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Abstract 

The purpose of this study is to research how financial institutions in the Nordic countries are 
applying a segmentation model based on customer’s benefits sought. The banking industry 
today has become more transparent and liberal during the last years, mainly because of the 
digitalisation and increased competitiveness. This study conducted a qualitative case study 
focusing on three well-known retail banks. The empirical data has been gained by qualitative 
interviews. The trend has lead to comparable services, customers having complementary 
service providers and an increased number of smaller niche banks. Segmentation is efficient 
in terms of being aware of the banks customers and by knowing the different segments 
marketers realise where to target and position itself. By exploiting consumers benefit and 
needs, meaning why a customer consume a certain product or service, banks can create 
segments based on the benefits sought. By combining theory of benefit segmentation founded 
in the psychological perception of the customers on a saturated market makes the area of 
research interesting. Implication shows that banks has long lasted as an exception and barely 
questioned by the public. Hence, suggestions that bank should focus on using innovative 
methods and strategies to create unique benefits, which they can apply in their segmentation 
model to attract and retain customers.  



Sammanfattning 

Syftet med denna studie är att undersöka hur finansiella institutioner i norden tillämpar en 
segmenteringsmodell baserad på kundens upplevda nytta. Den finansiella sektorn 
kännetecknas idag av ökad transparens och rörlighet, främst på grund av digitaliseringen och 
ökad konkurrenskraft på marknaden. Denna studie har genomfört en kvalitativ studie med 
fokus på tre välkända banker i norden. Det empiriska materialet har erhållts av och från 
kvalitativa intervjuer med etablerade personer inom respektive bank. Utvecklingen inom 
banksektorn har lett till jämförbara tjänster, kunder som har kompletterande lererantörer av 
finansiella tjänster och ett ökat antal mindre nischbanker. Segmentering är ett effektivt 
hjälpmedel, det gäller att vara medveten om bankens kunder och genom att vara medveten om 
de olika segmenten kan marknadsföraren välja vart den skall positionera sig. Genom att nyttja 
konsumenternas upplevda nytta och behov, kan banker skapa segment som grundar sig på 
eftersträvade fördelar av en viss tjänst eller produkt. Genom att kombinera teori från 
nyttosegmentering samt den psykologiska uppfattningen av kunder på en  relativt mättad 
marknad gör forskningsområde intressant. Resultat visar att bankerna har länge undgåtts som 
ett undantag där kunder ej har ifrågasatt aktuella system. Förslag riktade mot banken som 
innebär att de bör fokusera på att använda nya innovativa metoder och strategier för att skapa 
sig unika fördelar. Fördelarna kan seda appliceras i en segmenteringsmodell för att attrahera 
och behålla kunder på ett effektivt sätt. 

 



 

TABLE OF CONTENTS 
Introduction .............................................................................................................................. 1 

1.1 Background ................................................................................................................................... 1 
1.2 Problem Discussion ...................................................................................................................... 2 
1.3 Overall Purpose and Research Questions .................................................................................. 4 
1.4 Overview of Entire Thesis ........................................................................................................... 4 

Literature Review ..................................................................................................................... 5 
2.1 Conduct the Customers Benefit Sought in Segmentation ........................................................ 5 
2.2 Use of Benefits Sought in Service ................................................................................................ 8 
2.3 Conceptual Framework ............................................................................................................. 11 

2.3.1 Conducting the Benefit Sought in Segmentation .................................................................. 11 
2.3.2 Use of Benefits Sought in Service ........................................................................................ 12 

Methodology ........................................................................................................................... 14 
3.1 Research Purpose ....................................................................................................................... 14 
3.2 Research Approach .................................................................................................................... 14 
3.3 Research Strategy ....................................................................................................................... 15 
3.4 Data Collection ........................................................................................................................... 15 
3.5 Sample Selection ......................................................................................................................... 16 
3.6 Data Analysis .............................................................................................................................. 16 
3.7 Quality Standards ...................................................................................................................... 17 

Data Presentation ................................................................................................................... 17 
4.1 The Case of Alpha ...................................................................................................................... 17 
4.2 The Case of Beta ......................................................................................................................... 20 
4.3 The Case of Theta ....................................................................................................................... 21 

Data Analysis .......................................................................................................................... 24 
5.1 How does Banks Conduct Benefit Segmentation? .................................................................. 24 

5.1.1 Homogenous Clusters ........................................................................................................... 24 
5.1.2 Effective Marketing Strategy ................................................................................................ 24 
5.1.3 Psychological Perception ...................................................................................................... 25 
5.1.4 Future Behaviour .................................................................................................................. 25 

5.2 How do Banks Use the Benefit Sought in Their Service to Customers? ............................... 26 
5.2.1 Building Service Relationship .............................................................................................. 26 
5.2.2 Convenience and Performance ............................................................................................. 26 
5.2.3 Maintain Customer and Service Relationship ...................................................................... 27 
5.2.4 Segment With the Help of Data ............................................................................................ 27 

Findings and Conclusion ....................................................................................................... 28 
6.1 How does Banks Conduct the Benefit Sought in Segmentation? ........................................... 28 
6.2 How do Banks Use the Customers Benefit Sought in the Service? ........................................ 29 
6.3 Implications for Management ................................................................................................... 30 
6.4 Implications for Further Research ........................................................................................... 30 

References ............................................................................................................................... 32 

Appendices .............................................................................................................................. 35 
 



 

 

LIST OF FIGURES AND TABLES 
 

List of Figures 

Figure 1.1……………………………………………………………………………………..5 

Figure 2.1…………………………………………………………………………………….10 

 

List of Tables 

Table 2.1……………………………………………………………………………………...6 

Table 2.2……………………………………………………………………………………..12 

Table 2.3……………………………………………………………………………………..13 

Table 3.1……………………………………………………………………………………..15 

Table 5.1……………………………………………………………………………………..24 

Table 5.2……………………………………………………………………………………..26 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

1 

INTRODUCTION 
In this section we will present the intended focus of the topic in this study. To begin with, 
there will be a brief introduction within the area of research; segmentation and the 
segmentation process. After that, broad definitions and important factors will be explained, 
followed by a demonstration of what is happening in the area of research.  

