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Research question:  - What are the differences between a niche bank and a traditional bank 
concerning their customer loyalty program? 
 
- How does the two different banks implement CRM and customer 
loyalty in their private customer loyalty program concerning the 
customer's needs? 

Purpose:  The purpose of this thesis is to investigate how Länsförsäkringar Bank, 
a niche bank work with the customer loyalty question, based on 
Customer Relationship Management and the Customer Loyalty theory, 
compared with one of the top banks in Sweden, Swedbank. To gain a 
better comprehension of how the banks could increase their customer 
loyalty the choice was made to include the customer's perspective of 
what their needs are when choosing a bank.  

Method:  With a mixed method approach, the data that has been used consist of 
both primary and secondary data. The primary data that is going to be 
used are surveys that will be handed out to individuals regarding their 
choice of bank. The secondary data will include collected information 
from literature review, scientific articles and relevant previous thesis 
works concerning Länsförsäkringar Bank and Swedbank. 

Conclusion:  It is clear that a more customer oriented approach to the banking 
market is resulting in the greatest level of customer satisfaction. To 
successfully increase customer loyalty among the private customers 
the most important thing for both Länsförsäkringar Bank and 
Swedbank is to meet the needs of the customers. By using the CRM 
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system to gather all the data about the customers they can truly 
understand their needs and thereby develop the loyal relationships. 
Both the niche bank and the traditional bank have a similar approach to 
the customer loyalty program where the focus is on already existing 
customers and developing long term relationships. There is a 
difference when it comes to using the the information gathered from 
the CRM system, which affects each company’s customer satisfaction. 
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1 INTRODUCTION 

The first chapter of the thesis gives the reader a clearer picture of what the investigation is 
going to be about. It will start with a brief background, continuing with a problem definition, 
followed by purpose of the research and research question, and finishing with delimitation. 

1.1 Background 
Every customer wants their assets to be secure and insured in the right hands of their bank 
(Bank structure, 2015). Swedbank, one of Sweden's top banks has a really strong brand name 
and is immediately associated as a bank, called a traditional bank in the bank market (Swedish 
Competition Authority Report, 2016). That is not always the case with the thought of 
Länsförsäkringar Bank. Their brand name directly tells us a different story. But what could be 
the reason that Länsförsäkringar Bank, which did not start in the banking business, has a 
greater customer satisfaction level than Swedbank? According to the latest bank industry 
measurements made by Swedish Competition Authority (2015) it states that Länsförsäkringar 
Bank has made it to the first place during the two latest years while Swedbank has beginning 
to drop slowly.  
 
In order to keep their customers, banks have to keep them satisfied so they could be loyal to 
their bank. That is when customer loyalty comes in hand. Customer loyalty can be perceived 
as repurchases of a company's services and products. This is one of the important factors for a 
company’s wealth, this can be argued with the help of several studies being made during the 
years. The studies show that it will cost the company five to six times more to acquire new 
customers than to keep the already existing customers, satisfied and loyal to your company 
(Muhammad, 2013). “An improvement of 5 percent in customer retention leads to an increase 
of 25 percent to 125 percent in profit”, so the idea of that the loyal customers bring in the 
majority of wealth is accurate (Muhammad, 2013). 
 
Within customer loyalty there are some steps that help to explain what it is exactly. The first 
step is the acquisition of the customer, that is the first interaction with the company staff or 
webpage. This step needs to give the customer the most service of them all, they want to feel 
that their problems have been solved. After there is the second step, customer development, 
which is the education and bonding phase where the companies expand their knowledge 
within the service they are depending on. Third step is customer commitment, the sales phase 
is the first real interaction of the service the company has sold to the customer. Last but not 
least is the fourth step, customer retention, the continuation and activity phase, which is the 
loyal customer who will continue to purchase services from the company. Each step increases 
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the customer satisfaction, which later on leads to what is going to be investigated, customer 
loyalty (Hill & Alexander, 2006, p.22). 
 
If the customer’s needs are not met there is a big chance that the unhappy customer will stop 
the continuous repurchase pattern and also spread a bad word-of-mouth (Hill & Alexander, 
2006, p.25). To prevent that from happening companies can implement Customer 
Relationship management (CRM) in order to retain the good customers, which is a central 
topic in the CRM approach (Stone, Bond, & Foss, 2004, P.171). 
 
Companies can use CRM as an effective tool to achieve their desired company goals that will 
last in the long run. The main goal of a CRM system is to build a strong valuable relationship 
with the customers with the focus on understanding the customers, increasing their customer 
experiences and satisfying their needs in the fullest way possible. When companies fully 
invest in these goals of the CRM system they can expect having loyal customers that want to 
come back. When companies use the CRM system they also learn what products or services 
are contributing to the satisfaction of the customers and determine what needs to be improved, 
replaced or invented to be able to provide the customers with the highest level of customer 
satisfaction (Muhammad, 2013). 
 
The focus is to compare how Länsförsäkringar Bank works with the customer loyalty to one 
of Sweden's top banks today, Swedbank (Continued difficulty to challenge the big banks, 
2016). The plan is also to turn to individuals through surveys to understand their perspectives 
on choice of bank in order to meet with the purpose. 

1.2  Problem definition 
Today the bank market is expanding extremely fast, and it has become much easier for 
customers to change banks nowadays. It makes it harder for banks to keep the customers from 
leaving, than what it was five years ago. According to a new report made by Swedish 
Competition Authority (2015) there are still some banks that are struggling to establish within 
the Swedish bank market and the top banks are making it difficult for customers to switch 
because of a lock-in effect they have on them regarding funds. Swedish Competition 
Authority (2013, 2016) is continuously fighting for this question and to increase the 
competition within the market.  
 
This is where the question of customer loyalty comes in hand, how will banks keep their 
customers from leaving to join another bank while the competition is increasing? It is up to 
the companies of how well they are using the CRM system in order to keep them from 
leaving. There have been similar investigations done during the years concerning customer 
loyalty, but not enough where the customer has been brought into the investigation. The 
theme of customer loyalty is based on the customer's (Hill & Alexander, 2006), and that is 
why it is important to include them into the research. This is where the gap of the research is 
and what is planned to be investigated, how a traditional bank and a niche bank differ in 
keeping their customers loyal, and what the customers are expecting from them. 
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1.3 Purpose of research 
The purpose of this thesis is to investigate how Länsförsäkringar Bank, a niche bank work 
with the customer loyalty question, based on Customer Relationship Management and the 
Customer Loyalty theory, compared with one of the top banks in Sweden, Swedbank. To gain 
a better comprehension of how the banks could increase their customer loyalty the choice was 
made to include the customer's perspective of what their needs are when choosing a bank. 

1.4 Research question 

• What are the differences between a niche bank and a traditional bank concerning their 
customer loyalty program? 
 

• How does the two different banks implement CRM and customer loyalty in their 
private customer loyalty program concerning the customer's needs? 

1.5 Delimitations 
The focus will be on comparing the customer loyalty between Swedbank and 
Länsförsäkringar Bank. The segment focus will be on the bank's private customers, their 
needs in the process of choosing a bank and how the companies create and keep a relationship 
with them. This is going to be argued with the help of the two theories CRM and customer 
loyalty. The Ladder of loyalty theory will also be used but not all of the steps of the ladder 
will be mentioned.  
 
It has been decided to delimit the thesis by not investigating the financial performance and 
also the digital part within the companies. This is due to broadness of the subject and the fact 
that it takes over the main focus of the thesis.  
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2 THEORETICAL FRAMEWORK 

In the following chapter there will be explanation of the various theories that helps create 
stronger customer loyalty among companies. The theories consist of Customer Relationship 
Management and Customer Loyalty. 

2.1 Customer Relationship Management 
The definition of Customer Relationship Management can be explained in different ways 
since the original meaning of CRM is not exactly the same as it is today (Thompson & 
Nelson, 2004). CRM is a strategic way of businesses to collect and store customer data, stated 
or unstated of their wants and needs in order to improve customer loyalty (Saarijärvi, 
Karjaluoto & Kuusela, 2013). Companies are collecting information often through Internet 
capabilities (Berry, 2003) such as contact information, their purchasing patterns, transactions 
methods, communication methods, sales and service logs but also feedback details in order to 
manage the customer relationships in an organized way (Populating your CRM, 2012; 
Vickers, 2014). The purpose with gaining this kind of insight about the customers is to help 
the business to achieve the company's goals such as increasing the profits, developing 
customer relationships and overall improving the quality of its products and services. But in 
order for the company's goals to be met the customer's needs has to be met first (Saarijärvi et 
al., 2013). 
 
When companies are collecting the customer data they get to see a much wider picture of 
what future products to produce and what current products or services to improve and 
develop. This gives them a chance to provide their customers the most suitable and enhanced 
products and to provide the highest level of customer services (Vickers, 2014). 
The aim of CRM is to understand the customers, deliver better customer experience so that 
the customers can be retained but also to attract new customers. When companies are 
improving their customer satisfaction and identifying the most profitable customers they will 
be increasing their profits in the long run but also decreasing the customer management costs 
(Berry, 2003). Since studies show that it is much more cost efficient for companies to keep 
already existing customers than to attract new ones, CRM is a really effective tool to keep 
enhancing and developing the customer relationships (Muhammad, 2013). 

2.1.1 Links between marketing, customer loyalty and quality 

The majority of the companies today understand the essentials about the customer loyalty and 
that it is linked to the success of the company. But there are not many that truly have managed 
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to understand how to link the customers demands with the company's process to achieve the 
highest level of customer experience possible (Johnsson & Gustafsson, 2000). The value of 
the organization will increase when the company have implemented effective customer 
measurements but also a management system that works. To achieve this successful customer 
orientation the company needs to be aware of the three key aspects leading to this. The first 
one is to gather all the customer information, the second one is knowledge transferring which 
means that all the information that has been gathered is being spread out through the 
organization. The third key aspect is to operate on all the gathered information for better 
quality products or services. The information will not only give the company a broader 
picture of what new products to produce but also which ones to maintain and that is as 
important as innovating new ones (Ibid.). It is also important to know that the customer’s 
needs are not only going to be the needs of today, but for tomorrow as well. The information 
about what customer’s value needs to be concrete so that the company can gather the most 
efficient information possible. When the company manages to understand the customers at the 
various levels that is the reason for their behaviors it will be a lot easier to discover their 
present needs but also to predict their future needs as well (Ibid.). 
 
