. Amtrade and Perstorp have a positive value and a positive satisfaction, which 
confirms the theories stating that the customer perceived value influences customer 
satisfaction. As earlier discussed, customer perceived value is included in the measurement of 
customer satisfaction, but there measured with another method. Both companies did have 
some loyalty, even if it is hard to know how much. The measured switching costs were low 
for both companies and did therefore probably not influence on the loyalty.    

 

Fig. 15A and 15B: The final results of Amtrade and Perstorp 
 
Figure 15C shows the result of DSM on the technical ethanol. DSM did receive a 

positive value from buying the product, but the satisfaction towards Sekab was negative. In 
figure 15D the result of the other product DSM buys from Sekab, ethyl acetate, is shown. 
Also this product gave a positive value to DSM, but the dissatisfaction from the technical 
ethanol gave more insecure answers on the satisfaction. The total outcome of the loyalty DSM 
has towards Sekab was quite positive. As the switching costs were medium, the risk exists 
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that the loyalty is false. A customer should likely change supplier for all the products bought 
from a supplier if very dissatisfied. Either the perceived value is very positive with high 
benefits which make DSM feel that the satisfaction will return, or the company is constrained 
by the switching costs.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 15C and 15D: The final result of DSM on technical ethanol and ethyl acetate. 

 
Finally, the result of both products bought by Levol is shown figure 15E. The company 

had a positive perceived value, a positive satisfaction and showed the highest degree of 
loyalty. The switching costs on the market were medium and probably make the company less 
likely to switch supplier, but probably Levol would not switch supplier anyway with today’s 
values on all the factors.  

Fig. 15E: The final result of Levol on windshield cleaner and Thermol. 
 
In total, all four companies interviewed perceived a positive customer perceived value. 

Three out of four were satisfied and the switching costs were not high in any market. It did 
exist loyalty in all cases, but to different degrees.  
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7 Findings, Conclusions and Implications 
In the first part of this chapter the findings from the previous chapter will be presented to 

answer the earlier stated research questions. Starting with a definition of the concept, 
summaries of the findings found in data analysis chapter will be presented for each research 
question. The second part of the chapter treats the research problem so that the final 
conclusions can be drawn. The last part will give some implications for management, theory 
and further research. The implications for management are divided into two groups; the first 
four implications are general and are applicable for all customers, while the last four are 
specific for each case. The implications for theory insinuate the contribution this study has for 
the theory. 

7.1 Findings 

7.1.1 Research question one: Customer Perceived Value 
 

The first research question of this study was formulated as following: 
 
How can the customer perceived value of the customers of a Swedish chemical company 

operating in the commodity sector be described? 
 
The definition of customer perceived value used in this study is the ratio between 

perceived benefits and perceived sacrifice (Monroe, 1991). The perceived benefits are the 
different attributes of the product and the available technical support, in relation to the use of 
the product, price and other indicators of perceived quality (Ravald & Grönroos, 1996). Table 
22 displays a summary of the findings of this study concerning these factors.  
 
Tab. 22: A summary of the factors influencing customer perceived value. 

Physical 
attributes  Product need to follow some kind of standard.  

Attributes 
Available 
service 

Product need to be available/delivered at short notice or 
be delivered after plan. Phone service is requested in 
some cases.  

 High 
impact 

Reliability Delivery time, quality and service kept.  

Perceived 
Benefits 

Indicators 
of Quality 

Customization Requested for the more unusual products. 

 High 
impact 

Perceived Costs 

Purchase price, transportation, analyzes, documents, 
discharging of trucks, packaging, distribution to 
customers,  risk of poor quality and risk of late 
deliveries.  

Medium 
impact 

 
Using the above definition, the final result was a positive customer perceived value for 

all customers in this study. Other ways of describing perceived value is: value is what the 
customer wants in the product; value is low price; value is the quality the customer gets for 
the price he pays. As different companies sees value in different ways, it is important to assess 
the definition for each customer. Companies following the first definition are more concerned 
by the attributes and indicators of quality, than a company which sees value as low price.  
 

The findings of table 22 can be elaborated as following: 
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- Product needs to follow some kind of standard 
The product must reach the standard specified. This can be regarded as a “must” and a 

product not following the standard can in many cases not be used. By using standards it is 
easier for supplier and customers to meet. Instead of analysing samples of product each 
delivery, a contract can state ‘product according to standard’. Having a higher standard than 
specified will not necessarily create a higher perceived value but falling below standards will 
create a major negative value. A negative value on this factor is likely to stop a company from 
buying from the supplier. As the final product of some of the customers in this study also 
have to follow a standard, it makes their purchasing standard even more important. The 
stricter the quality of the final product has, the higher impact the quality of the raw material 
has.  
 

- Product needs to be available/delivered at short notice or be delivered after plan. 
Phone service is requested in some cases 

Performance concerning availability/delivery has a strong impact on perceived value in 
all cases of this study. This probably depends on the fact that none of the customers had or 
wanted a big storage of their raw materials, even if the product was essential to them. The 
factor of available service seems to have the potential of producing both strongly negative and 
strongly positive perceived value. This might depend on the fact that most customers in this 
study had a clear idea of what they wanted, in the same time as it was important. Except the 
availability/delivery, almost no other service was requested to be available. It seems like the 
customers in the chemical commodity industry, treated in this study, are well educated about 
the products the companies handle and therefore do not need much support. Phone service can 
be important to companies with few employees.  
 

- Reliability is a major factor and delivery time, quality and service need to be kept. 
Reliability is one of few ways to differentiate 

Performance concerning reliability has a very strong impact on perceived value in all 
cases of this study. The benefits of using an unreliable (sometimes cheaper) supplier is not 
worth the risk of the very high costs that can occur if something major would happen. 
Reliability is therefore requested on all important attributes and services. A higher standard 
than specified will not necessarily create a higher perceived value, as the factors requested are 
seen as a matter of course. If a factor is not fulfilled, a major negative value is created. Most 
important reliability issues to keep are; delivery time, quality and service. Reliability is a 
factor with which it is possible to differentiate as not all suppliers are able to perform what is 
requested. Positive factors can be origin of company and products, and relationship between 
managers.  