1.1 Background 
In order to be competitive it is required for firms to apply diverse strategies to attract and 
retain customers. A given concept among today’s firms is the art of getting to know the firms 
consumers and then divide them by characteristic variables into segments, this strategy is 
known as segmentation. Segmentation help firms to allocate resources and gives direction 
where to focus among the heterogeneity of the markets demand. (Dibb, 1998). Segmentation 
is one of the ground pillars in marketing and therefore a powerful tool for managers and a 
crucial part of every organisation’s strategy (Wills, 1985). The purpose of segmentation is 
partially to gain opportunities in a given market or a chance for a firm to reposition a product 
or service, as well as to improve the company's way of marketing by understanding of the 
targeted customer group (Beane & Ennis, 1987). If the segmentation process is successful or 
not, it is determined by the customer’s preferences of the perception of marketing and the 
product or service that is offered.  

There are four broad areas within market segmentation. A firm should, depending on the 
limitation of resources, focus on the most homogenous segment that can be satisfied using a 
certain strategy (Beane & Ennis, 1987). The four areas covered are 

i. Geographic variables 
ii. Demographic variables 

iii. Behaviouristic variables 
iv. Psychographic variables 

 
The geographic variable can be seen as the segmentations macro factor. Geographic 
segmentation adopts information and divides into clusters of customers from a geographical 
perspective, for example by continent, country or population. By dividing customers in age, 
religion or gender, one can create demographic segments. The consumer is divided based on 
its characteristic, the firm can then collect information and interpret it in its marketing 
strategy, this method is easy measurable. (Beane & Ennis, 1987, Dibb & Simkin, 1991) 
Behavioural segmentation is based on the benefit sought and usage patterns of the product or 
service but can also be related to purchase occasion and the attitude to the goods (Dibb & 
Simkin, 1991).  The psychographic segmentation is based on people’s personal needs, their 
lifestyle and psychological behaviour. As this type of segmentation is hard to quantify it’s 
necessary to analyse the customer’s behaviour and needs, allowing this kind of segmentation 
to be described as life style segmentation.  



 

 

 

 

2 

According to Beane & Ennis (1987), people are segmented by the approach, attitude and 
overall beliefs of the product. There are several layers within psychographics; one of them is 
benefit segmentation, the benefit and needs that certain customers are looking for in a product 
or service (Beane & Ennis, 1987).  The focus is to acquire new customers by determining 
what they are looking for and then communicate a benefit and solution that fulfils those needs 
(ibid). 

A correct way of segmenting can be a success factor and create opportunities in the market 
(Dibb & Simkin, 1991). Studies and journals covering segmentation confirm that banks 
actively are segmenting their customers. A traditional way of segmenting the banks 
customer’s has long been by private and corporate customers (Machauer & Morgner, 2001). 
Corporate customers are likely to be segmented according to their geographic range; private 
customers however, are more likely to be segmented through a demographic segmentation 
(ibid).  
 
Stanley, Ford and Richards (1985), discuss how banks market segments with the help of 
customers’ age. Another example stated by Lewis, (1982) demonstrates that banks are 
focusing on university and college students as a way of segmenting, due to that these 
customers might be profitable for the bank in the long run. Yet, demographic segmentation is 
a rough tool for the banks since it may not be able to provide information and service to the 
individuals inside the segment. Further studies such as (Lee, Kwon & Schumann, 2005) 
shows the importance of segmenting customer’s by the likelihood of adopt or non-adopt new 
technological services offered by banks, such as Internet banking. In retail banking, services 
tailored to the preference of each customer are not possible because of the high cost and time 
(ibid). According to Wills (1985), the customer’s choice of bank is decided by the ability to 
address ones needs. The benefit customer’s expect from banks, in ways of different services, 
are significant in the choice and view of banks (Machauer & Morgner, 2001). 
“We need to find the routes to our customers and break them down into specific company or 
product characteristics, always keeping in mind that customers buy benefits, not products” 

          - Wills (1985, p. 37)  

1.2 Problem Discussion 

Benefit segmentation focuses on measuring the customers value system and the benefit the 
product bring the consumers (Dibb & Simkin, 1991). Customer satisfaction rely on the 
perception outcome and the overall process which is determined by the service, performance 
and most important of all to keep the organisations promises (McDougall & Levesque, 1994). 
A study made by Lewis (1991) shows that the investigated banks customer’s has high 
expectations of their banks and the services they provide. Managers need to identify segments 
and the benefit it provides the customer in order to provide service quality. (McDougall & 
Levesque, 1994; Lewis, 1991). Benefit segmentation does not intend to describe the market 
after the facts. The objective is rather to determine why a customer purchase a product or 
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service and thereafter communicate this benefit to other people who have similar needs in 
order to acquire new customers (Beane & Ennis, 1987). Customers are divided into different 
groups according to what the product benefits the customers. This requires that the 
responsible people for the specific segment understands the problem their product or service 
solves and what it can offer to the customers (Dibb & Simkin, 1991).  