Without the customers the company would not be able to grow and increase profits (Johnsson 
& Gustafsson, 2000). The customers are the key to a company's success but it is the level of 
the relationship together with the company that determines if the company is going to succeed 
in the long run. The company needs to get their customers engaged into sharing all of the 
relevant information that they need in order to make the best decisions they can in the process 
of improving their products and services. The organizational role is to share all the 
information and make the best decisions as possible. The profits will grow when both the 
company and the customers have managed to successfully do their parts as mentioned above 
(Ibid.). 

2.1.2 How does companies link quality to financial performance? 
 

 
Figure 2.1 “A Framework for Linking Quality to Performance” (Johnsson M.D. & Gustafsson A., 
2000, p.7) 
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According to Johnsson and Gustafsson (2000) this figure shows a framework for 
understanding how marketing, customer loyalty and quality are connected. This framework 
consists of four different areas. The first one is Internal Quality that includes everything about 
the service offer to making the employees satisfied in order for them to deliver the best 
service quality as possible. 
 
The second step, the External quality and satisfaction include the customer's view of their 
purchasing and consumption experience. What are the benefits that the company provides the 
customers from the company's selection of products and services, but also the prices they 
have to pay for the products and services (Ibid.). 
The third one is the Customer loyalty and retention. The loyalty part stands for the customer’s 
intention to buy the company's services and retention is the actual behavior itself. For 
example when a customer decides to go back to the bank and be a loyal customer. This 
retention information is extremely valuable because the company gets a chance to sort out the 
influencer of financial performance that they could use in their advantage later on. However it 
is often unavailable and the other solution for this could be to use loyalty measurements 
instead (Ibid.). 
 
The fourth one is the Financial Performance. The quality, satisfaction and loyalty factors are 
what eventually are going to influence the financial performance. It could either be directly 
or indirectly. When a company produces a high-quality product at a demanded and affordable 
price it will affect the external customers consumption experience and will therefore 
indirectly affect the financial performances. But it could also have a direct effect regarding the 
cost and revenues. When improvements are done regarding the internal quality it could 
increase the productivity, which will therefore lead to lower internal costs and directly 
increase profitability. It is harder for services because they are both produced and delivered at 
the same time and it is often the customer that has the final word. Therefore when improving 
service quality it often leads to a raise in operating costs since it requires an increase in the 
personnel and operating (Ibid). 

2.1.3 Benefits of a CRM strategy 

When companies have successfully managed to identify the customer’s behaviors and their 
habits and implemented a CRM strategy that works there are a lot of benefits for the company 
(Lindgreen & Antioco, 2005). The company can easily develop new marketing strategies and 
different sales propositions when they have mastered the behavior of the customers 
purchasing habits. Understanding the customer relationship identification is also good 
because one particular customer could live in a household where the companies could send 
out sales propositions that could be valuable to other members in the households. In that way 
the company has acquired new customers through customer identification (Ibid.). 
 
It is important to understand that new customers also are valuable since analyzing existing 
customers shows what is and what is not working in the company and helps to develop the 
product/services that will attract new customers. Another benefit with a successful CRM is 
that it gives the employees the opportunity to take care of every customer individually. With a 
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personalized relationship the employees are more aware of all the details about the customers 
and their special needs. This helps to bring down the customer dissatisfaction since satisfied 
customers eventually turn into loyal ones. These deeper knowledge of the customers will also 
create more cross sell opportunities, win new businesses, and also help the company to target 
the most profitable customer (Ibid.). 

2.2 Customer loyalty 

Oxfords Learner’s Dictionary (2016) explains the word loyal as “loyal (to 
somebody/something) remaining faithful to somebody/something and supporting them or it”. 
This is what customer loyalty is all about, for the customer to stay by the company's side even 
if there are downsides. But recently when competition within banking market has increased it 
has become more important for the company to stay loyal to its customers, than vice versa. It 
is an eternal competition on who has the best offers that will fit the customer's needs the best 
way. The best way to keep them from leaving is to make sure that the supplier’s total value 
package matches the customer’s needs better than what the competition is offering (Hill & 
Alexander, 2006, p.14). 
 
The retained customers do not only tend to stay loyal by repurchasing, they also spread a 
positive word-of-mouth that attracts new customers to the company, they ignore the offers of 
competitive brands and buy the excessive line extensions. Gaining customer loyalty is not 
only about the best offers, but also about gaining understanding in customers’ behavior and 
needs, because without them the customer will not commit both physically and emotionally. It 
is also important to know that loyalty is not gained by throwing money in different marketing 
programs and investing in loyalty cards, loyalty is developed over time if the relationship 
management programs are planned and implemented correctly (Stone & Woodcock, 1995, 
p.94). 

2.2.1 The loyalty ladder 

A company's strategies to retain customers is not just about building loyal relationships, it is 
equally essential to keep developing the relationships so that loyalty keeps on growing over 
time (Narayandas, 2005). By using the Ladder of loyalty the companies get a much more 
valid point of view and they can determine how much time and money they want to spend on 
the customer relationships (Ibid.). 
 
The figure (Marketing: The ladder of loyalty, 2014) shows all the successively higher levels 
of loyalty, the higher up the ladder the more is the customer invested in the company. The 
categories of all the steps of the ladder have been translated according to the figure 2.2 in the 
purpose to use the most appropriate words regarding the bank market. The ladder of loyalty 
consists of several parts, which are: 
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Figure 2.2 “The ladder of loyalty” (Marketing: The ladder of loyalty, 2014) 

1. Suspect 
There is no relationship between the customer and the company. The suspects have 
heard about the company and its products and services but they do not have a clear 
picture about the company or its values. The company needs to focus on building a 
stronger brand value by creating brand-building activities to be more attracted to the 
market (Ladder of Loyalty, 2008). 
 

2. Prospect 
A prospect is someone that has heard about the company or a product/service in the 
company that seem appealing to them. The customer has not made their first purchase 
yet (Raphel M & Raphel, 1995). The relationship is still in its very first stages. 
Although the customer has not made its first purchase yet, they have definitely 
considered it. It is up to the company now to make sure that the customer’s 
expectations are being met so that they can convert the prospect to a customer (Ladder 
of Loyalty, 2008). 
 

3. Shopper 
The relationship is starting to progress. The prospects turns into shoppers as soon as 
an offer is appealing to them, this could be of an item or a price. They will come back 
and buy products or services but they are not yet consistent visitors. It is important that 
the company delivers a wanted product or service that will meet the customer's 
expectations that is promised from other brands (Ladder of Loyalty, 2008). 
 

4. Client 
A client will visit the company to buy a product or service on a daily basis (Raphel & 
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Raphel, 1995). A shopper will turn into a client when the company is on top of their 
preference list and this is where they have put all their trust in with the specific 
products or services they want. If this relationship evolves, the client will turn to a 
loyal customer. The benefits of loyal customers are several; one of them is the 
emotional attachment to the company. (Ladder of Loyalty, 2008) It is easier for the 
company to recover from a service failure under this stage, because they are already so 
highly valued to the customers that one mistake will not make them leave (Ladder of 
Loyalty, 2008). 
 

5. Member 
A client will turn into a member customer when they are completely satisfied with the 
company and its offerings. They are essential for the companies because they are fully 
satisfied with having their needs met that they are recommending and therefore 
influencing other potential customers to become new customers. These impacts are 
very important because the company does not have to put as much time or costs into 
attracting new customers. The member customers are often very willingly working 
together with the company in order to improve their products and services (Ladder of 
Loyalty, 2008). 
 

6. Partner 
When the customer is actively being involved in the company's decisions, they are 
considered to be a partner. Partnering activities are helping to create a deeper customer 
value and will develop greater connections between the customers and the marketers 
(Ladder of Loyalty, 2008). The partner customers are often expensive but when 
considering the returns they are well worth it. These customers are willing to pay 
premiums for the latest and best products and services (Narayandas, 2005). 

2.2.2 Benefits of customer loyalty  

There are several benefits of having loyal customers, and the most important one is as 
mentioned that those customers bring in the most profit, cost less than what it costs to acquire 
new customers, they repurchase and recommend the company further. They are less likely to 
switch to suppliers that offer lowest prices. The buying stage is a small part of the actual loyal 
relationship between the customer and company. It takes additionally dialogue between the 
two parts in order for the loyalty to grow, and for them to learn from each other to know how 
to handle the characteristics that the customers show. This is where the relationship 
approaches comes in hand, and the approach develops with time in the same way as the 
relationship develops (Hill & Alexander, 2006, p.21). 
 
With the loyal customers the company can also choose to decrease the marketing cost, 
because they develop special kind of marketing formed after the characterized needs of the 
customer. There is also no need of costly marketing programs, because the loyal customers 
are spreading a positive word-of-mouth that attract new customers to the company. Another 
benefit the company gain from having loyal customer is that during the lifetime of the 
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relationship the customers gain knowledge about the services offered and knows by now how 
to handle most of the services already offered by the company (Stone & Woodcock, 1995, 
p.101). 

2.3 Niche bank and traditional bank 
Traditional banks have a big share of the financial market and can offer all types of financial 
services. In Sweden, Swedbank is placed as one of the top four traditional banks. These top 
four banks have a strong majority share of the bank market, up to 63 percent. Swedbank is 
also one of the two banks that have the most offices that customers can visit, there are today 
305 offices but they are more considered for consulting matters than for banking services. 
This is due to that most of all banking services have been replaced by digital services instead, 
which could be done over the smartphone or the Internet. Traditional banks are both involved 
with private customers and company customers (Banks in Sweden, 2015). 
 