 
- Customization is only requested for unusual products 
Customization was not requested in most cases of this study because a standard already 

existed on the market. Only two out of six products needed some kind of customization. A 
product is more likely to be customized if it is used by a very few number of companies and if 
a market standard does not exist. If customization is needed, it can be important for the 
customer perceived value. In one case the product would not have been bought if it had not 
been customized as it was a must for the customer that it followed their special purchase 
specification.   

 
- The range of costs affecting customers is large 
Many different costs affect the customers in this study. The most important cost is the 
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purchase price. The range of costs depends on the processes a company performs. No 
company want to have costs for storage. The stricter quality and reliability demands a 
customer has, the less important is the costs. In comparison with the above factors, costs are 
most often seen as less important for the customer perceived value.  

7.1.2 Research question two: Overall customer satisfaction 
 

The second research question of this study was formulated as following: 
 

How can the overall customer satisfaction of the customers of a Swedish chemical 
company operating in the commodity sector be described? 
 

The definition of customer satisfaction used in this study is the overall satisfaction 
perspective (Yang & Peterson, 2004). The overall satisfaction is seen as the sum of perceived 
quality, perceived value and customer expectations (Fornell et al, 1996). Looking back at 
table 15 and 16 (pages 70 and 71) in previous chapter, the findings can be elaborated as 
following:  
 

- Customization does most often give a non-negative result 
Product customization was not expected in most cases of this study, due to the fact that 

commodity products in general are similar to each other. Process customization was expected 
in half of the cases. The customers did either think that the processes requested were standard 
or did not request much at all. Expected customization seems to always be fulfilled. Maybe 
this is a result of the fact that special conditions usually are discussed more in detail than 
common requests, as the customer wants the supplier to do everything correctly. Creating a 
positive outcome of the customization is harder than creating a negative, as the expectations 
are growing each time they are surpassed. It is not necessary to create a positive outcome of 
the customization to perceive a positive overall customer satisfaction, it only needs to be non-
negative. 

 
 - High expectations exists for the reliability, which gives a shifting result 
Expectations on reliability were high to very high in most cases of this study. Reliability 

seems to be most important to customers and it is very important to fulfil the expectations. 
Only in half the cases of this study the customer perceived what he had expected regarding 
the reliability, with a non-negative outcome as result. A very negative outcome of one product 
influences the expectations on other products bought by the same company. A very negative 
outcome can cause the overall customer satisfaction to be negative. If the perceived reliability 
was almost the expected, the outcome is only slightly negative and does not need to influence 
the overall customer satisfactions in a high degree.  

 
 - When measuring customer perceived value as quality versus price the outcome is also 

positive 
In this study, the same result was perceived when doing the customer perceived value 

measurements regardless of measurement method. Both when measuring the customer 
perceived value as quality versus price and when measuring it with the method used for the 
previous research question, the same result was perceived. The quality versus price method 
gives less information about the surrounding factors, as the result is received after only one 
question.  
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 - Customers do in general have a positive overall satisfaction  
The final outcome when using the above definition of overall customer satisfaction was 

clearly positive for three out of four customers. In those three cases the customers had more 
positive than negative results from the customization, reliability and customer perceived 
value. The last customer had a very negative outcome of the reliability which gave a negative 
overall customer satisfaction. Having one product as negative causes a customer to have 
unclear opinions for other products bought from the same supplier.  

7.1.3 Research question three: Customer loyalty 
 

The third research question of this study was formulated as following: 
 
How can the customer loyalty of the customers of a Swedish chemical company 

operating in the commodity sector be described? 
 

The customer loyalty evolutionary process is used as the definition of customer loyalty in 
this study (Costabile, 2000). The four main stages are; the satisfaction and trust stage, the trust 
and buying repetition stage, the mental loyalty stage, and the co-operative loyalty stage. Table 
23 displays a summary of the findings of this study concerning these stages. 
 
Tab. 23: A summary of the factors causing customer loyalty. 

Satisfaction and 
trust stage     Yes 

Habit to buy from Sekab 3/4 yes Trust and Buying 
Repetition Stage Sekab fulfils promises yes/insecure 

3/4 yes 

Prefers to buy from Sekab 3/4 yes 
Want to buy more products If possible Mental Loyalty 

Stage 
Passive search for replacement 3/4 yes, but keeps 

back clear 

3/4 maybe 

Co-operates with Sekab Yes 

Customer 
loyalty 
stages 

Co-operative 
Loyalty Stage Gives proposals of improvements Yes 3/4 maybe 

 
The findings of table 23 can be elaborated as follows: 
 
- A company buying from a specific supplier since a period of time do belong to the 

satisfaction and trust stage 
All the companies of this study belong to the satisfaction and trust stage concerning 

purchases from Sekab. As the criteria for the stage is that satisfaction from a purchase has 
been received, all companies which has performed an earlier purchase with a satisfactory 
outcome belongs to the satisfaction and trust stage.  

 
 - Most companies belonging to the trust and buying repetition stage 
Three out of four companies of this study belong to the trust and buying repetition stage. 

All the companies belonging to the trust and buying repetition stage also belong to the 
satisfaction and trust stage, as it is a criterion to belong to the previous stage when increasing 
the loyalty. The trust and buying repetition stage is reached easier if a company shows low 
involvement in decision making regarding choice of supplier. If staying unconscious of the 
surrounding, the customer gets the feeling that what he gets is the best, as he has nothing else 
to compare with. An important criterion for belonging to this stage is fulfilment of promises 
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from supplier, as this is what creates the trust. 
 
 - Most companies show a positive attitude towards factors measuring the mental loyalty 

stage    
All companies of this study were positive of buying more products from the supplier and 

three out of four companies had the supplier as the preferred. No company was totally passive 
in the search for replacement. The customers in this study are not said to belong to this stage 
as there is not proof that they do, but neither the opposite can be proved. Companies not 
belonging to the trust and buying repetition neither belong to the mentally loyalty stage.  
 