Benefit segmentation determines the retailers approach more than demographic characteristics 
or volume of consumption do (Haley, 1968). However, the classification and the significance 
of the different segmentation types are not given (ibid). When the customers have been 
classified into the different types of benefit the product is given, an additional segmenting 
process is added (ibid). Each type of segment is contrasted with all of the other segments, 
meaning demographic, psychological or behaviouristic segmentation (Haley, 1968; Beane & 
Ennis, 1987). A deep understanding of the different segments can then be obtained, exploiting 
this knowledge increases the possibility to reach out and talk to the customers in the best way 
possible (Haley, 1968).  

A study by (McDougall & Levesque, 1994) identified two different types of benefit 
segmentation. By regarding expected benefits and attitudes of bank customers; performance 
segment and convenience segment. The performance segment focuses on service performance 
and to exercise the services correct during the initial phase of the customer relationship (ibid). 
To be able to perform this, it is critical that the service enactor provides with competent 
employees that can guarantee a service of high quality (ibid). The convenience segment 
focuses on being convenient for the customer in all possible ways, for the convenience 
segment financial institutions should consider important factors and details for the customer, 
meaning the benefits they gain (ibid). Machauer & Morgner (2001) stress the importance of 
expected benefits and attitudes gained from information services and technologies because of 
the changing climate in the banking sector. The main reason of this is the progress of niche 
banks together with the universal banks product and service broadening on the market 
(Machauer & Morgner, 2001).  

Bailey et al. (2009) stress that traditional segmentation by clustering customers is not longer 
enough in a market with fierce competition. Organisations that have access to data and 
meaningful information about the customers should use it when segmenting. This makes the 
customer segments optimised and specific products or services can be targeted efficient (ibid). 
The authors explain that the marketing and segmenting process should involve personal 
interaction with customers, meaning getting to know the customers on an individual basis. 
This enables organisation to respond on specific customer needs with help of customer insight 
in the segmentation process. (ibid)  

According to Alfansi and Sargeant (2000), using benefit segmentation in order to maintain 
customers is a well-tailored tool for financial institutions. Banks can simply gain knowledge 
of their customer habits and consuming culture through monitoring data about the patterns 
and consuming behaviour (ibid).  Banks who represents a larger part of the financial market 
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and has the ability to offer a wide range of financial services is categorized under the label 
universal banks (Benston, 1994). In Sweden, the universal banks are losing market shares to 
smaller- targeted banks, also known as niche banks, that have during the last ten years 
increased their market shares (Svenska bankföreningen, 2013). A yearly study made by 
Svenskt kvalitetsindex (SKI, 2014) shows that several niche banks received the highest score 
in customer satisfaction evaluation out of all banks in the Swedish retail-banking sector. The 
conclusion is that banks with clear and distinct customer groups (niche banks) are generally 
more satisfied with the overall service provided (SKI, 2013). 

According to the theories stated above there appears to be a connection amongst segmentation 
and the significance of attracting customer needs in the financial industry. As stated by SKI , 
the niche banks progress by exploiting the customers benefit sought makes this area of 
research attractive and relevant. It is relevant to investigate how customers’ value the banks 
and the services offered by the benefits gained and the needs satisfied. Hence, our ambition is 
to contribute with further understanding in the bank marketing area.  

1.3 Overall Purpose and Research Questions 
The purpose of this study, based on the background and the problem discussion stated above, 
is to provide an overall understanding of benefit segmentation, the customers benefit sought 
and the area of usage in the banking industry. The overall purpose is specified in two research 
questions. 

i. How do banks conduct the benefit sought in segmentation? 
ii. How do banks use the customers benefit sought in their service? 

The reason for choosing these two research questions is that this research wants to investigate 
how banks actively can work with creating benefits for their customers. This involves an 
understanding in the banks different approaches and conditions in the market, the 
segmentation model and the relation and service towards the customer. 

1.4 Overview of Entire Thesis 
Six different chapters build up the study. Chapter one, involves a background of the research 
area, followed by a problem discussion and an overall purpose and research questions. Theory 
and present research is presented in chapter two. Chapter three demonstrates how the study is 
constructed, in terms of a methodology section. The empirical data is presented in chapter 
four followed up by a data analysis in chapter five. The overall findings and conclusions 
being presented in chapter six, followed up with answers and discussion regarding the two 
stated research questions. 
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                   Figure 1.1: Chapter overview 

 

LITERATURE REVIEW  
In this section the theory is presented, its connection and relevancy to the stated research 
questions. First there is focus on theory and studies connected to research question one, after 
that a presentation of theory and studies related to research question two. To summarize and 
to conceptualize the theory there is a framework presented in the end of this chapter.  

2.1 Conduct the Customers Benefit Sought in Segmentation 
Marketing, brand development and the overall appearance of a company are based on a 
thoroughly completed market segmentation (Greengrove, 2002). According to Greenberg & 
McDonald (1989), benefit segmentation correlates with market behaviour when conducted. 
Haley (1968) explains that the benefits sought by customers are of more value and accuracy 
than other traditional segmentation methods. However, it is still useful for marketers to apply 
other segmentation methods to combine or broaden the outcome (ibid). Benefit segmentation 
may vary and has little limitations when it comes to apply it in different situations; the most 
vital is in what extent the benefit or needs of a segment is connected to the brand. (Greenberg 
& McDonald, 1989). According to the authors, segments, namely benefit segments of 
customers are not discovered or real from the very beginning, marketers must invent or create 
the segment. Therefore the segment definitions are not entirely objective and neither 
statistically reliable. This is because segments are created in the marketer’s psychological 
mind rather than an exact location or cluster. (ibid). 