Niche banks are still quite new to the banking market, but have still been in working progress 
for over a decade (Banks in Sweden, 2015). They have always been focusing on private 
customers, and from the mid 90s they were primarily available over telephone and Internet, 
but have now developed to meet their customers in the linked retail chains. The niche banks 
have had huge impact on the changes in the banking sector during the last decade, from prices 
to services within the banks (Ibid.). They have also expanded their business into different 
markets and made it to the top within customer satisfaction, like Länsförsäkringar Bank have 
done during the two last years. This have triggered the traditional banks to invest more in 
their customer loyalty approaches, it has become a constant competition, which only makes it 
better for the customer (Swedish Competition Authority Report, 2015). 
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2.4 Summary  
Since there is such a big competition in the banking industry with similar products and 
services it is really essential for the companies to match the customers needs better than their 
competitions (Hill & Alexander, 2006, p.14). 
The CRM is a strategic system that helps the companies to store and collect all relevant 
customer data (Saarijärvi, Karjaluoto & Kuusela, 2013). The whole purpose with CRM is to 
understand the customers, get to know the customer and to retain the same customers over 
and over again. Even though new customers is benefiting as well, the strong relationship of a 
loyal customer is far more valuable for the companies (Berry, 2003). It is not only benefitting 
for improving the relationships but it also helps the business minimizing the costs, improves 
the company's reputation but also protects the customers from other competitive businesses 
(Muhammad, 2013).  
 
Loyalty is built and developed over time when the companies have earned the customers trust 
and the other way. There are different strategies to achieve loyal relationships but by 
analyzing the customer's needs and their purchasing behaviors the companies learn how to 
meet them in different ways in order to be able to retain all the customers into loyal customers 
(Stone & Woodcock, 1995, p.94). The key to keep having these loyal relationships is to keep 
the focus on meeting and exceeding the customer's needs (Lindgreen & Antioco, 2005). 
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3 METHODOLOGY 

This chapter will present the methods that have been chosen in order to explain the approach 
that is going to answer the research question and purpose. 

3.1 Research approach 
A method is the principle of the instruments that can be used to collect, organize, process, 
analyze, and interpret the information found. There is a desire to investigate the real world in 
a systematic way, and with the help of methods it is possible. It is easier to investigate the 
causes behind the actions and the insight of the actions that have been made, with the help of 
different methods as interviewing and surveys as an example (Halvorsen, 1992, p.13). 
 
When using interviews and surveys in the method it is important to know how to structure the 
methods around the subject in order to get the expected outcome of the research made. It is 
also important to know who the focus should be on, who are the respondent going to be and 
why (Halvorsen, 1992, p.95). Therefore is the aim of the survey on what the customers needs 
are when choosing a bank, while the interviews from empirical sources is to get a knowledge 
how companies work with the customer loyalty question and how they implement 
CRM.  This way there will be gathered information from both the companies and the 
customers in order to get a connection between them. This contributes to calling the method 
of the thesis a mixed method (Bryman & Bell, 2011, p. 628), where both qualitative and 
quantitative research were used by collecting already existing interviews from previous theses 
and contributing with a survey conducted by the authors of this thesis.  
 
The mixed method contributes to a more overall picture, which visualizes a broader sight of 
the results and filling in the gaps that can occur when only using one of the two methods. 
(Bryman & Bell, 2011, p.636). In order for the thesis to not become too broad when including 
a mixed method, it is important to have limitations, which will focus on what is planned to be 
investigated (Bryman, & Bell, 2011, p.634). 

3.1.1 Comparative case study 

A case study is clarified as an investigation of particular cases, and engage some methods, 
example of these are interviews, particular observations and field studies (Hamlet, Dufour, & 
Fortin, 1993, p.1). A comparative case study is based on similarities and differences within 
these particular cases. The main point with a comparative study is to do investigations to 
know how the different parts do certain things, which could help the companies to compete or 
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to improve in the selected market (Halvorsen, 1992, p.68). This is why it is determined to 
compare Länsförsäkringar Bank and Swedbank to each other, in order to see how they differ 
in the way they work with customer loyalty and if this study could bring some kind of 
conclusion how they could work in the future, in this focus of the thesis. This will be done by 
implementing a survey so that a comparison can be made with the results, and also by 
secondary data that has been collected from previous theses and their interviews. 

3.2 Choice of data collection 
The data collection is divided into two types; there is primary and secondary data. This 
grouping partly overlaps, and can hide fundamental scientific differences within the 
methodological issues. It can also affect how to collect the necessary information and how to 
interpret it (Eriksson & Wiederheim-Paul, 2014, p.90). Both primary data such as a survey 
and secondary data such as previous theses, scientific articles, and printed books have been 
used. This is to get the scientific differences within the overlap of the two different data 
collection types, as mentioned above. By implementing the side of the customer’s point of 
view with the side of the companies we can get an outcome that answers the research question 
and purpose.  

3.3 Primary data  
Primary data as well as secondary data is associated with data that is in need of collection 
(Halvorsen, 1992, p.72). The plan was to collect primary data through interviews with the 
employees in both of the respondent companies, Länsförsäkringar Bank and Swedbank, and 
hand out surveys to private persons that are customers at any bank. This is in order to get an 
overview of what makes a customer satisfied with its bank in order to become a loyal 
customer. This contributes to the purpose to get an understanding of what it is that both the 
mentioned banks are doing right/wrong concerning their CRM. Concerning interviews it did 
not go as expected, because the companies did not want to cooperate with this research and be 
apart of an interview. The outcome of participants in the primary data, the survey, was much 
higher than what was expected when publishing the survey on social media. 

3.3.1 Survey 

When conducting a survey it is very important to have a clear picture of what it is that needs 
to be answered but also to formulate the questions in an understandable way. Once the 
surveys have been sent away there is no chance for clarification if needed. There are some 
things to consider when creating a reliable and structured survey such as specification of the 
problem and purpose, which are the observation units and the chosen study group and also 
what methods that are going to be used for the data collection (Eriksson & Wiederheim-Paul, 
2014, p.97-99). By conducting our survey as a primary data we have managed to not only get 
an understanding of what it is that the mentioned banks are doing right concerning their 



 14  

customer loyalty programs but also what it actually is that makes the customers choose and 
stay with their choice of bank, which have found out to be a gap in relevant previous 
researches.  
 
Configuration 
There was a decision made to use a survey where the observation unit is the private bank 
customers in Swedish banks, in this thesis. The purpose of the survey is to find out what the 
various elements that private bank customers consider before choosing a bank are. In order to 
achieve the highest level of understanding of what all the aspects are to become loyal 
customers. Which will help the banks to get a clearer picture of what it is that makes the 
customers satisfied with their bank. All questions are stated in Appendix 1. Some of the 
questions were based on the customer satisfaction survey questions from a previous thesis 
(Hallowell, 1996, p.16). The rest of the questions were structured after what was found to be 
relevant for the thesis. The survey was handed out to several people, to get the best feedback 
on how the framing of the questions and the amount of the questions could make the 
participants not loose their interest, before the final version was uploaded. The main thing that 
was changed, after the first draft that was given out to our seminar group, was that we 
removed some demographical questions. This is due to that the participants believe that bank 
information is sensitive information and not necessary to include in this thesis. 
 
Approach 
The final draft of the survey was uploaded on Facebook, since social media is a good way of 
reaching many individuals. It is important to be crucial when using Facebook as a distribution 
of the survey and argue the reliability of the people that contributed, when not having so 
much demographical questions that could divide the participants into groups. The aim with 
not having so much demographical question in order to make the participants feel safer with 
contributing to a survey concerning their bank. It will also help increasing the reliability of the 
thesis if there are answers from a bigger amount of individuals. It was expected to get a 
maximum of 100 participants, but ended up with 156 participants instead. The survey 
supported the thesis really good, by stating our idea of what customers think is important 
when choosing a bank. 
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The table stated underneath presents the operationalization of the theory in each survey 
question and what their purpose is. 
 

 

Table 3.1 Operationalization of the theory in the survey 

3.4 Secondary data 
Secondary data is associated with data that is published and ready to be collected from 
different sources (Halvorsen, 1992, p.72). For the theories and methods there has primarily 
been use of printed books. For the rest of the empirical data there was a search on the library 
databases, such as ABI/INFORM Global, DiVA and Google Scholar, in order to find relevant 
previous theses and scientific articles. To find relevant and updated information about the 
companies there was a search on their web page and relevant scientific articles that have been 
published recently. 
 
The secondary sources that have been collected from the previous theses are some of the 
sources that have been found to be relevant for this thesis, structure of thesis, and also the 
results from the interviews or surveys that the previous theses have done. These results are 
found relevant for this thesis in that way that they have also researched in the focus of 
customer loyalty or similar focus, and they have also researched the companies that this thesis 
have decided to do. Other secondary data that have been collected are relevant theory, 
company information, and market researches. Their purpose is to serve as a structure and also 
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argue for the secondary sources as interviews and also to strengthen the survey and its 
purpose. This will be analyzed and presented together in the chapter of analysis. 

3.4.1 Interviews 

When writing a comparative study of companies the most efficient way for reliable 
information is through interviews, which includes direct contact with the companies. An 
interview is a two-way dialogue which gives the interviewer a chance to clarify the questions 
asked and also to get a deeper understanding from the participants compared to for example 
surveys where there is no chance of getting the questioned clarified once it has been sent 
away (Eriksson & Wiederheim-Paul, 2014, p.98). 
 
When it was determined that the research was going to be a comparative study of 
Länsförsäkringar Bank and Swedbank, the best approach to gain consistent facts would be to 
interview some of the employees that worked with customers. Since they have direct contact 
with the customers and an input in their customer loyalty programs. However, there was a 
reach out made to both banks in the beginning of the research process, but they could not 
manage to find the time to help. This is why the thesis had to change paths and use interviews 
from previous theses instead. When collecting secondary sources from previous theses, it is 
important to be critical and have in mind that the informer that is being interviewed could 
does not feel secure or have had any other unethical problems (Eriksson & Wiederheim-Paul, 
2014; Bryman & Bell, 2011), which could have affected the answers given. Securing how the 
interviews have been conducted and if there was an opportunity for the informers to have 
ethical considerations could solve this problem. The theses that we collected interviews from 
have stated that the informers were informed of the purpose and had also the chance to go 
through the questions before the moment of interview. This states that there have been 
opportunities for the informers to have ethical considerations. 