 - Companies show a positive attitude towards the factors belonging to the co-operative 
loyalty stage 

Companies want to co-operate and give proposals of improvements to their suppliers, but 
it is insecure if companies with these characteristics do belong to the co-operative loyalty 
stage. To do it, the companies need to also belong to all the other stages. A supplier has to be 
perfect in many ways for a customer not to look for a replacement. For example could a shift 
of personnel at a customer easily break loyalty as new information and scepticism is brought 
in.  

7.1.4 Research question four: Customer switching costs 
 

The fourth research question of this study was formulated as following: 
 

How can the switching costs, existing in the markets of a Swedish chemical company 
operating in the commodity sector, be described? 
 

In this study the eight facets of switching costs are used when measuring customer 
switching costs (Burnham, Frels & Mahajan, 2003). The eight stages were divided into three 
groups; procedural switching costs, financial switching costs and relational switching cost. 
Looking back at table 20 (page 74) in previous chapter, the findings can be elaborated as 
following: 
 

 - Procedural switching costs are the switching costs with highest impact 
The procedural switching costs are the switching costs with the highest impact in this 

study, especially in the cases with large customers. This is a result of the fact that large 
customer seems to have very few financial or relations switching costs. Evaluation costs and 
set up costs are most often occurring, probably because this almost always has to be done 
when switching supplier. The economic risk costs are most expensive, due to the fact that a 
mistake would cost high sums of money. Learning costs are most often not important, as the 
product is so similar independent of supplier.  

 
- Financial switching costs are low in commodity markets 
In the commodity market of this study the financial switching costs are almost zero. Most 

of the customers did not see any risks or had not invested any money towards a specific 
supplier. The fact that the products are commodity products, are probably the reason why the 
monetary loss costs are so low. Benefit loss costs only influences small niche companies, as 
another supplier might not give the niche company the same space on the market as the old 
one have done.  
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 - Relational switching costs are low in commodity markets 
No brand relationship switching costs were found for any of the companies in this study, 

due to the fact that no brands exist. Personal relation ship costs are personal and very much 
dependent on the person interviewed. Small companies tend to higher personal relationship 
costs, maybe because it always is the same person talking to the supplier which creates a 
closer bound. A smaller company is also likely to have fewer suppliers, which gives the 
opportunities to create a relationship with the suppliers used.   

 
 - The amount of switching costs depend on the degree of customization of the product/s 
The more customized the products a company buys are, the more switching costs occur 

on the company’s purchasing market. In this study the customer switching costs were low as 
the products most often are not customized. The commodity companies in this study had a 
level of customer switching costs pending between low and medium.  

7.1.5 Research question five: The interdependence 
 

The fifth research question of this study was formulated as following: 
 
How can the interdependence existing between the customer perceived value, customer 

satisfaction, customer loyalty and switching cost, in the markets of a Swedish chemical 
company operating in the commodity sector, be characterised? 

 
In this study the statements of Ravald and Grönroos (1996), saying that customer 

perceived value, customer satisfaction and customer loyalty in a long-term relationship are 
connected, and Yang and Peterson (2004), saying that switching costs might works as a 
moderator in the satisfaction-loyalty linkage, has been evaluated. Evidence of false loyalty 
has been looked for. Figure 16 displays a summary of the results of this study and shows if 
the factors influence the others. 

 

Fig. 16: A summary of the results 
 

With regard to the results displayed in figure 16, the following statements can be given: 
 

no 
yes 

yes 

Positive value 
perceived by the 

customers of Sekab 

Positive satisfaction 
perceived by 3/4 of the 

customers of Sekab 

3/4 of Sekab’s 
customers belong to 
the trust and buying 

repetition stage 

Low-medium switching 
costs perceived on the 

market 
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 - Customer perceived value is a contributor to overall customer satisfaction 
Customer perceived value does directly influence the overall customer satisfaction. The 

customer perceived value creating most of the satisfaction for the second research question, 
was the same as the more elaborated customer perceived value from the first research 
question. A positive value increases the chances of a positive satisfaction, while a negative 
value probably lowers the chances of a positive satisfaction. Customer perceived value is not 
the only contributor to overall customer satisfaction and negative satisfaction can occur even 
with positive value. Overall customer satisfaction is easier to estimate than customer 
perceived value.  
 

 - Overall customer satisfaction has an influence over customer loyalty 
The first stage of the customer loyalty stages is directly connected with the satisfaction 

that has occurred in relationship. It is unclear how the other higher stages are influenced by 
the satisfaction a company has towards its supplier. In the case with a negative overall 
customer satisfaction, the loyalty was influenced negatively, but only to a low degree. If a 
customer is really loyal and happy about the relationship, he is probably less keen to stop the 
relationship due to one satisfaction problem, although repeated dissatisfaction would lower 
the trust and therefore also the loyalty.  
 

 - Switching costs need to be high in order to influence the satisfaction-loyalty linkage in 
a noticeable way 

Of the two companies with a medium level of switching costs, only one can be suspected 
to have a loyalty influenced by the switching costs. The fact that the company with a negative 
satisfaction still felt loyal can be a sign of switching costs influencing the relationship, but can 
not be proved. The other companies seem to be sure of the reasons for why Sekab was used as 
the supplier and did not seem to consider the switching costs as any obstacles. Probably high 
levels of switching costs are needed for changes to be seen.  

7.2 Conclusions 
 
The research problem of this study was stated as following:  
 
How can the determinants and moderators of customer loyalty among the customers of a 

Swedish chemical company operating in the commodity sector be characterised and 
described? 

 
With basis in the previous chapter, it can be concluded that: 
 
- Overall customer satisfaction has an influence over customer loyalty, but mostly over 

the lower loyalty stages. As the first stage of the loyalty is clearly connected to satisfaction, 
the first loyalty perceived is a result of the first satisfaction. When the loyalty increases, it 
seems like the satisfaction does not matter as much and other aspects becomes more 
important. The customer is probably calmed after the first trial purchases and now knows 
what to expect from the supplier. Instead other details become more important, for example 
co-operation and convenience. The supplier needs to make more than one mistakes for the 
trust to disappear and take away the loyalty built up. 