Marketers that offer a segment the specific benefit that is demanded will have a competitive 
edge towards the rest of the market and attract the majority of the customers within the 
segment (Haley 1968). The author tells that when segmenting with help of benefit and needs, 
instead of one large market, several smaller markets appear.  

1.	  Introduction	  

	  	  2.	  Litterature	  review	  

3.	  Methodology	  

4.	  Empirical	  Data	  

5.	  Data	  Analysis	  

6.	  Findings	  and	  
Conclusions	  
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By conducting benefit segmentation homogenous segments appear, in an extent, for the 
marketer (ibid). The competitive edge exists of the knowledge that only the marketer has 
found the benefit segment, and not the competitors, which creates a first-time advantage. The 
first time advantage of the benefit contributes and opens up to new introductions of products 
or services that can be offered to the targeted segment. (Haley 1968). Calantone & Sawyer 
(1978) states that the advantage with benefit segmentation is the correlation between the 
segment and the ease of creating a specific marketing strategy. Segmenting customer groups 
according to benefits helps banks to concentrate their marketing process on its strengths and 
target the segments to keeping particular benefit(s). (ibid).“The main strength of benefit 
segmentation is that the benefits sought have a causal relationship to future behaviour.” 
(Singh & Jacobs, 1996, p. 5). This means that banks have the possibility to target and choose 
the most efficient and relevant benefit market. Singh & Jacobs (1996) argues that by letting 
companies conduct benefit segmentation they can target and position it’s marketing towards 
customers more sufficient than other segmentation types.  
 
Source Definition of Benefit Sought in 

Segmentation 
Haley (1968, p. 31) “The belief underlying this segmentation 

strategy is that the benefits which people are 
seeking in consuming a given product are the 
basic reasons for the existence of true market 
segments.” 

Beane & Ennis (1987, p. 23) “Benefit segmentation is a method of 
dividing up a market based on the benefits 
derived from or desired in a product, such as 
economy, convenience or prestige.” 

Singh & Jacobs (1996, p. 5) “Its proponents argue that the benefits that 
people seek constitute the basic reason for 
purchase, and therefore form the proper 
basis for market segmentation.” 

Table 2.1: Definition of Benefit Segmentation 

Source: Our own approach 

Wills (1985) states the importance of linking customer groups with the benefits they seek, 
hence that makes benefit segmentation a useful and effective strategy in marketing. The usage 
of benefit segmentation must correspond to the different criteria(s) of the specific customer 
(ibid). Benefit segmentation is directed against the customer’s key interests, which makes it a 
reliable tool when applying it on the targeted markets. Benefit segmentation also tends to fit 
with the overall market behaviour in terms of product manipulation and how to communicate 
a message. (Greenberg & McDonald, 1989).  
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The objectives with benefit segmentation is, with the knowledge of the customers demand, 
helps the company to position itself, develop services and creates a two-way communication 
process amongst the company and their customers (Singh & Jacobs, 1996). 

There are several studies available of industries that apply benefit segmentation theory and 
practice it. Greengrove (2002) study the pharmaceutical industry and the use of benefit 
segmentation. The conclusion of the study explains that benefit segmentation leads to an 
overall understanding of the product portfolio chances in the market and how it leads to an 
effective brand development strategy. The author also states the relevancy of qualitative 
research when conducting benefit segmentation.  

Applying benefit segmentation in online marketing has proven to be a successful tool 
according to a study by Wu (2001). The author tells that main reason is that the 
psychographic variable is of more interest and meaning than other traditional variables, such 
as demographics or common characteristics. In order for online commerce to grow, it is in 
need of benefit as a factor of consumers and users online. Wu (2001) argues that marketers, 
with help of benefit segmentation, can understand, select and target different segments based 
on their benefit needs. The benefit segmentation method was successful because of the 
finding that segments are looking for different needs and benefits.  

Wu (2001, p. 10) state “Through benefit segmentation, companies can divide large, 
heterogeneous on-line markets into smaller segments that can be reached more efficiently 
with products and services that match the consumers’ unique needs”. Customers’ buy 
products and services based on the satisfaction gained, and therefore on the basis of the 
benefit and need, companies that take notice of it will benefit from it (Wu, 2001). 

Frochot & Morrison (2001) study the area of benefit segmentation and its applications to 
tourism and travel. The authors come to the conclusion that benefit segmentation does not 
only describe specific visitor segments, but also is of advantage when designing products 
from a psychological and attribution perspective for a segment. Frochot & Morrison (2001) 
also state that benefit segmentation is an efficient marketing technique when defining 
segments or products.  