3.4.2 E-research: Internet research methods 

When collecting secondary data it is important to be careful and always try to find the original 
source to reach a higher level of reliability (Bryman & Bell, 2013, p. 131). When searching 
the Internet for sources, it was an obligation to compare different sources to each other in 
order to see if the one, who had been collected, were correct. This is also why the big amount 
of resources was used in order to increase the reliability. This way the reader will feel that the 
thesis is trustworthy. 
 
The disadvantage with many sources is that it can easily become too much and also make the 
thesis too broad. There could also occur that the author start focusing on something else that 
is not valid for the thesis (Source criticism on the Internet, 2014). 
The focus when collecting data from the Internet, for this thesis, is to primarily look through 
the library database in order to find scientific articles within the thesis subject. There was also 
a big focus on collecting measurements from sources that is made from reliable sources. 
 



 17  

Taken Swedish Quality Index as an example; it is a page that only focuses on measuring 
customer satisfaction in different markets. This measurement is also used by the companies to 
see how they are located on their market when it comes to customer satisfaction, how they 
could improve their work in order to grow for next year's measurement. This is what would 
prove a Internet source to be a reliable. 

3.5 Theory collection 
When deciding on what to focus on, there was a search made for similar theses. That is where 
most of the sources have come from, and when searching for the books in the library there 
was collection made of more relevant and newer books instead of them from the previous 
theses. When having a selected subject, the search continued on the library database to find 
scientific articles and more similar theses that were relevant for the thesis. After the data 
collection there was two theories that fit the subject of thesis, CRM and customer loyalty, this 
has then structured the research question and purpose of the thesis. 
There were different theories that were discarded because it was not something that was found 
interesting or relevant. The other theories that were interesting but discarded was theories that 
were too broad to include, regarding the digitally of the banking sector and also the financial 
statement part, which also have been mentioned in the limitation. 

3.6 Credibility 
When writing a thesis it is really important to show credibility, because there are two stages 
of a study. There is the theory stage, where the author formulates the problem and interprets 
results of the empirical data, and then there is the empirical stage where the author collects 
and processes the data collected (Halvorsen, 1992, p.41). The two terms validity and 
reliability are considered as credibility in the thesis (Bryman & Bell, 2013, p.290). 

3.6.1 Validity 

The word validity can be connected to the impression of relevance. It means that it is 
important to collect relevant data that is needed for the problem that has been presented. In 
order to do that the author has to be judgmental while choosing the data and later on argue 
why it is relevant, because this will be the structure for the discussion of the study (Halvorsen, 
1992, p.41-42). Validity is one of the most important research criteria and is valid for judging 
if the conclusions of a study are connected or not and if what has been planned to be 
measured have succeeded (Bryman & Bell, 2013, p.63). 
 
While collecting data for the study, the validity part was always in focus in order for the 
information to be relevant for the study. This made it easier to structure up the thesis and 
make it more focused on one special area, while always having in mind what is and not valid 
for the thesis. In this way, it has also become able to show the reader the whole process of the 
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thesis. It is important to motivate why the chosen methods have been chosen and how it will 
help the process of the thesis. This is why the methodology chapter is significant; it is where 
motivation and explanation of the thesis path of data collection is stated. The theory collected 
for the thesis can be concluded that it is relevant and applicable. The empirical data and the 
structure of the survey, which have been collected from previous studies, are parts that are 
connected to the research questions and that will be useful in order to get to a conclusion. 

3.6.2 Reliability 

The word reliability means how reliable the measurements are and “the degree to which a 
measure is stable” (Bryman & Bell, 2011, p.718). Considering high reliability, a study that 
has different measurements should give approximately identical answers. To achieve high 
reliability in this way, the author has to be precise during the measurement process and cannot 
have made errors in the data or coded the data. The high reliability should be a guarantee of 
the trustworthiness and should show the scientific problem in the study (Halvorsen, 1992, 
p.42). 
 
When considering interviews from past theses, it could have been that the respondents from 
the interviews have had some lack of knowledge in the area or could have interpreted the 
questions asked in different ways. Another factor that could have affected the reliability in the 
interview is that the authors have asked sensitive questions that have contributed to non-
honest answers given by the respondent. In this thesis it has been chosen to use several 
reliable theses that argue for each other in order to increase the reliability. It was important to 
find theses that had interviewed an employee that has an overview over the focused area. 

3.7 Ethical Considerations 

Ethical considerations concerns four areas; harm to participants, lack of informed consent, 
invasion of privacy, and deception (Bryman, & Bell, 2011, p. 136). When having participants 
in a thesis it is really important to ensure that every one of them are well informed of the 
process, giving them information on the purpose of the questions they are being asked and 
how their answers will affect the research (Ethics Guide, 2015). The factor that also is really 
important is to keep the participants information safe and not harm their privacy (Ethics 
Guide, 2015). 
 
To make sure that every participant of the survey knew what the purpose of the thesis was 
there was an introduction before they voluntarily clicked the link to contribute to the survey 
and also another short introduction before starting to fill in their answers. So there was no 
deception involved. When constructing the survey, it was important to have in mind that 
people can be secretive when it come to their bank, which led to not focusing on personal 
question regarding them and their bank and not invading their privacy. The only purpose of 
the survey was to collect information of what the participants believe is most important when 
choosing a bank for private usage. 
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4 EMPIRICAL FINDINGS AND DISCUSSION 

In the empirical work, there is going to be a brief description of respective company, a 
presentation of all the collected information that has been found from interviews in other 
studies related to the research question, and also the results conducted from the survey. 

4.1 Swedbank 
“Our customers should always be confident that the advice we give is based on the client's 
best interest and not only from our products” (About Swedbank, 2016). 

4.1.1 Business Presentation: Swedbank  

Swedbank is a major bank that has its history as far back as in the 1820:s in the Swedish 
saving banks history. The Swedish savings banks goal was to increase the standard of living 
in the society and to help people achieve the best financial sustainability (Swedbank - Our 
purpose, values and vision, 2016). Swedbank is still engaged in the same goals and as a large 
bank in Sweden; they have an integral part of the financial system and have a huge role in the 
local society where it operates. They take the responsibility to contribute to sustainable 
financial performance to their customers, the shareholders but also for the communities. 
Today the bank has almost 7.2 million private customers and around 600 000 corporate and 
institutional customers in Sweden and they are considered the leading bank concerning the 
amount of customers (About Swedbank, 2016). 
 
"Everything we do, we base on our customers needs" (Swedbank - Our purpose, values and 
vision, 2016). Swedbank has invested into making the customer relationships a priority where 
the focus lies on making sure the relationships between the bank and the customers are 
developed into close and long time relationships. The aim is to make sure that the customers 
feel confident in the advice and the extensive bank services and products they ask for. They 
are always looking for the best interest of the customers where their needs and wants are the 
priority and not the products (About Swedbank, 2016). In order to help out the customers to 
reach their goals in a sustainable way they stress the importance of helpful and reliable 
employees and services. They are very committed to treat every customer individually and in 
the best way possible adapt their advice to each customer's needs. They also stress the 
importance of being an honest partner for their customers and keeping their promises 
(Swedbank - Our purpose, values and vision, 2016). 
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Figure 4.1 “Core strategy” (Swedbank, Annual Report 2015, 2016, p. 7) 

4.1.2 Customer Loyalty in Swedbank  

According to the interview in the master's thesis that Liljah and Shidani (2009) made, 
Swedbank has no clear definition of what loyalty is internally or how it should be dealt with. 
The interviewer goes on and describes how Swedbank does however prioritize the customer 
very highly with the goal to retain a customer over a long period of time. Their vision is to 
provide the customers with easily accessible and reliable services and employees (Swedbank - 
Our purpose, values and vision, 2016). 
 
In the bachelor thesis conducted by Buljubasic, Marogy and Sahinovic (2012) the interviewer 
explains that one of the big goals of Swedbank is to get to know each customer individually. 
Therefore it is essential that each customer gets assigned with their own employee that helps 
out when they are issuing a problem. The interviewer continues by saying that by having the 
same customer will make the employee get to know the customer better than if they always 
have different customers each time. Furthermore, the customer will also feel secure and does 
not have to repeat the same information every time they visit the bank. This way, a close 
relationship can occur that not only benefits the bank but also the customer. Making the 
customer feel that they have a good relationship with the bank where they feel confident in 
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the employee's advice is one of the general rules of Swedbank according to the interviewer 
(Buljubasic, Marogy & Sahinovic, 2012; Swedbank - Our purpose, values and vision, 2016). 
 
The external and internal part in a corporate culture in a business is also something that 
Swedbank values equally. If a company wants to succeed it has to start from the inside and 
out. Therefore the employees have an essential part in the internal part of the business. Every 
employer should add value to the business and be more than just an employee that gets this 
wage every month. In a bank there will come people with many different life states so it is 
important that the employees are assuring the customers with safety and guidance. This will 
be easier to achieve if the employer really loves his job and not just someone that is working 
for the money sakes (About Swedbank, 2016; Buljubasic, Marogy & Sahinovic, 2012). 
 
The interview of Liljah and Shidani (2009) also brings up the in-house and outside the work 
activity the business have that creates better relationships between the employees, which later 
helps the employees to build loyalty among the customers. Employee training is very 
important for Swedbank, where both the manager but other colleagues often supervises both 
the first few meetings between an employer and a customer as well. This helps the employer 
to grow with the support of his team. They also have these kinds of trainings for the managers 
and it can vary between individual or group trainings, all so that the measures of performance 
can be achieved in the highest level as possible. The interviewer stresses that Swedbank 
values these activities very much and states that it is essential for the business to be able to 
function well internally in order for the external part to grow (Ibid.). 
 
Swedbank is working hard to be able to satisfy all of the customers needs in the highest level 
as possible in order to create loyal and long-term relationships. Their goal is to reach a win-
win situation where the customers can feel safe that their bank will provide them with 
everything they need and the bank does not have to worry about customers changing banks 
(Buljubasic, Marogy & Sahinovic, 2012; Liljah & Shidani, 2009). 
 