 
 - The overall customer satisfaction is built up by customer perceived value, but the 

expectations are also important. A positive perceived value seems to influence the satisfaction 
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positively, while the expectations are more mandatory and need to be fulfilled. The customer 
perceived value and customization and reliability expectations are therefore determinants and 
moderators of the customer loyalty in this Swedish chemical commodity market 

 
 - Switching costs needs to be high to make a difference for the loyalty, which they are 

not in a chemical commodity market. As the products are so similar, the barriers which can 
stop the customer from switching supplier become low in a commodity market. As it seems 
like the switching costs need to be high to influence the loyalty, the switching costs are not a 
major determinant of the loyalty in this Swedish chemical commodity market. 

7.3 Implications 

7.3.1 Implications for Management 
 

First some general issues are brought up: 
 

- Interview all important customers to see how their customer perceived value is built up  
The value a customer feels is important, but is also different between different customers. 

The management of Sekab should interview all key customers to find out what each customer 
value the most. Some customers might see the quality as most important and not care much 
for any other factors, while other customers see the price as most important. It is also 
important to find out what kind of service, attributes etc the customer demands.  
 

 - Reliably has a high impact on customers and should always be kept 
All customers interviewed in this study pointed out that reliability was very important to 

them. This means that a supplier must keep the promise in the factors that the customers see 
as most important to them. This probably means to make sure to keep the quality standards 
and deliver product in time.  
 

- Interview all important customers to get to know what expectations they have 
To be able to fulfil the expectations that are the basis for customer satisfaction, a supplier 

need to know what they are. The management of Sekab should interview all key customers to 
find out what the customers expect from Sekab.  
 

 - Interview all important customers to find out how loyal they are 
Even if it was not possible to perceive an exact answer of how loyal the customers in this 

study were, the answers on the interview questions gave a good overview of how the 
customers experience the supplier. By locating the factors that prevents a customer to become 
more loyal, measures can be taken and a high degree of loyalty might be perceived.   
 

Issues that are specific to each case are:  
 

- Keep the reliability and do not increase the price towards Amtrade International PLC 
Amtrade is overall pleased with Sekab and the two companies have a good and close 

relationship. Not many problems have occurred between the two companies. Sekab would 
need to lower its price to compete better on the market, something that is not possible today. 
 

- Let DSM Anti-Infectives AB regain its trust towards Sekab over time  
As the relationship between DSM and Sekab is profitable for both companies, it is a big 
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chance that DSM will regain its trust for Sekab. From Sekab’s part it is important to be open 
towards DSM and to give excellent service and product quality, as more mistakes can destroy 
the relationship finally. Probably DSM are more aware of other suppliers already and will not 
accept things that before would have passed unnoticed.  
 

- Levol Oljan AB wants communication 
The biggest complaint Levol had towards Sekab was the low level of communication 

between the two companies. Levol wished more communication both for planning the future 
together and for the big occurrences around Sekab. By planning the future together it might be 
possible to increase market shares for both companies. A more open approach to Levol about 
the things occurring at Sekab would increase the trust Levol has towards Sekab. Subjects 
mentioned by Levol as not communicated were increases of price due to changes in domestic 
law and new ownership of Sekab.  
 

 - Keep up the reliability towards Perstorp Speciality or the company might change 
supplier 

Perstorp is pleased with Sekab as the supplier of acetaldehyde, even if problems have 
occurred. For Perstorp reliability is very important and the two problems that Perstorp knows 
about could have damaged the reliability severely. A risk is that Sekab continues to have 
many internal problems with the deliveries to Perstorp and that one of these problems is not 
solved in time. If Perstorp realises this the company might change supplier. 

7.3.2 Implications for Theory 
 

The purpose of this study has been to describe the determinants and moderators of the 
research area, customer loyalty, when operating in a commodity market. Except describing, a 
try has been made to explain how the four main factors, customer perceived value, customer 
satisfaction, customer loyalty and customer switching costs, affect each other in a commodity 
market. Models from previous research used in the study were not originally generated to fit 
with the commodity industry, but could still be applicable. As it is not possible to calculate 
customer loyalty, it is more estimation, it was hard to get an exact result out of the model. A 
problem occurring with the switching costs was the lack of models. Even if several 
descriptions and definitions exist, only one model from which estimations could be made was 
found. After studying four different cases following the research questions, the findings were 
describes and conclusions were drawn.  

 
This thesis contributes to the theory by providing a base for further research within the 

field on customer loyalty in a commodity market. The findings made in this study can be used 
as an indication of differences and similarities between different companies operating in this 
sector. By developing new models describing customer loyalty it might be possible to fully 
understand the factors behind a company’s loyalty in the commodity market.  

7.3.3 Implications for future research 
 

This study has provided an idea of how the moderators and determinants of customer 
loyalty can be described in the chemical commodity market. Customer loyalty is relatively 
unexplored within commodity industries, even though it possibly is as important as in other 
industries. Some suggestions of further research follow:  
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- To conduct the same study in another commodity industry, for example in the strip steel 
industry 
 
- To make the same study with a different commodity supplier 
 
- To conduct the same study on a larger sample of commodity customers 
 
- To make the same study with reference to application of bought commodity product at 
customer 
 
- To implement the same study in a business to customer commodity setting 
 
- To conduct the same study in another country with cultural differences 
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Customer 
Perceived Value 

Customer 
Satisfaction 

Customer 
Loyalty 

Customer 
Switching Costs

Introduction letter – English version 
 
Hi, 
 

My name is Freja Alwarsdotter and I am studying for a Masters of Science Degree within 
industrial economy at Luleå Technical Unviersity, Sweden. At the moment I am performing 
my Masters Thesis at Svensk Etanolkemi AB, Sekab. The subject of my thesis is customer 
lojalty and the factors that contribute to loyalty. My literture review has shown on a 
connection between customer percieved value, customer satisfaction and customer loylaty. In 
addition is seems like the switching costs existing on the market affects the connection 
between customer satisfaction and customer loyalty. See figure one: 

Fig. 1: The connections between customer perceived value, customer satisfaction, customer loyalty and 
customer switching costs. Source: Author’s own figure. 
 