Machauer & Morgner (2001) compares segmentation of customers by their expected needs 
and demographic segmentation, which is made with help of cluster analysis. The study 
focuses on the customers expected benefits and attitudes, and cluster groups according to how 
homogenous they are within the group and how heterogeneous between the groups. Results 
shows that people in specific clusters, meaning a specific need/benefit, are more apparent in 
their identified profiles than groups of customers demarcated by demographic segmentation. 
Their conclusion is that a combination of customers attitudes towards bank service or 
expected benefits is a more effective way of segmenting bank customers, than for example 
demographic segmentation. The study also shows the importance of the customer’s attitude 
towards technology and information services. (Machauer & Morgner, 2001)  



 

 

 

 

8 

Peltier & Schribrowsky (1997) explains that the purchase decision is determined by the 
benefits sought and in what extent it makes a difference for the buyer, the more it differs from 
other alternatives, the more benefit one gains. According to the authors, marketers should 
have three aspects in mind when creating dimensions for actionable segments in a given 
market.  

i. Correlate with the targeted group behaviour 
ii. Create an influential and direct message in media 

iii. Formulate individualised products/services and messages 
 
In order to fully communicate a media-message to a targeted segment the three criteria’s 
above must be realised. The first two can be done through traditional segmentation tools such 
as demographic and behaviouristic segmentation. Yet, the customer must identify itself with 
the product or service meaning that the third criteria must be satisfied. This is done with help 
of understanding the benefits people are seeking when consuming a brand, product or service; 
which is completed through benefit segmentation. (Peltier & Schribrowsky, 1997).  

The author also explains that the buying motives and benefits sought from a customer fits 
with market behaviour. According to Peltier & Schibrowsky, (1997, p. 56) “The focus on 
understanding buyers’ motives and benefits sought highlights the fact that need-based 
segmentation adheres to the strongest of all marketing doctrines-the marketing concept”. 
Benefit and need-based segmentation is in many ways related on the consumer’s perception 
and psychological behaviour and therefore more abstract, complex and costly than other 
segmentation methods. However, the benefits and advantages with need-based segmentation 
are greater than the expenses (Peltier & Schribrowsky, 1997).  

2.2 Use of Benefits Sought in Service 
Customers benefit from a reliable relation with the provider of a service or good. Whether 
customers remain loyal or not is partly determined by the customer service the company can 
provide and in what extent it is provided compared to the other benefits customers gain. 
(Bitner, 1995). Furthermore, other important factors are how much value customers receive 
and customers tend to remain loyal to the company that offers the greatest value (ibid). Bitner 
(1995, p. 250) argues “If the service provider knows us, knows our preferences, and has 
tailored services to suit our needs over time, then to change would mean educating a new 
provider on all of these factors.” 

Companies that use accessible data in form of customer’s attitudes, behaviour and 
psychological preferences have an advantage when taking the data in interest. By applying the 
available information and relate it among the customers, banks will create rational segments 
based on individuals. The technology helps this process by letting specific customer needs to 
be identified. (Dibb, 2001). In the end, this helps the company to produce requested and 
desirable services that will benefit the customer. According to Dibb (2001), there is a new 
trend among financial institutions; banks tend to value customer relationship more than the 
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transactional value. This is accessed with a thoroughly segmentation process with the aim to 
focus on smaller customer groups with tailored service to fit single needs (ibid).  
 
Customer service overall is vital since it can be used to discriminate a firm’s products or 
services, maintain customer relations and increase the revenues (Sharma & Lambert, 1994).  
A method among marketers is classifying a market into segments with different needs of 
customer service (ibid). Two segmentation approaches of importance were recognized, first of 
all the segmentation variable should be based by the benefits sought. Furthermore, the 
segments should be identifiable making the segmentation strategy inexpensive to follow. 
(Sharma & Lambert, 1994) 

According to McDougall & Levesque (1994), benefit segmentation consists of two different 
elements that can be correlated to customer service. Both convenience and performance 
segments was identified with the intention to create primary benefits and value that the 
customers are looking for (ibid). The authors explains that convenience stress the importance 
of being as convenient as possible for the customer base. Factors and details such as location, 
opening hours and digital services are crucial to satisfy this segment. McDougall & Levesque 
(1994) also states that performance segment focuses on satisfaction through being 
performance-driven. The performance segment emphasizes on exercising the offered services 
right, from the very beginning. In order to satisfy a performance segment, it is crucial to have 
competent employees that can provide the services directly to the customers. (ibid)       
Zineldin (1996) stress the importance that banks actively work with its service and product 
portfolio to maintain customers and create market segments to outstand competitors. The 
author’s result express that customer determines the selection of banks based on reliability 
and responsiveness. The significance of a developed and reliable technology along with 
competent employees encourages the banks customers to try new offered services and 
products, which in the end strengthen the customer relationship (ibid).  

McDougall & Levesque (1994) argues that banks seek to satisfy their customers by ensuring 
that employees and servicing support “get things right, the first time.” Results show that less 
important were the convenience and physical aspects of the services given. Reaching both of 
the segments remains as a challenge for the financial institutions. The main benefit sought by 
each of the segments – convenience and performance – have slightly differences and requires 
different positioning and service strategies (ibid).  

The foundation for keeping service relationship between the company and the customer is to 
fulfil the promises made to the customer (Grönroos, 2002). The fulfilment of keeping the 
promises consists of three essential activities; making realistic promises, keeping the promises 
during the activities and enabling employees and systems to be able to deliver the promises 
made. These three factors can be linked to every specific service marketing activities. Bitner 
(1995), originated from Kotler (1994), named three essential factors to; external marketing, 
interactive marketing and internal marketing. The activities are necessary to build up and 
sustain customer relationships (ibid).  
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Attractive promises can be made through external marketing; the promises are ought to be 
distributed by employees and service delivery systems. The distribution of the promises must 
be done with help of appropriate skills, training and the right equipment (ibid). The challenges 
of building a service relationship arise when trying to link these three factors (Bitner, 1995). 