During the interview that Buljubasic, Marogy and Sahinovic (2012) conducted it was argued 
that due to the globalization that has occurred in the last couple of years the bank industry is 
competing to keep up with the competition. Swedbank, as one of the four top banks in 
Sweden is offering similar services and homogeneous products such as the credit cards and 
the bank accounts. Most of the banks are locally closed and even all the banks technical 
advices are pretty much similar. Another big competition is the established niche banks 
(Buljubasic, Marogy & Sahinovic, 2012). Since Swedbank is working hard to achieve a 
concept where all the needs of the customers can be fulfilled it often costs more (Swedbank’s 
Strategy, 2016). 
 
Therefore they are not always able to offer as low prices as the niche banks. The informer of 
the interview conducted by Liljah and Shidani (2009) addresses that Swedbank is therefore 
putting their strength into making the availability and the service quality a high priority. They 
also mention that the customers are very interested in having a strong quality bank where the 
trust and the level of service are two high contributions that leads to customer satisfaction in a 
bank. Therefore if Swedbank is able to offer the customer the highest level of a quality bank 
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they know that the prices will not be the focus point for all the customers. It is essential that 
the bank can exceed the customer expectations because happy customers will provide a 
positive word of mouth to other customers, which creates loyalty for the bank (Buljubasic, 
Marogy & Sahinovic, 2012; Liljah & Shidani, 2009). 
 
How does the bank increase customer loyalty? 
It is often the consulting situation that in the end creates the loyal relationship. It is essential 
for the customer to feel safe and have a trust in his advisor otherwise there is no way for the 
relationship to grow. There are two different ways the consulting situations can occur and that 
is either through booked or un-booked meetings (Buljubasic, Marogy & Sahinovic, 2012; 
Liljah & Shidani, 2009). 
 
The informer of Liljah & Shidani (2009) encourages booked meetings since they involve a 
deeper dialogue between the customer and the counselor, which is where the mutual trust can 
occur. Even though the counselor is aware of the intent sale targets that is not what is being 
prioritized during a meeting with the customer. Swedbank is not shy about the fact that 
businesses main goals is to generate profits but they are well aware of that this is best 
achieved through long term relationships. The informer continues with saying that an un-
booked meeting includes different forms of transactions, which means that no personal 
contact with the bank and its employees is possible. This makes it hard for the relationship 
between the bank and customer to develop but keeping a high standard and effective service 
the customer will feel more comfortable and therefore the customer satisfaction will increase.  
 
According to the interview conducted by Buljubasic, Marogy & Sahinovic (2012) proactivity 
is the key to keep improving customer loyalty. By consistently having counseling meetings 
with the customers, always keep a mutual discussion where the needs of the customers are 
being focused on and presenting various solutions is what is continuing to increase the loyalty 
in the relationship (Buljubasic, Marogy & Sahinovic, 2012). It is important that the employees 
are committed to always doing their best with treating their customers and always being 
engaged in their customers even if they visit their bank on a booked meeting or an 
undetermined one (About Swedbank, 2016). Another way to increase the loyalty according to 
the respondent is to make sure that they are locally available. Customers want to be close to 
their services and the banks wants to be close to their customers because it means a greater 
closeness with the customer (Buljubasic, Marogy & Sahinovic, 2012; Liljah & Shidani, 2009; 
Our purpose, values and vision, 2016). 

4.1.3 Customer Relationship Management in Swedbank 

According to the interview in Liljah and Shidani (2009) Swedbank is using the CRM-system 
as a measurement of the customer loyalty, but very thoroughly. This means that it is mostly 
the employer's responsibility to make the correct interpretations when they have collected all 
the information necessary. The customer shares is one of the important information necessary 
to look at from the CRM-system measurements where the company looks at the amount of 
full-service customers and strategies to keep developing these kind of customers because they 
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are an important part of the customer loyalty. Furthermore, the interviewee states that each 
time a customer visits the bank the information about the customer is being saved in their 
systems, this way all the information is available about the customer and it makes it easier for 
the employer to make interpretations about what advices to make for the future visits as well. 
                                                                                    
Buljubasic, Marogy and Sahinovic (2012) state that customer satisfaction has been measured 
over 20 years now using a market capital research. Swedbank contacts customers annually 
through telephone interviews and ask them essential questions to get the customer's view of 
how satisfied they are with their bank and its various products and services. The questions are 
later collected and reported to the managers where they are further discussed. Liljah and 
Shidani (2009) state that the relationship between a customer satisfaction and customer 
loyalty is very connected since the bank needs to be able to have a strong customer 
satisfaction in order to create customer loyalty according to the officer manager that was 
interviewed.  

4.2 Länsförsäkringar Bank  
“Local companies with customers who are owners and the only principal” (Länsförsäkringar 
Bank, Annual report 2015, 2016) 

4.2.1 Business Presentation: Länsförsäkringar Bank  

“Concern for clients' money and security is Länsförsäkringar single mission, because 
customers are also the owners of their own regional insurance companies.” (Annual report 
2015 - Länsförsäkringar Bank, 2016). To be a local customer-owned company is the base for 
the close relationship, that can offer the best service and to keep working together in the long 
run (About Länsförsäkring group, 2016). 
 
Länsförsäkringar Bank was introduced 1996 to the banking market and it is only conducted in 
Sweden at the moment. Their strategy is to offer banking services to the already existing 
customer within the Länsförsäkringar Group. This has great potential due to the strong 
customer relationship that has already been built up in the insurance market. 
(Länsförsäkringar Bank, 2016) This way of strategy has been proven to be profitable, because 
during the last years Länsförsäkringar Bank has earned the title of having the most satisfied 
bank, insurance, and pension customers (Swedish Competition Authority Report, 2015; About 
Länsförsäkring group, 2016). 
 
Länsförsäkringar Bank is what the bank market calls a niche bank. The group company 
Länsförsäkringar AB owns the bank, which from the beginning is an insurance company that 
has succeeded to expand its brand name into other markets as well (Länsförsäkringar Bank, 
2016). Länsförsäkringar Bank owns today 5 % of the market (About Länsförsäkring group, 
2016). Länsförsäkringar Bank is structured in a different way than most other companies who 
are structuring their company by a hierarchic model, while Länsförsäkringar Bank have a 
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customer-owned company structure. Which means that the 3,7 million customers are the one 
who are in charge. The strategy is to, through their customer communication in their company 
offices, digital services and by phone continues to grow in volumes and profitability and in 
satisfied customer that both have insurance and bank at Länsförsäkringar Bank 
(Länsförsäkringar Bank, 2016). 
 

 
Figure 4.2 “Structure of Länsförsäkringar” (Länsförsäkringar Bank, Annual Report 2015, 2016, p. 3) 

4.2.2 Customer Loyalty in Länsförsäkringar 

Länsförsäkringar Bank has reached the highest level of customer satisfaction and they are still 
planning to continue to reach even higher levels of customer satisfaction (Swedish 
Competition Authority Report, 2015). They try to reduce costs within the company in order to 
offer lower costs to the customers, this way they increase their comparative advantage even 
more (Hovberg, Ibrahim & Sohlberg, 2011). The focus of the bank is to keep treating their 
insurance customers in the best ways possible, by exceeding their needs, this way they could 
introduce them to their banking market (Andersson, Cederbrink & Lövsund, 2009; 
Buljubasic, Marogy & Sahinovic, 2012; Länsförsäkringar Bank, 2016). 
 
According to the interviews presented in both Buljubasic et al. (2012) and Carlman et al. 
(2010) when focusing on the insurance customers and being by their side, during the whole 
process when a damage occurs the customers feel secure and taken care off. If the customers 
have been properly treated when the tragedy occurs they will have to build up trust to 
Länsförsäkringar, and this way it will be an obvious choice for them to change banks later on 
(Buljubasic et al., 2012; Carlman et al. 2010). Länsförsäkringar is always focused to always 
be there for the customer, in person or by phone, this is in both when it comes to insurance 
and banking (Länsförsäkringar Bank, 2016). To build up a loyal customer takes time, it could 
take up to a decade for them to become fully loyal. This is because damages do not occur very 
often, and that is primarily when the employer and customer keep in contact, which 
contributes to that the build up of a relationship takes time and effort (Andersson, Cederbrink 
& Lövsund, 2009). 
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By focusing on having local offices that customers can visit and solve their problems, and 
having employees that take care of them in the best possible way, will result in satisfied 
customers according to Fritz & Persson (2011). Furthermore, customers state that it is 
important for the bank to be available when a problem occurs, offer great prices and support 
from the company. 
According to Lenströmer (2008) customers cherish that Länsförsäkringar offer low prices for 
their services. Low prices have the effect of attracting new customers fast, and if the 
competition would offer lower prices it is easy to see which customers are loyal and not. 
Länsförsäkringar are well aware of this, and that is why they focus on giving the best service 
while they can in order to make them loyal. This is also stated by the study made by 
Lenströmer (2008), which focused on if customers of Länsförsäkringar have been offered to 
switch to a competition if they have been offered better services at better prices, they have 
still chose to stay with Länsförsäkringar because they have great connection with the 
employees and thanks to the local presence of the offices.  
 
The interview in Buljubasic et al. (2012) state that Länsförsäkringar do not focus on bringing 
in new customers, they are instead focusing on customer loyalty, because it is more 
beneficial. The new customers are more of a loss to the company the first three to five years 
depending on the insurance. These costs include administrative costs and insurance 
compensation as the biggest part from the loss. Therefore Länsförsäkringar believe that, to 
develop long-term relationships with the customers is the way to succeed. On 
Länsförsäkringar Bank (2016) web page they state that in order to become loyal, 
Länsförsäkringar has to offer good products and prices, but the main important part is to have 
a good management. This good management put a lot of time and effort with the customer 
loyalty program they have in the company.  
 
How does the bank increase customer loyalty? 
Länsförsäkringar have divided their loyal customers into three categories, depending how 
many services they have signed up for in the group company. These are Bronze, Silver and 
Gold customers. These three levels of loyalty measure how much of a discount the customer 
should be given as a thank you for being a loyal customer. Each level of loyalty gives a higher 
level of discount. The beneficial stairway shows, how much the customer needs to sign up of 
the services or products that Länsförsäkringar offer in order to reach next level of discount. 
This customer loyalty program can in this order attract more loyal customer to have all their 
personal services handled by Länsförsäkringar (Andersson, Cederbrink & Lövsund, 2009; 
Buljubasic, Marogy & Sahinovic, 2012). 
 