 Sekab does, as your company, operate in a commodity industry where the price is the 
biggest basis of competition. It is especially hard to create customer loyalty on commodity 
markets because both customer perceived value and customer satisfaction is much dependent 
on service, not only price. Please see research problem below: 

 
How can the determinants and moderators of customer loyalty among the customers of a 

Swedish chemical company operating in the commodity sector be characterised and 
described? 

 
By dividing my research problem into five questions I will try to find the determinants 

and moderators of customer loyalty. The first four questions treat how the four areas show in 
fig. 1 can be described. The last question treats the connections between the four areas. By 
interviewing you, being one of Sekab’s most important customers, I hope to get answers to 
my questions. When my research in finished I will revert to you with my result. 

 
I want to thank you for the time you have made available and for the answers that will 

help me in my research. 
 
Kind regards, 
 
Freja Alwarsdotter 
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Interview guide – English version 
 
 1. Intro: 
 
Please give a short presentation of your company and of you. 
What are your tasks? 
For what are the product/products bought from Sekab used? 
How important is the product/are the products for your company? 
Please describe your customers? 
In what ways are your customers affected by Sekab? 
 
2. Customer perceived value: 

Customer perceived value is the value the customer perceive when buying a product. It is 
said to be perceived benefits minus perceived costs. By discussing different advantages, 
brought up by the theory, and the total cost of buying ethyl acetate it will be possible to 
estimate the customer value you perceive. 
 
2.A 
An important factor when measuring customer perceived value is the physical attributes of a 
product. This is for example amount of pollutions or the exact chemical composition. 
What physical attributes do you/your company consider being important when buying ethyl 
acetate? 
Why are these attributes important? 
For each of these attributes, how would you judge Sekab’s ethyl acetate compared with other 
suppliers of ethyl acetate, which you purchase from? 
What other suppliers did you chose to compare with? 
Why did you choose to compare with these suppliers? 
 
2.B 
Another important factor when measuring customer perceived value is the available service 
that you are offered when buying the product.  
How would you define available service? 
When you/your purchases ethyl acetate, which services, for example support and short time of 
delivery, do you think should be available? 
Why are these important? 
For each of these service aspects, how would you judge Sekab’s level of available service 
compared with other suppliers of ethyl acetate, which you purchase from? 
(If different than question 2.A: What other suppliers did you chose to compare with?) 
(If different than question 2.A: Why did you choose to compare with these suppliers?) 
 
2.C 
A third factor which is being used when measuring customer perceived value is reliability. 
How would you define reliability? 
If seeing reliability as being able to trust that the company you are buying from will fulfil 
what they have promised, how important do you consider reliability to be when purchasing 
ethyl acetate? 
For each of these reliability aspects, how reliable do you consider Sekab to be compared with 
other suppliers of ethyl acetate, which you purchase from? 
(If different than question 2.A/B: What other suppliers did you chose to compare with?) 
(If different than question 2.A/B: Why did you choose to compare with these suppliers?) 
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2.D 
The fourth factor which is being used when measuring customer perceived value is the degree 
of customization. 
In what way can ethyl acetate be customized for your company? 
How important do you consider customization to be when purchasing ethyl acetate? 
To what degree is Sekab’s ethyl acetate customized for your company compared with other 
suppliers of ethyl acetate which you purchase from? 
(If different than question 2.A/B/C: What other suppliers did you chose to compare with?) 
(If different than question 2.A/B/C: Why did you choose to compare with these suppliers?) 
 
2.E 
The last factor which is being used when measuring customer perceived value is to total 
amount of costs for the customer. 
What costs arises for your company when buying ethyl acetate? 
How important do you consider the total amount of costs to be when purchasing ethyl acetate? 
How big do you consider the total amount of costs to be when purchasing ethyl acetate from 
Sekab compared with other suppliers of ethyl acetate, which you purchase from? 
(If different than question 2.A/B/C/D: What other suppliers did you chose to compare with?) 
(If different than question 2.A/B/C/D: Why did you choose to compare with these suppliers?) 
 
2.F 
Customer perceived value: 
On the basis of the answers you have given about purchasing ethyl acetate, do you think that 
the customer perceived value of purchasing ethyl acetate in positive or negative? 
Is the customer perceived value from buying of Sekab higher or smaller compared with other 
suppliers of ethyl acetate which you purchase from? 
(If different than question 2.A/B/C/D: What other suppliers did you chose to compare with?) 
(If different than question 2.A/B/C/D: Why did you choose to compare with these suppliers?) 
 
3. Overall customer satisfaction: 

This section will measure how Sekab as company is perceived by their customers, 
instead of, as in the last section, how a specific product is perceived. If buying more than one 
product, please answer all questions for each product. 
 
3.A 
To what degree do you expect Sekab as company to customize their products and processes 
for your company? 
Why do you expect Sekab as company to customize their products and processes to this 
degree? 
 
3.B  
To what degree does Sekab as company customize their products and processes for your 
company? 
Why do you think that Sekab as company customizes their products and processes to this 
degree? 
In which ways does Sekab as company customize their products and processes for your 
company and in which more ways could Sekab as company do this? 
 
3.C 
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To what degree do you expect Sekab as company to be reliable towards your company? 
Reliability is defined as earlier stated definition. 
Why do you expect Sekab as company to be reliable towards your company to this degree? 
In which ways could Sekab as company be more reliable towards your company? 
 
3.D 
To what degree is Sekab as company reliable towards your company?  
Why do you think that Sekab as company is reliable to this degree? 
 
3.E 
What is your opinion about the price level of Sekab, on the basis of the product quality the 
company has? 
What do you think needs to be changed? 
Why is it important to change these things? 
 