Figure 2.1: Profit for the customer relationship 

Source: Adapted from Grönroos, (2002) 

Figure 2.2 shows the gained profit from having a customer relationship (Grönroos, 2002). The 
figure helps the managers of an organization to riddle the factors that are not contributing to a 
higher profit derived from a customer relationship (ibid). A look at the model shows the 
process from experienced value for the customer that leads to the contribution in terms of 
profit; the aim is to find patterns and to be of guidance (ibid). Grönroos (2002) explains that 
customer satisfaction involves two factors that will be of interest for the following process. 
Satisfied customers tend to develop a certain commitment for the service provider, the 
satisfaction also develops associations between the partners as i.e. social, culture, ideological, 
economical (ibid). The associations ties the customer with the service provider since the 
customer is pleased with the outcome, hence no reason to change provider. The satisfaction 
from the customer has a direct effect on the strength of the relationship. (ibid) The more 
associations and commitment customers have for a company, the stronger is the relationship 
between the provider and customer (ibid).  

Grönroos (2002) argues that a strong relationship gives the customer less incitement to look 
after alternatives, along with less critical occurrences the stronger the relation is. Lack of 
alternatives extends the relationship amongst the two parties since the shortage will make the 
customer to commit to the provider (ibid). The absence of critical incidents will also have a 
positive effect in terms of the duration of the relationship provider. A higher proportion of 
loyal customers the service provider is given, the higher amount of income and profit is 
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obtained (ibid). As the relationship goes on, the activities will be more effective and profitable 
for the organization since the bonds are strengthened. The last process shows the profit of the 
relation, which is a more cost-effective activity where unnecessary elements can be 
eliminated and will have a positive effect on the cost of the relationship (ibid). Due to the fact 
that the length of the relationship has a direct connection with the proportion of loyal 
customers, the cost for acquiring new customers will therefore be lower for the provider, and 
sometimes ability to charge a higher price is possible. This will have a positive effect of the 
outcome from a customer relation. (Grönroos, 2002) 

A study made by (Lee, Kwon and Schumann, 2005) states the relevancy of financial 
institutions providing Internet banking and different services related to it, and then identifies 
different segments. The segments in this study are expressed as adopters and non-adopters of 
technological services in retail banking, such as Internet banking. Lee, Kwon and Schumann 
(2005, p. 433) states that “a more precise segmentation and targeting can facilitate the 
diffusion of Internet banking and enable financial institutions to fully harvest the growth 
potential of e-commerce”. The use of benefit segmentation for financial institutions is more 
effective and efficient to targeted groups than other traditional market segmentation tools. 
There is also a greater ability to reach new markets, if the development of benefits has been 
done appealing (Singh & Jacobs, 1996). 

2.3 Conceptual Framework 
In the conceptual framework the most relevant theories and studies related to each research 
questions will be presented and brought up. The information will then be conceptualized in a 
framework, which will also form the basis for the interview guide. Regarding the theoretical 
framework for the two research questions, different theories and studies has been used due to 
the differences in the dimension of the two research questions.  

2.3.1 Conducting the Benefit Sought in Segmentation 
The first research question “how do banks conduct the benefit sought in segmentation?”  
purpose is to relate a segmentation method based on the needs and benefits sought of the 
customers and investigate in what extent it might be managed by financial institutions. 
Theories related to research question one involves benefit segmentation and how it’s 
conducted by organisations in different markets and the objectives gained from using it. The 
studies the authors have chosen to investigate further are mainly focusing on financial 
institutions, but also other markets in order to get perspective.  

The previous researches selected to rely on and conceptualize are Haley (1968) who was one 
of the first in the research area. Haley (1968) explains the efficiency of understanding the 
benefits sought from the company’s customers’ and by doing so creating smaller, easy 
targeted, homogenous segment. Singh & Jacobs (1996) is relevant because of the correlation 
between the customers’ benefit sought and future behaviour.  
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Peltier & Schribrowsky (1997) arguments that benefit segmentation is needed in order to 
understand what people are looking for, with help of traditional segmentation, which involves 
an understanding on the customers psychological perception. This is conceptualized below in 
table 2.2. 

Conducting Benefit   
Segmentation 

Context  Articles 

Homogenous clusters Segmenting by benefits and 
needs supports marketers to 
create and discover 
homogenous segments. 

Haley (1968), Wu (2001), 
Machauer & Morgner (2001) 

Effective marketing 
strategy 

Being aware of the customers’ 
benefits sought and needs, the 
marketing process will be more 
precise and effective. 

Calantone & Sawyer (1978), 
Wills (1985), Peltier & 
Schribrowsky (1997)  

Psychological perception The benefits sought and needs 
of a customer is determined by 
its psychological perceptive and 
mind. 

Peltier & Schribrowsky 
(1997) 

Future behaviour A connection is observed 
between the customers benefit 
sought and the future 
behaviour.  

Singh & Jacobs (1996) 

Table 2.2: Conducting benefit segmentation 

Source: Our own approach 

2.3.2 Use of Benefits Sought in Service 
Research question two (how do banks use the benefits sought in their service to customers?) 
concerns how banks use the benefit sought and needs of their customers. It involves in what 
degree the customer relation and the customer service is managed by the terms of benefits 
sought in order to design a range of services. The purpose with this research question is to 
maintain a deeper understanding the benefit sought is used customer and relation services in 
order to satisfy the customers need.  