At the bronze level, the customers have to sign up for a home insurance and other insurance. 
This loyalty level will give the customer a discount of 5 % on the households private 
insurance. At the silver level, the customer has different choices to pick from. First the 
customer have to have the home insurance, become a bank customer with an active checking 
account or they could put in their fund or pension savings into an account, or even the choice 
of putting their capital savings of total 200 000 SEK. This will benefit them by a 10 % 
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discount on the households private insurance and they cut the bankcard fee (Count on 
Guldkund, 2016). 
 
At the gold level, customers are at the highest level of the loyalty stairway, which gives them 
a discount of 20 % on the households private insurance, they cut the bankcard fee, free 
arrangement fee for mortgages, 20 % of any services handled by Länsförsäkringar lawyer, 
and many more advantages of being a Gold member. To receive all these benefits the 
customer needs to collect all their economy services at Länsförsäkringar (Count on Guldkund 
– Länsförsäkringar, 2016). 
 
The vision of having this kind of loyalty programs it to attract more loyal customers and 
reduce costs both for the company and the private customer. The transactions within the 
company get cheaper and it will become easier and more beneficial for the customer to gather 
all of its economy services at Länsförsäkringar. Those customers who have signed up for 
more services have proven to have less damage than one who does not have everything 
gathered at Länsförsäkringar.  This has been proven, because they get free beneficial services 
for their level of loyalty. Customer that have been loyal for 15 years get a free re-inspection of 
their house, which lowers the risk of a damage occurring and also lowers the costs for the 
company in a way that they have to pay less damage compensation if a damage would occur 
(Andersson, Cederbrink & Lövsund, 2009; Hovberg, Ibrahim & Sohlberg, 2011). 
The goal of Länsförsäkringar Group is to have as much loyal customers as possible, and the 
loyalty should be repaid with this program with levels of loyalty. (Hovberg, Ibrahim & 
Sohlberg, 2011) 

4.2.3 Customer Relationship Management in Länsförsäkringar 

CRM is about collecting data about the customer in order to be fully prepared for how the 
customer will react and take offers that the company presents (Saarijärvi, Karjaluoto & 
Kuusela, 2013). Länsförsäkringar who are a customer owned company, uses a CRM system 
called ETT Kund. This is a system that collects all relevant information about a customer and 
its specific order of needs. This system organizes the customer after how beneficial they are to 
the company, and helps Länsförsäkringar so they can reach out to them with offers in 
personalized ways. ETT Kund stores all relevant information about the customer, this could 
be contact information, campaigns that could fit the customer and even the campaigns they 
have been a part of. It also stores all information of what services and products the customer 
has today at Länsförsäkringar. It is compared to a dairy of a customer with its historical 
actions and also how operational the customer is within the company at the moment 
(Andersson, Cederbrink & Lövsund, 2009). 
 
A CRM system, as many companies have, is beneficial in that matter that they can have an 
overview of how the customer use the different services that Länsförsäkringar offer them. It 
does not only make it easier for the customer to avoid to be repetitive if they call in about a 
problem that has occurred several times. It also makes the work for employees at 
Länsförsäkringar more efficient in order to easier solve the repetitive problems that occur, this 
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way they are always a step ahead and can meet the customer with the information they were 
searching for. This way Länsförsäkringar can meet the customers needs even before the 
problem occurs (Andersson, Cederbrink & Lövsund, 2009; Buljubasic, Marogy & Sahinovic, 
2012). 
 
The CRM system is also used as a sales tool that pops up for the employee when they are 
talking to that specific customer. The pop up is information of what the customer needs to 
sign up for in order to reach the next level of customer loyalty, and to get better discount than 
what is offered for the customer today. During the time the customer and employee are 
talking about the problem that the customer has, there is a sales offer that will be introduced 
to the customer (Andersson, Cederbrink & Lövsund, 2009; Hovberg, Ibrahim & Sohlberg, 
2011). 
 
The system divides all customers in different customer segments after their level of customer 
loyalty to Länsförsäkringar. This way the company knows in what way to reach out to the 
segmented customers. There are specialized offering to every single of the segmented groups, 
after the products and services that they have signed up for over the years (Andersson, 
Cederbrink & Lövsund, 2009; Buljubasic, Marogy & Sahinovic, 2012). 
 
For a company that is strongly dependent on their loyal customer, it is an obligation to have a 
CRM system that keeps all the relevant information stored for the employees at 
Länsförsäkringar to see. This way they always keep track of what is happening to the 
customer and how they could meet their expectations on every single meeting or call that 
connects the business and customer (Andersson, Cederbrink & Lövsund, 2009). 

4.3 The Customer Loyalty Survey 
The primary data that was collected from the survey that reached out to private bank 
customers, their answers will be presented below. The survey was posted and shared on social 
media, as Facebook, and the outcome of it was 156 participants. All the figures of the results 
are presented in Appendix 1. 
 
Statement 1 
The first question was to show how the bank market looks like within the private customer 
segment. This question shows that the four big banks in Sweden have the biggest share of the 
market, and after them there is Länsförsäkringar, as the fifth biggest retailer (Länsförsäkringar 
Bank, Annual report 2015, 2016). 
 
Swedbank is in the survey the primary bank of the majority of the participants with 54,5 % 
(85), next there is Nordea with 17,3 % (27), Handelsbanken with 10,3 % (16), SEB with 8,3 
% (13), Länsförsäkringar Bank with 5,1 % (8), Danske Bank with 1,3 % (2), and other with 
3,2 % (5). 
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Statement 2 
The participants were asked the question, what their motivation for choice of bank were and 
the biggest factor was Parents 67,9% (106), followed by the other two main factors such as 
Strong brand name with 9,6% (15), Recommendations with 9% (14), other with 5,8% (9), 
student privileges with 4,5% (7), and customer oriented with 3,2% (5).  
 
The table underneath shows the results of this question, but focused on Swedbank and 
Länsförsäkringar in particular. 
 
 

 

Table 4.1 Question 2 - Customer loyalty survey 
 
Statement 3 
The customers were asked if they are happy with their choice of bank. The participants were 
instructed to answer the question choosing numbers between one to five where one represents 
very dissatisfied and five represents very satisfied with their bank. 
As seen in the figure the majority of the participants are very satisfied with 39,7% (62) or 
satisfied with 37,2% (58). Then there are participants that are neutral with 17,3% (27), 4,5% 
(7) that are dissatisfied, and at last there was 1,3% (2) who were very dissatisfied. 
 
The table states the averages of question three. 
 

 

Table 4.2 Question 3 - Customer loyalty survey 
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Statement 4 
The participants had no obligation to answer this question, because it was a follow-up 
question to question number three. If the participant was not happy with their choice of bank 
they could write why they were dissatisfied. There were 12 out of the 156 participants that 
answered this question; five of them were about Swedbank and none about Länsförsäkringar 
Bank. 
 
“Hard to do things online. Have to visit their office too often.” – Swedbank 
“Not giving back so much.” – Swedbank 
“Low/minimal savings-rates, compared to some peers” – Swedbank 
“Scandals in media.” – Swedbank 
“Service” – Swedbank 
 
Statement 5 
In the following question the participants were asked to answer how satisfied they are with 
their banks in each of the following areas. They were instructed in the same way as question 
number three by choosing numbers between one to five, where one represents very 
dissatisfied and five represents very satisfied. 
 
The table states, in average, how the participants that had Swedbank respectively 
Länsförsäkringar Bank as a bank voted between one to five, on the different areas.  
 

 

Table 4.3 Question 5 - Customer loyalty survey 
 
Statement 6 
The question asks how long the participants have been customers of their bank. The survey 
shows that 48,1% (75) had been customers between 5-10 years, 24,4% (38) had been 
customers for over 10 years and 23,7% (37) answered 1-4 years. There were not that many 
that only had been a customer less than 1 year, only 3,8% (6). 
 
The table results how long the participants has been a customer of the bank has an effect of 
the level of satisfaction of the bank. 
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Table 4.4 Question 3 & 6 - Customer loyalty survey 

 
Statement 7 
Of the customers that participated in the survey there was a clear majority that have not had 
any problems with their bank 55,8% (87), 28,2% (44) answered not sure and there were only 
16% (25) that answered yes. It is taken into consideration that people might have forgotten 
and answered “No” even though there might have occurred problems, also people might not 
know what counts as “problem”, they might feel that their problems were to unnecessary to 
answer yes. 
 
Statement 8 
Similarly to question 4, the participants had no obligation to answer this question, because it 
was a follow-up question to question number seven. If the participants have had any problems 
with their bank they could write in this question what the problem was but also how the bank 
managed to successfully recover from a service failure if they were able to. There were 13 out 
of the 156 participants that answered this question; eight of them were about Swedbank and 
none about Länsförsäkringar Bank. 
 
“They charged me double interest on a mutual fund account but gave back the fee after I 
brought the problem up.” – Swedbank 
“Partially. They gave me answers to my questions after a long time.” – Swedbank 
“I cant [Sic] really remember the situation anymore. My guess is that they didn’t [Sic] do 
anything out of the ordinary to ensure that I was satisfied with the solution. They probably 
just gave me an answer; "this is the only thing we can offer you, company policy"” – 
Swedbank 
“By including new services.” – Swedbank 
“They promised me a free ID card then when I was going to get one they said that it wasn’t 
[Sic] free. They gave me one eventually but I had to convince them which was kind of 
annoying.” – Swedbank 
“Yes” – Swedbank 
“Yes” – Swedbank 
“No” – Swedbank 
 
Statement 9  
Factors that the respondents could choose from when answering the question of what they 
think matters the most when choosing a bank was: 
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Table 4.5 Question 9 - Customer loyalty survey 

 

 

Table 4.6 Question 9 - Customer loyalty survey 
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5 ANALYSIS 

The analysis of this thesis will be carried out in two parts. The empirical material collected of 
the both banks will be discussed and analyzed. The empirical results will also be compared 
and analyzed based on previously selected theoretical framework and the results from our 
survey. 