4. Customer loyalty stages: 

The answers of the following questions show to what stage of customer loyalty your 
company belongs. 
 
4.A 
Do you think buying from Sekab has become a habit?  
Why do you think that it is/isn’t a habit? 
What do you think would make you stop/start having this habit? 
 
4.B 
Do you think that Sekab will fulfil their promises? 
Why do you think that Sekab will/wont fulfil their promises? 
What would make you change opinion? 
 
4.C 
Do you/your company prefer to buy from Sekab? 
Why do you/your company prefer/not prefer to buy from Sekab? 
What would make you change you opinion? 
 
4.D 
Have your company started buying more kind of products from Sekab? 
Why have you/haven’t you bought more products from Sekab? 
If not, what would make you start doing it? 
 
4.E 
Does your company actively look for other suppliers? 
Why are/aren’t you looking for other suppliers actively? 
What would make you stop/start looking for other suppliers actively 
 
4.F 
Does your company have a business relationship with Sekab? 
Why do/don’t you have a business relationship with Sekab? 
What would make you start having/cancel existing business relationship with Sekab? 
 
4.G 
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Does your company willingly give proposals of improvements to Sekab? 
Why do/don’t you do this? 
What would make you change opinion? 
 
5. Facets of switching costs:  

Switching costs are all the costs that arise when a company switches supplier. 
 

5.A 
What switching costs are you/your company aware of existing on the part of the chemical 
market that you are situated on?  
Do you know of any switching costs not existing on your market? 
What switching costs do you consider to be most important to you? 
Why are these most important?  
What switching costs do you/your company consider being most important for all companies 
on your market? 
Why are these most important?  
 
The Literature brings up eight different switching costs which can exist on a market; they are 
(see explanation below): 
Economic risks costs 
Evaluation costs 
Set up costs 
Learning costs 
Benefit loss costs 
Monetary loss costs 
Personal relationship loss costs 
Brand relationship costs 
 
5.B 
How big is each of these costs for your company on the part of the chemical market that you 
are situated on (not existing, low, high, very high)? Compare the different costs with each 
other in real money. 
How would you rank them? 
Can you give examples of how the existing switching costs practically works?  
 
Economic Risk costs: The economic risks for a company on a market when switching supplier  
 
Evaluation costs: The time and effort cost from searching and analysing, for a company on a 
market when switching supplier 
 
Set up costs: The set up cost for using a new product from a new supplier, for a company on a 
market 
 
Learning costs: The time and effort cost from learning how to use a new product, for a 
company on a market when switching supplier 
 
Benefit loss costs: The costs of losing benefits, for a company on a market when switching 
supplier 
 
Monetary loss costs: The risks of losing earlier invested expenditures and investments, for a 
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company on a market when switching supplier 
 
Personal relationship loss costs: The costs for losing old bonds and/or the risks of un-comfort 
for the personnel of a company on a market when switching supplier 
 
Brand relationship costs: The risks of loosing the identity for a company on a market when 
switching supplier 
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Introduction letter – Swedish version 
 
Hej! 
 

Jag heter Freja Alwarsdotter och studerar till civilingenjör inom Industriell Ekonomi på 
Luleå Tekniska Universitet. Jag utför nu mitt examensarbete på Svensk Etanolkemi AB, 
Sekab. Examensarbetet handlar om kundlojalitet och de faktorer som bidrar till lojalitet. Min 
teorigenomgång har visat på ett samband mellan kundvärde, kundstillfredställelse och 
kundlojalitet. Dessutom verkar det som om de switching costs13 som existerar på den berörda 
marknaden påverkar förhållandet mellan kundstillfredställelse och kundlojalitet. Se figur ett: 

Fig. 1: Kopplingen mellan kundvärde, kund tillfredställelse, kundlojalitet och switching costs.  Källa: 
Alwarsdotter (2005), utvecklad från litteraturgenomgång. 

 
 Sekab, liksom ert företag, är verksamma inom en commodity industri14, där det främst är 

priset som styr. På commodity marknader är det extra svårt att skapa kundlojalitet då både 
kundvärde och kundstillfredställelse till stor del beror på service och inte bara pris. Det jag 
ska studera med mitt examensarbete är hur man kan karakterisera och beskriva faktorerna av 
kundlojalitet till kunderna hos ett svenskt kemiföretag verksamt inom commodity industrin.  

 
Forskningsproblem:  
How can the determinants and moderators of customer loyalty among the customers of a 

Swedish chemical company operating in the commodity sector be characterised and 
described? 

 
Genom att dela upp mitt forskningsproblem i fem frågor ska jag försöka hitta faktorerna. 

De fyra första frågorna gäller hur man kan beskriva de fyra områdena visade i figur ett. Den 
sista frågan gäller sambandet mellan dem. Genom att ställa frågor till er, i egenskap av en av 
Sekabs viktigaste kunder, hoppas jag på att kunna få svar på mina frågor. Då mitt arbete är 
färdigt kommer jag återkomma med mitt resultat. 

 
Jag vill tacka er för den tid ni gjort tillgänglig och för svaren som kommer hjälpa mig i 

mitt arbete. 
 
Med vänliga hälsningar, 
Freja Alwarsdotter 

                                                 
13 Alla de kostnader som uppkommer för ett företag när de byter leverantör 
14 En industri med homogena varor där priset styr till en mycket hög grad 



 
Appendix D 

 

Interview guide – Swedish version 
 
1. Intro: 
 
Vänligen ge en kort presentation av ditt företag och dig själv. 
Vad är dina arbetsuppgifter? 
Till vad används produkten/produkterna som köps av Sekab?  
Hur viktig är denna produkten/dessa produkterna för ert företag (av omsättningen)? 
Vänligen beskriv era kunder? 
Hur påverkas era kunder av Sekabs produkter? 
 
2. Customer perceived value - Kundvärde: 

Kundvärde är det värde kunden får av att köpa en produkt. Det räknas vanligtvis som 
erhållna fördelar minus erhållna kostnader. Genom att diskutera de olika fördelar, som teorin 
tar upp, och den totala kostnaden av att köpa produkt 1 är det möjligt att utvärdera kundvärdet 
ni får. 