To help us explore research question two, studies as; Bitner (1995) who wrote about building 
a service relationship and with the help of fulfilling promises leads to profit and strengthen 
the customer relationship. Grönroos (2002) study focused on service management and the 
process of gaining a profitable customer relationship.  

The reason for choosing these studies is because explores the service management and 
customer relationship on the depth. The authors also discuss the same issues and support each 
other from different perspectives and can therefore put more weight on the theories presented 
in these studies.  
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McDougall & Levesque (1994) developed sub-segments for benefit segmentation; 
convenience and performance segment – and how these are applied on creating the best 
service quality as possible for the customer. Grönroos (2002) and Zineldin (1996) discuss the 
aspects and advantage of having a thoroughly customer relation as well as customer service. It 
is stated that a customer relation will gain the service and the organisation. Dibb (2001) 
displayed how banks use their data, and the information in order to create powerful segments. 
This study will help us in form of showing how it is possible to segment or create clusters 
with the help of acquired data and information gained from the customers. This is 
conceptualized below in table 2.3 

Service dimensions Context Articles 
Building a service 
relationship 

The foundation for keeping 
service relationship is to 
fulfil the promises made to 
the customer. 

Bitner (1995), Grönroos 
(1990). 

Convenience and 
Performance  

Convenience and 
performance segments 
intention is to create primary 
benefits and value that the 
customers are looking for. 

McDougall & Levesque, 
(1994) 

Build and maintain a 
customer relationship  

The aspect of customer 
service and the importance of 
customer relation. 

Grönroos (2002), Zineldin 
(1996),  

Segment with help of 
available data  

By using existing 
information and data from 
customers, banks can 
develop and create specific 
segments based on customer 
needs.  

Dibb, (2001), Alfansi & 
Sargeant (2000 

Table 2.3: Customer service dimension 

Source: Our own approach 
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METHODOLOGY 
 

The following chapter includes a brief presentation of the methodology selection chosen in 
this study. Firstly the research purpose is presented, followed by the research approach and 
the research strategy. This is followed by a presentation of the data collection, the sample 
selection, the data analysis and lastly statements of validity and reliability.  

3.1 Research Purpose 
The intention with this study is to explore what is happening now in the financial industry 
regarding benefit segmentation, clarifying the understanding of a problem. Therefore the 
study aims to be in an exploratory purpose. According to Saunders et al (2009) three principal 
ways of conducting exploratory research is available through studying previous literature, 
interviewing experts in the research area and by conduct interviews through focus groups. The 
authors have concluded that with the help of secondary data i.e. previous literature and 
interviewing experts in the topic will enable us to get a representative result and answer our 
research questions. Our sample selection for the interviews consists of people with a relevant 
marketing position in their organisation and they can therefore be viewed as experts in the 
research area.  The collection for the secondary data will start of with a wide perspective and 
will get narrower as new information is added during the research progress (Saunders et al, 
2009). 

3.2 Research Approach  
The research will be performed through a qualitative study. The purpose for choosing this 
method is to gain an understanding of the situation rather than showing the situation (Bryman 
& Bell, 2011). The study will cover the connection between the practices of benefit 
segmentation in the financial sector. By doing a qualitative study it will give us a deeper 
understanding on the research area and the distinction amongst the banks. Qualitative studies 
are expressed in words and therefore it will give us an insight of the subject that a quantitative 
study would not give (Bryman & Bell, 2011). The research approach will give the respondent 
the responsibility and possibility to give its perspective of the question throughout the 
interview. Since support have been found through this research with existing theory that is 
conceptualized through our conceptual framework, this study has a deductive approach 
(Saunders et al, 2009). 

 

 

 

 



 

 

 

 

15 

3.3 Research Strategy 
The research strategy will depend on the research purpose and the research question, choosing 
an appropriate research strategy will help us form the study and illuminate our research 
questions (Yin, 1994). In table 3.1 the dimension of different research strategies is clarified.  
 
 
Research 
Strategy 

Form of research 
question 

Requires control over 
behavioral events? 

Focuses on 
contemporary events? 

Experiment How, why? Yes Yes 

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

No Yes 

Archival 
analysis 

Who, what, where, how 
many, how much? 

No Yes/No 

History How, why? No No 

Case Study How, why? No Yes 

Table 3.1: Relevant Situations for Different Research Strategies 
Source: Adapted from (Yin, 2009). 
 
The study does not require control over behavioural events; however, it does focus on a 
contemporary event. According to Yin (2014), given a case study, the research questions 
should be formulated as how and why questions and have a focus on contemporary events. 
Thus, the study will describe and form the research questions to how they were implemented 
and why they were made, as shown in chapter 1.3. A case study is a tool to understand why 
and how a single phenomenon is created (Bryman & Bell, 2011).  
  

3.4 Data Collection 
The primary data has been acquired through semi-structured qualitative interviews. Interviews 
are targeted to specific respondents, meaning that it focuses directly on the case study topic, 
in order to achieve source of evidence. A semi-structured interview will enable us to further 
ask relevant question to the respondent and get a deeper understanding of the respondent 
(Bryman & Bel, 2011). The respondents will be interviewed individually and the selection of 
respondents is made by the relevant position in the specific organisation, and with the same 
set-up of questions for each respondent.  
 