5.1 Customer Relationship Management 

As mentioned in 2.1 in the theoretical framework CRM is a strategic tool of collection and 
storing data regarding the customers of the company. This way Swedbank and 
Länsförsäkringar Bank can improve the way they meet the customer’s needs to later on build 
strong customer loyalty (Saarijärvi, Karjaluoto & Kuusela, 2013). Länsförsäkringar Bank and 
Swedbank both use their CRM system to store and collect data regarding their customer’s 
information of purchases of their banks services (Andersson, Cederbrink & Lövsund, 2009; 
Liljah & Shidani, 2009). This way the employee can easily meet the customer at the level of 
information they have shared on the CRM system each bank has. 
 
The difference between them both is that Swedbank only uses it to store the information and 
that it is mostly up to the employee's responsibility to make the correct judgments of each 
problem that occurs with the help of information that is stored in the bank’s CRM system 
(Liljah & Shidani, 2009). While Länsförsäkringar bank, not only uses it as a collecting and 
storing tool but also as a customer loyalty tool, which shows the employee what level of the 
loyalty ladder the customer is on (Andersson, Cederbrink & Lövsund, 2009; Narayandas, 
2005). This way the employee can offer the customer what services is missing in order to 
reach next step of the loyalty ladder (Andersson, Cederbrink & Lövsund, 2009). Working 
with a CRM tool that is also working as a sales tool makes the customer buy more in order to 
get more back (Count on Guldkund – Länsförsäkringar, 2016). This is what differentiates the 
way the two banks are using the CRM system in order to reach out more to their customers. 
 
This can also be proven from the results that have been collected with the customer loyalty 
survey in chapter 4.3 of the thesis. The last question of the survey (Appendix 1) argues what 
the majority of the participants think is important when choosing banks. As expected there 
was security, low costs and customer orientation as the three major choices, which is what 
Länsförsäkringar Bank has stated as their value for the company (Annual report 2015 - 
Länsförsäkringar Bank, 2016). Swedbank state that their values are to meet the customer's 
needs but in the sections of being available, the most. (Swedbank - Our purpose, values and 
vision, 2016) (About Swedbank, 2016). This is what could be the factor why Länsförsäkringar 
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Bank is calculated, in the study made by Swedish Competition Authority Report (2015), as 
the company that has the best customer satisfaction, because their values meet the customer 
the most.  
 
When only focusing on Swedbank and Länsförsäkringar Bank in particular, in question two 
(Table 4.1) there are similarities between them in what their motivation of choice of bank is. 
That is parents, this could have occurred because most of the respondents come from our 
student Facebook page. When looking at the recommendations and customer oriented factor 
in this question there is a huge difference, it can be due to the amount of people that 
participated, but what is important to see is that Länsförsäkringar Bank has succeeded with 
their CRM system. They have managed to get a good word of mouth from their loyal 
customers to attract new ones, but they have also managed to build up their brand name to 
what they have planed to do to market themselves as a customer oriented company (Count on 
Guldkund – Länsförsäkringar, 2016). Considering that there was not enough participants that 
have Länsförsäkringar as their bank, makes this measurement could be a bit unreliable, when 
comparing them to each other. However, considering that there is not a big difference with the 
amount of participants that chose either recommendation respectively customer oriented 
factor even if the amount in participants for each company differ by a big amount. If the 
survey would have collected an equal amount of participants, regarding Länsförsäkringar 
Bank and Swedbank, that could be stated as more reliable. 

5.2 Customer Loyalty 

Both Swedbank and Länsförsäkringar Bank have the same goal of the customer loyalty, to 
retain a customer over a long period of time (Buljubasic, Marogy & Sahinovic, 2012; Liljah 
& Shidani, 2009). This is the best possible outcome for both the company and the customers 
since loyal relationships are equally valuable for the both parties. However loyal relationships 
develops over time, they are not built in one day (Stone & Woodcock, 1995, p.94). In the 
theoretical framework 2.2, Hill and Alexander (2006) state that loyal relationships is not only 
benefitting in regards of attracting new customers but helps the companies to bring down the 
marketing costs, increase their profits, loyal customers also spreads a positive word of mouth 
which helps attract new customers but also works as a marketing advantage. 
 
Länsförsäkringar Bank has the highest level of private customers satisfaction in comparison to 
all the Swedish banks (Swedish Competition Authority Report, 2015). Since Länsförsäkringar 
Bank started off as an insurance company and not as a bank, they have a lot of insurance 
customers (Count on Guldkund – Länsförsäkringar, 2016). This is where their strategy lies, 
they want to keep providing the customers with all the aspects they need to fully meet and 
exceed their needs as the customer loyalty theory aims for in order to be able to turn the 
insurance customers into bank customers (Andersson, Cederbrink & Lövsund, 2009; 
Buljubasic, Marogy & Sahinovic, 2012; Count on Guldkund - Länsförsäkringar, 2016).  
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Looking at question nine (Table 4.6) where the question was what matters the most when 
choosing a bank, three of the eight respondents of Länsförsäkringar Bank answered customer 
orientation. Also looking at question three (Table 4.2) in our survey where the respondents 
got the question if they are happy with their choice of bank the eight respondents of 
Länsförsäkringar answers was an average 4,375. This shows that the customers happiness is a 
lot, due to their customer oriented services. It is clear that Länsförsäkringar Bank are working 
according to the customer loyalty theory were putting a lot of time and effort into the 
relationship management is truly important. If we look at the same questions mentioned we 
can see that on question nine Swedbank had the highest amount of answers on that “Security” 
was the most preferred factor with as much as 43 out of the 86 participants and “customer 
oriented” only got 11 out of the 86 participants. Also looking at Swedbank’s respondents at 
question three the answers was an average 4,06. This shows that Swedbank is not associated 
as a customer oriented bank as much as Länsförsäkringar Bank is but overall have happy 
customers. 
 
Swedbank stresses the importance of the internal aspect in a business, which is the first step in 
“How does quality link to financial performance” figure 2.1 in the theoretical framework. The 
internal part conducted of managers, employees and service quality needs to function 
efficiently in order for the external conducted of customers and customer satisfaction to work, 
which is the second step in the figure 2.1 (Johnsson & Gustafsson, 2000). Swedbank believes 
that a company is build from the inside and out, and not the other way around. 
 
Starting with the managers of Swedbank, they need to be a supportive team in order for the 
employees to be able to deliver the highest level of service for the customers (Buljubasic, 
Marogy & Sahinovic, 2012). The customers are provided with an individual employee that 
they have all the time they visit the bank, this way the employees individually gets to know 
the customer and his needs in the best way possible which is Swedbank’s main goal when 
developing customer loyalty and it is the customer loyalty theories main focus as well. 
 
The third factor Customer loyalty and retention in the figure 2.1 can be achieved if the first 
two steps have been fulfilled. Financial performance is the last step and this step is linked to 
all the previous steps. The quality of the internal and external part contributes to loyal 
customers. The quality, satisfaction and loyalty factors are what eventually are going to 
influence the financial performance (Johnsson & Gustafsson, 2000). 
 
The difference of how the both bank work with the customer loyalty is that Swedbank has no 
clear definition of how loyalty should be dealt with internally in the company (Liljah & 
Shidani, 2009). They have the vision to always provide the customers with reliable products 
and services but also the employees (Swedbank - Our purpose, values and vision, 2016). The 
employee trainings helps them to grow and being able to achieve the highest level of 
performance as possible (Liljah & Shidani, 2009). By conducting the first step of the 
theoretical framework 2.1.3 “Internal Quality”, these employee trainings will attribute to the 
fact that when the employees feel more comfortable and satisfied with each other and the 
environment they are in, they will have a much higher quality of service performance. 
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Without a great service performance from the employees the customer satisfaction can not be 
fully met as stated in our theoretical framework 2.2.1 where the theories stresses the 
importance of a completely working internal part in order for the external (customers) part to 
work. 
 
Länsförsäkringar Bank is using the customer loyalty theory by having a loyalty program 
where they are working to develop the relationship between the bank and the customers and 
thereby increase the loyalty over time. As seen in our theoretical framework 2.2.1 the loyalty 
ladder shows how a company can work towards turning a suspect, which is the first step of 
the loyalty ladder, to eventually make them the top customers, which are partners. 
Länsförsäkringar Bank works with different ways to achieve this but are well aware that 
turning customers to loyal ones takes time; it could even take up to one decade to achieve this 
(Andersson, Cederbrink & Lövsund, 2009). By analyzing from the results of our survey, 
question six (Table 4.4) where the question was how long the participants have been 
customers of their bank. If we look at the different time frames, the respondents that have 
been customers between 1-4 years have an average of satisfaction of 4. The respondents that 
have been customers between 5-10 years had an average of 4.09 and the customer that had 
been customer over 10 years had an average of 4.11. This shows that the customer satisfaction 
is increasing the longer they have been customers and they are clearly happy with their 
customer oriented services. 
 
One of the ways they are working in order to make the customers climb the loyalty ladder is 
by having local offices. As the third step of the loyalty ladder confirms as seen in 2.2.1 in our 
theoretical framework, it is essential to deliver a service that will match but also exceed the 
customer's need. This will make the customers always feel close to the bank and the banks 
shows that they are available to the customers (Fritz & Persson, 2011). This could also be 
strengthened by looking at question nine in the customer loyalty survey (Appendix 1), where 
availability was top 4 (12,8%) out of all the other factors that customers prioritized when 
choosing a bank. This is one similarity Länsförsäkringar Bank has with Swedbank, to offer 
the customers local offices. The both banks argue it is really important for creating deeper 
relationships with the customers by being available and close to them (Liljah & Shidani, 
2009). One participant, who is a customer of Swedbank, stated in question 4 of the survey 
(Appendix 1) that “Hard to do things online. Have to visit their office too often”. If this kind 
of problem occurs it must be possible for the bank to be available in different ways.  
 