 
2.A 
En viktig faktor när man mäter kundvärde är de fysiska egenskaperna av en produkt. Med 
detta räknas t.ex. mängden föroreningar eller den exakt kemiska sammansättningen.  
Vilka fysiska egenskaper anser du/ditt företag vara viktiga när ni köper produkt 1?  
Varför är just dessa viktiga? 
För var och en av dessa fysiska egenskaper, hur skulle du bedöma Sekabs produkt 1 jämfört 
med andra leverantörers produkt 1?  
Vilka andra leverantörer valde du att jämföra med?  
Varför valde du att jämföra med just dessa leverantörer?  
 
2.B 
En annan viktig faktor som används när man mäter kundvärde är vilken tillgänglig service 
som erbjuds när man köper produkten.  
Hur skulle du definiera tillgänglig service? 
När du/ditt företag köper produkt 1, vilken service, t.ex. support, kort leveranstid, anser bör 
vara tillgänglig?  
Varför är just dessa viktiga? 
För var och en av dessa service aspekter, hur skulle du bedöma Sekabs nivå av tillgänglig 
service när ni köper produkt 1 jämfört med andra leverantörer som ni köper produkt 1 av?  
(Om annorlunda än fråga 2.A: Vilka andra leverantörer valde du att jämföra med?)  
(Om annorlunda än fråga 2.A: Varför valde du att jämföra med just dessa leverantörer?)  
 
2.C 
En tredje viktig faktor som används när man mäter kundvärde är pålitlighet. 
Hur skulle du definiera pålitlighet? 
Om du ser pålitlighet som att du kan lita på att företaget du köper från kommer att uppfylla 
vad de lovat, hur viktigt anser du/ditt företag att pålitlighet är när ni köper produkt 1?  
För var och en av de pålitlighets aspekter du nämnt, hur pålitlig tycker du att Sekab är jämfört 
med andra leverantörer ni köper produkt 1 av?  
(Om annorlunda än fråga 2.A/B: Vilka andra leverantörer valde du att jämföra med?)  
(Om annorlunda än fråga 2.A/B: Varför valde du att jämföra med just dessa leverantörer?)  
 
2.D 
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Den fjärde faktor som används när man mäter kundvärde är till vilken grad leverantören 
skräddarsyr sin produkt åt sin kund. 
På vilka sätt skulle produkt 1 kunna skräddarsys åt ditt företag? 
Hur viktigt anser du/ditt företag att det är att produkten skräddarsys när ni köper produkt 1? 
Till hur hög grad är Sekabs produkt 1 skräddarsydd åt ert företag jämfört med andra 
leverantörer som ni köper produkt 1 av? 
(Om annorlunda än fråga 2.A/B/C: Vilka andra leverantörer valde du att jämföra med?)  
(Om annorlunda än fråga 2.A/B/C: Varför valde du att jämföra med just dessa leverantörer?)  
 
2.E 
Den sista faktorn som används när man mäter kundvärde är den totala kostnaden som 
uppkommer för kunden. Den totala kostnaden är alla kostnader produkten ger kunden, t.ex. 
inköpspris, leverans och användning. 
Vilka är kostnaderna som uppkommer när ni köper produkt 1? 
Hur stor vikt lägger du/ditt företag på hur stor den totala kostnaden är när ni köper produkt 1? 
Hur stor tycker du att den totala kostnaden är när ni köper produkt 1 från Sekab jämfört med 
andra leverantörer ni köper produkt 1 av?  
(Om annorlunda än fråga 2.A/B/C/D: Vilka andra leverantörer valde du att jämföra med?)  
(Om annorlunda än fråga 2.A/B/C/D: Varför valde du att jämföra med just dessa leverantörer?)  
 
2.F 
Kundvärde: 
Utifrån svaren du gett angående att köpa produkt 1, tycker du att värdet ni får av att köpa 
produkt 1 i allmänhet är positivt eller negativt?  
Är värdet av att köpa från Sekab högre eller lägre jämfört med andra leverantörer? 
(Om annorlunda än fråga 2.A/B/C/D/E: Vilka andra leverantörer valde du att jämföra med?)  
(Om annorlunda än fråga 2.A/B/C/D/E: Varför valde du att jämföra med just dessa 
leverantörer?)  
 
3. Overall customer satisfaction – Kund tillfredställelse: 

I den här delen mäts hur Sekab som företag uppfattas av sina kunder, istället för hur de 
enskilda produkterna uppfattas vilket mättes i förra delen. Om ni köper mer än en produkt, 
vänligen svara på alla frågor utifrån varje produkt.  
 
3.A 
Till hur hög grad förväntar du dig att Sekab som företag skräddarsyr sina produkter och 
processer åt ert företag?  
Varför förväntar du dig att Sekab som företag skräddarsyr sina produkter och processer till 
denna grad? 
  
3.B 
Till hur hög grad skräddarsyr Sekab som företag sina produkter och processer åt ert företag? 
Varför tror du att Sekab skräddarsyr sina produkter och processer till just denna grad? 
På vilka sätt skräddarsyr Sekab som företag sina produkter och processer åt ert företag och på 
vilka fler sätt skulle Sekab som företag kunna göra detta? 
 
3.C 
Till hur hög grad förväntar du dig att Sekab som företag ska vara pålitligt mot ditt företag? 
Pålitlighet definieras enligt tidigare använd definition 
Varför förväntar du dig att Sekab som företag ska vara pålitligt till denna grad? 
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På vilka sätt skulle Sekab som företag kunna kännas mer pålitligt mot ditt företag? 
 
3.D 
Till hur hög grad är Sekab som företag pålitligt mot ditt företag ? 
Varför tror du att Sekab är pålitligt till just denna grad? 
 
3.E 
Hur tycker du att Sekabs prisnivå är med tanke på den produkt kvalitet som företaget ger? 
Vad tycker du bör förändras? 
Varför är det viktigt att förändra just dessa saker? 
 
4. Customer loyalty stages – Kundlojalitet: 

Svaren på följande frågor visar till vilket lojalitetssteg ditt företag tillhör. 
 
4.A 
Tycker du att det har blivit en vana handla från Sekab? 
Varför tror du att det är/inte är en vana?  
Vad tror du skulle få dig att sluta ha/börja få detta som vana? 
 
4.B 
Tror du att Sekab kommer uppfylla sina löften? 
Varför tror du att Sekab kommer/inte kommer uppfylla sina löften? 
Vad skulle få dig att ändra uppfattning? 
 
4.C 
Föredrar du/ditt företag att köpa av Sekab? 
Varför föredrar du/ditt företag att köpa/inte köpa av Sekab 
Vad skulle få er att ändra uppfattning? 
 
4.D 
Har ditt företag utökat sina inköp från Sekab till att gälla fler produkter? 
Varför har ni börjat köpa/inte köpt fler produkter av Sekab? 
Om inte, vad skulle kunna få er att börja? 
 
4.E 
Söker ditt företag aktivt efter andra leverantörer? 
Varför söker ni/söker ni inte efter andra leverantörer? 
Vad skulle få er att sluta/börja leta efter andra leverantörer aktivt? 
 
4.F 
Har ditt företag ett samarbete med Sekab? 
varför har ni/har ni inte ett samarbete med Sekab? 
Vad skulle få er att påbörja ett samarbete/avbryta pågående samarbete med Sekab? 
 
4.G 
Ger ditt företag gärna förslag till förbättringar hos Sekab? 
varför gör ni/gör ni inte gärna detta? 
Vad skulle kunna få er att ändra uppfattning?  
 
5. Facets of switching costs:  
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Switching costs är alla de kostnader som man tror att ett företag kan råka ut för när det 
byter leverantör. Den totala kostnaden av switching costs beror på sannolikheten att en 
kostnad finns och ”styrkan” av den.  
 
5.A 
Vilka switching costs är du/ditt företag medvetna om på den del av kemi marknaden som ni är 
aktiva på?  
Känner du till några switching costs som inte finns på er marknad? 
Vilka switching costs anser du/ditt företag vara de viktigaste för er?  
Varför är just dessa viktigast?  
Vilka switching costs anser du/ditt företag vara de viktigaste för alla företag på er marknad?  
Varför är just dessa viktigast?  
 
Litteraturen nämner åtta olika switching costs som kan finnas på en marknad; dessa är (för 
förklaring se nedan): 
Economic risks costs 
Evaluation costs 
Set up costs 
Learning costs 
Benefit loss costs 
Monetary loss costs 
Personal relationship loss costs 
Brand relationship costs 
 
5.B 
Hur stora är var och en av dessa kostnader för ditt företag på den del av kemimarknaden som 
ni är aktiva på (ej existerande, låga, höga, mycket höga)? Jämför de olika kostnaderna med 
varandra i kronor.  
Hur skulle du ranka dem? 
Kan du ge exempel på hur de switching costs som existerar yttrar sig? 
 
Economic Risk costs: The economic risks for a company on a market when switching supplier  
 
Evaluation costs: The time and effort cost from searching and analysing, for a company on a 
market when switching supplier 
 
Set up costs: The set up cost for using a new product from a new supplier, for a company on a 
market 
 
Learning costs: The time and effort cost from learning how to use a new product, for a 
company on a market when switching supplier 
 
Benefit loss costs: The costs of losing benefits, for a company on a market when switching 
supplier 
 
Monetary loss costs: The risks of losing earlier invested expenditures and investments, for a 
company on a market when switching supplier 
 
Personal relationship loss costs: The costs for losing old bonds and/or the risks of un-comfort 
for the personnel of a company on a market when switching supplier 
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Brand relationship costs: The risks of loosing the identity for a company on a market when 
switching supplier 
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Company presentation – Svensk Etanolkemi AB 
 
Svensk Etanolkemi AB, Sekab, is a 20 years old Swedish chemical company located in 

Domsjö, Örnsköldsvik. The turnover is just above one Billion SEK and the company has 80 
employees. The products of Sekab can be divided into three areas; ethanol, ethanol fuels and 
ethanol derivates. All the products Sekab sells are standard products with a low value from 
processing, so called commodity products. The company is at the moment widely mentioned 
in the media as Sweden’s only company with a factory manufacturing ethanol from forestry 
raw materials. Sekab is also the leading supplier of ethanol fuels, ethanol as fuel in vehicles, 
in the European market. The goal of Sekab is to sell to end users without using distributors.   

 
The chemical part is the old part of Sekab with the products that are called ethanol and 

ethanol derivates. The ethanol derivates that are manufactured and sold by Sekab are ethyl 
acetate, acetaldehyde and acetic acid. The markets of these products are controlled by a few 
numbers of players and overcapacity exists on the markets.  

- The main supplier of ethyl acetate in Europe is BP, which controls the market with 
about 58 percent. Sekab has about nine percent of the European market and 70 -80 
percent of the Swedish market. Sekab is the only producer who processes ethyl acetate 
of bio origin. The customers use Sekab as an alternative to the other big multinational 
suppliers on the market. The total market increases with about two to three percent per 
year. Ethyl acetate is primary used in the printing, colour and pharmaceutical industry.  

- The European market for acetaldehyde is to 64 percent controlled by Celanese. Sekab 
has about ten percent of the European market and 100 percent of the Swedish market. 
Sekab only has two customers buying acetaldehyde. Perstorp stands for 75 percent of 
the purchases and Clariant in France for the rest.  The market for acetaldehyde is 
decreasing, but Sekab has taken market shares from Celanese.  

- Sekab has less than five percent of the European acetic acid market and only sells to 
some special customers. When the market is right, Sekab buys acetic acid.  

- Of the pure ethanol, Sekab only sells to Sweden and the rest of the Nordic, with about 
30 percent of the Swedish market. The customers are mostly different industries. The 
main importance is to have a steady supply of available product.  

 
 
 
 
 

 
 
 
 