Another approach that Länsförsäkringar Bank is using to climb the loyalty ladder is by 
offering low prices according to Lenströmer (2008). In comparison to Swedbank that are 
more focused on achieving a full-service concept where all the customers needs are being 
fulfilled, and therefore they cannot offer as low prices as the niche banks stated by Liljah and 
Shidani (2009). It also states that Swedbank’s focus is to make sure that they are available for 
the customers, but also to have the highest level of service quality as possible. As seen in our 
theoretical framework 2.3 it is explained how the nice banks have affected the traditional 
banks to work harder since their customer satisfaction is increasing heavily but also being 
able to offer lower prices which the traditional banks, in this case Swedbank is not able to due 



 36  

to the full-service concept they have. Question five (Table 4.3), asked how satisfied the 
customer was in the area of availability, Swedbank’s customers had an average of 4,2. When 
comparing to the other areas under Table 4.3 it is stated that availability is rated the highest of 
them all. This shows that they are managing to fulfill their promises where the customers 
accept the full-service concept over the low prices. This will make the customers willing to 
climb the loyalty ladder as seen in our theoretical framework 2.2.1 because the customers are 
satisfied with the services they are given. Länsförsäkringar Bank have a higher average rate 
regarding all the different areas, but this could be due to the amount of participants that are 
customers of each company. 
 
The respondents were also asked if they had ever been unsatisfied customers when it comes to 
their bank as seen in question 7 (Appendix 1). 15 out of the total 86 Swedbank customer’s 
respondents answered yes. When asked on question 8 (Appendix 1) if the bank had managed 
to successfully recover a service failure two out of the 15 respondents stated “They promised 
me a free ID card then when I was going to get one they said that it wasn't [Sic] free. They 
gave me one eventually but I had to convince them which was kind of annoying.” and “They 
charged me double interest on a mutual fund account but gave back the fee after I brought the 
problem up.”  
The eight participants who had Länsförsäkringar Bank as their primary bank, had never been 
an unsatisfied customer or they were not sure as seen in question 7 (Appendix 1). Even if the 
amount of participants in our survey regarding Länsförsäkringar Bank is not enough to get a 
reliable overview. It is argued in Swedish Competition Authority Report (2015) that 
Swedbank’s customer satisfaction is dropping and also that Länsförsäkringar Bank is 
continuing to have the highest level of customer satisfaction.  

5.3 How does the bank increase customer loyalty 

Proactivity is the secret for Swedbank’s vision for increasing customer loyalty. They stress 
the importance of having regularly consulting meetings with the customers where the 
employer discuss and gives suggestions for future plans to the customer in order for the 
customer loyalty to keep developing (Liljah & Shidani, 2009). 
 
The booked meetings are highly valued for increasing the loyalty since they give the 
employer the best chance to really connect with the customer because of the deeper dialogue 
that involves between the customer and the counselor (Liljah & Shidani, 2009). The un-
booked meetings usually mean no personal contact and that is why they are less preferred. 
Looking at our theoretical framework, figure 2.2.1 the Loyalty ladder, the fourth step Clients 
shows how these booked meetings could truly be essential for the company to have. Since this 
is the best way of achieving emotional attachment that is of the strengths that the ladder of 
loyalty brings up if implemented successfully. If the company can fulfill their customer’s 
needs they will turn into loyal customers and this also means an emotional attachment to the 
company (Ladder of Loyalty, 2008). 
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Through our survey the results of question 9 (Appendix 1) what customers believe is the most 
important factor when choosing a bank are clear. Security, low costs and customer orientation 
were the majority of the participants answers, which are all factors that Länsförsäkringar 
Bank represent, which can also be why they have been awarded the title of having the most 
satisfied customers (Swedish Competition Authority Report, 2015). Swedbank also represent 
the factors, but are not similarly as competitive as Länsförsäkringar Bank, which could also 
be an argument for why their customer satisfactions is dropping from year to year according 
to the report. 
 
Another obvious factor about how the two banks differ in working with increasing the 
customer loyalty is that Länsförsäkringar Bank have a more customer oriented service to 
begin with, but their loyalty program is far more advanced than how Swedbank works with 
increasing their customer loyalty.  Looking at our customer loyalty survey, question 4 - Are 
you happy with your choice of bank (Appendix 1). Few of the answers were from 
Swedbank’s customers and one of them answered “They are not giving back so much“. This 
customer also answered the question with a 3, which is an average of how satisfied they are 
with Swedbank. It is clear that Swedbank would gain a lot more customer satisfaction if they 
would implement loyalty program as well. 
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6 CONCLUSION 

The purpose of this thesis is to investigate how Länsförsäkringar Bank, a niche bank work 
with the customer loyalty question, based on Customer Relationship Management and the 
Customer Loyalty theory, compared with one of the top banks in Sweden, Swedbank. To gain 
a better comprehension of how the banks could increase their customer loyalty the choice was 
made to include the customer's perspective of what their needs are when choosing a bank. 
The conclusion of the thesis is presented below with the help of the research questions and 
purpose. 
 
During the process of the thesis it has become very clear how important it is to meet the needs 
of the customers in order for them to become loyal customers to the banks. Both Swedbank 
and Länsförsäkringar Bank are using CRM systems to always have the customer's information 
and needs in focus when they turn to them for advice. The way they differ is the way they 
choose to use the information gathered, in what way they would like meet the customer's 
needs and offer them more services to become more loyal. 
 
What are the differences between a niche bank and a traditional bank concerning their 
customer loyalty program? 
 
The differences between a niche bank and a traditional bank concerning their customer loyalty 
program are not very big, when looking at Swedbank and Länsförsäkringar Bank. The biggest 
difference is that Länsförsäkringar Bank is owned by the customers and Swedbank is owned 
by shareholders, which is the reason to where the profits of the money go. Instead of giving 
the profits to shareholders, Länsförsäkringar put their money into giving the customers even 
more beneficial offers and lowering prices of the services. This factor benefits the customer 
and that could be an argument for why the customer satisfaction is decreasing in Swedbank. 
This argument was strengthened with the survey of the thesis where customers were not 
happy with their choice of bank, their answer was “Not giving back so much.” and 
“Low/minimal savings-rates, compared to some peers”. This is a proof of that customer's 
value that the banks are giving back, and being customer oriented. 
 
Länsförsäkringar attract already existing customers that have their insurance and later on the 
employees inform and offer further services as banking for the customer to climb their loyalty 
ladder. Their loyalty ladder is both beneficial for the company and customer, because the 
company get a loyal customer that repurchases and spread a good word-of-mouth and the 
customer get more discounts for every step they climb. Länsförsäkringar do not only focus on 
giving the customers various discounts but also with the more services the customers sign up 
for, the more service they get back. 
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Swedbank have another approach and that is to focus on achieving a full-service concept 
where all the customers needs are being fulfilled, this has a high cost for the company, which 
leads to that Swedbank cannot offer competitive prices as Länsförsäkringar Bank. Swedbank 
have still competitive advantage when it comes to market shares, having a brand name that 
has been implemented into our minds to be connected to bank, and amount of customers. This 
was proven in the survey when looking at the motivation for choice of bank and what their 
primary bank is, which showed that the majority of the participants were Swedbank customers 
and who as second best motivation, after parents, had strong brand name as their motivation 
for choice of bank. 
 
How does the two different banks implement CRM and customer loyalty in their private 
customer loyalty program concerning the customer's needs? 
 
As mentioned above, they both use CRM systems in order to achieve greatest level of 
customer satisfaction for the customers to become loyal. With the help of the CRM system, 
the customer can keep climbing the loyalty ladder. The only thing that differs between them is 
that Länsförsäkringar Bank focus on using the CRM system to increase the customer's loyalty 
level in their customer loyalty program, by if the customer buy more and they get more. 
Swedbank does not have a similar program as Länsförsäkringar Bank, but they use their CRM 
system to keep information about the customer in order to keep meeting their needs every 
time they turn to the bank for help. 
 
Without the continuous contact and interaction with the customers, there is a chance that they 
are not going to stay loyal for long. With other words, they will no longer feel that their needs 
are being met, which the survey results in that way that the customers are starting to decrease 
their satisfaction with the bank as far as their needs are not met. To conclude everything from 
the thesis, we have learnt how important it is to always be close to the customers, and both 
Swedbank and Länsförsäkringar Bank are well aware of the importance. 

6.1 Discussion 

It has been truly interesting to research and compare the two different banks, Swedbank and 
Länsförsäkringar Bank. One that has not been a part of the bank market for so long, and 
another bank that owns the biggest share of the Swedish banking market. The thing that 
makes it really interesting is that Länsförsäkringar Bank has the competitive advantage when 
it comes to private customer satisfaction in banking. Swedbank would benefit a lot if they 
tried to implement a similar customer loyalty approach as Länsförsäkringar Bank. Even if the 
banking market is continuously developing and becoming more futuristic, with digital 
handling of all banking services. There will always exist a need for personal interaction, 
which Länsförsäkringar Bank truly believes in. In that environment it gets more comfortable 
and the employee gets to know the customer more than what they get over the phone. 
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The fact that the two companies decided not to collaborate with us, have not affected the 
thesis that we were not been able to finish the thesis. This is because we had the theses as a 
second plan if they did not want to collaborate. The point that is valid that it would have been 
more interesting to have our own primary data and then to have the old theses to argue for our 
primary data.  
 
Our managerial implications are that this thesis will give the banks an overview of how they 
stand on the market right now considering the customer loyalty and how to better implement 
their CRM if it is lacking. In further research we bring up that Swedbank should try 
implementing another customer loyalty program for their customer in order to keep them even 
closer and to gain more satisfaction, which is what customers cherish and have been proven 
from the thesis. Länsförsäkringar Bank should keep their loyalty program as it is and keep 
exceeding their customer needs in order for them to keep sharing a positive word of mouth. 

6.2 Further research 

For further research we are interested of how the banking market will look 10 years from 
now, if Länsförsäkringar Bank have managed to grow even more with their customer loyalty 
approach or if Swedbank have planned to change customer loyalty approach, after the results 
of dropping customer satisfaction within the company. That would be interesting to see in 
further research, to investigate whether Länsförsäkringar Bank one day will become one of 
Sweden's top banks with their unique approach or if Swedbank will try to compete with 
Länsförsäkringar Bank by implementing a similar approach.   
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