By collecting the primary data using qualitative interviews it contributes with a reliable, 
efficient and qualitative way of reaching knowledge in the given research area. The secondary 
data will be collected through scholarly articles and journals and complement the primary 
data with previous research and theory. Since the respondents are not located in Luleå, the 
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preferred way is to conduct the interview via telephone. In order to be as accurate as possible 
throughout the interview with the respondents transcripts will be taken by one author while 
the other is holding the interview. This made it possible for us to have a natural conversation 
with the respondent as well as maintaining a high focus. This will also make the conversation 
stream better between the respondent and the questioner (Jacobsen, 2002). The primary data 
is presented in chapter four. Since there are open questions and the respondents interpret them 
differently, the answers are presented as accurate as possible regarding each question.  

3.5 Sample Selection 
According to Bryman & Bell (2011) there are two different approaches for sample selection; 
probability and non-probability. Probability sampling consists of using randomly selected 
samples; a non-probability sampling does not sample the population randomly. Due to limited 
time our sample will be constructed with a non-probability approach. Further on, the authors 
use a mix of a convenience and judgemental. Convenience sampling gives us the benefit of 
sampling population who is available for us; judgemental enables to choose the most suitable 
for the study. (ibid) Due to the reason that the authors investigate the causal relationship 
between benefit segmentation and banks, the limitation has been on the Nordic banking 
industry and our respondents will be representatives from well-known Nordic banks. It is of 
great importance that each respondent has sufficient knowledge in the focused area in order to 
get a result that is represented for the whole company. In order to interview the relevant 
respondent, the respondent must be involved in the segmentation process of their customers in 
order to make the interview relevant. This requires a sample selection from executives with 
relevant positions in the organization. In order to get a correct representative result for the rest 
of the population, the requirement for the respondent is that they need to have an equally and 
relevant position in their organization (Jacobsen, 2002). One respondent choose to be 
anonymous and therefore all three respondents is named as anonymous throughout the study. 
The respondents were chosen from three different banks; in this study they are named Alpha, 
Beta and Theta.  

3.6 Data Analysis 
The primary data collected through the semi-structured qualitative interviews being analysed 
in a way so that it helps us reach the purpose stated in the study. This is made by a thoroughly 
interview guide, based on the research questions and theory, by doing this increases the 
chances of obtaining correct and relevant data (Bryman & Bell, 2011). The data will be 
collected and transcribed in words; thereafter the data is verified and concluded in terms of 
relevance and patterns. The collected data are comparable due to the fact that the interviews 
and secondary data collection will be based on the frame of reference. To analyse the results 
the authors has conducted a within-case analysis. Using this approach enabled us to compare 
the empirical result with the frame of references with a deductive approach. This method 
makes it possible for us to answer the research problem. (Saunders et al, 2009) 
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3.7 Quality Standards 
To obtain validity means that one measure what is supposed to be measured (Yin, 2014). In 
order to achieve a study with quality the validity must be in consideration. The study relies on 
qualitative interviews and therefore it is important that we choose the right respondents from 
reliable sources (Bryman & Bell, 2011). The importance of objectiveness is highly relevant, 
the respondents and the authors have been as objective as possible throughout the study 
(Bryman & Bell, 2011).  The conceptual framework shows a chain of evidence so that it is 
easier for the reader to follow what, how and why it has been done. Another indicator of 
validity is that this study has been thoroughly supervised by a supervisor.  

The study has been methodically completed, that enables other researchers to follow the 
process of data collection, following the interview guide and analysing the data. It is 
important to make it possible for other researchers to interview the same type of respondents 
with the same interview guide (Bryman & Bell, 2011). Since the authors carry out a 
qualitative study with semi-structured questions, the response can change depending the 
circumstances and the respondent. The way it have been analysed and interpret the answers 
can also vary from the respondents. There is always a risk of interpreting the answers 
incorrect. In order to reduce the risk of wrong interpretation of the respondents, the interviews 
have been transcribed thoroughly by hand. 

DATA PRESENTATION 
In this chapter the primary data is presented, which has been collected through semi-
structured interviews. The banks that are being presented below are respondents from Alpha, 
Beta and Theta. Moreover, secondary data has been added from the respondent’s annual 
reports concerning the area. The interview guide is to be found in the appendices section.  

4.1 The Case of Alpha 
Alpha’s segmentation model consists of small to medium companies, large corporate, 
financial institutions and private customers. The private segment is further divided into two 
sub segments: private banking and students. Information about the customers is mainly 
available through payroll accounts and other types of payment flows. However, outside the 
customer base, i.e. potential customers, there is little information available. However, in some 
cases Alpha acquires public information externally. The respondent adds that, in order to 
attract new customers branding is a helpful tool that is done through different advertising 
channels. The segmentation process is a type of strategic segmentation and is based on the 
brand position of the company. Internally, important statements and questions are asked in 
order to attract new and retain customers: Which customers do we attract? Which is our main 
segment? 
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Regarding the homogenous customer segments, the respondent explains that the private 
customers they want to attract and retain are expressed on an emotional level. The bank wants 
to attract active customers with ambitions and goals in their private economical life. However, 
all customers are welcome, but when creating segments it is the customers with ambitions and 
goals they are targeting. The private customer segments in Alpha are divided into 
homogenous segments with the help of a priority model. This means that customers with 
more resources and eventual potential get a higher priority. It is further explained that the 
choice of products and services depends on the interest and the income of the customer. The 
respondent enhance that, all products and services that are offered in the banking sector are 
more or less generic. The customers does not actively demand changes in the products and 
services, it is however more vital to compare the offers with other financial institutions. The 
tailored services offered are mainly within the private banking segment and the student 
segment. Still, the offered products and services are very alike with slight changes in the 
offer. 

In order to get to know the customers’ best interest and needs the respondent explains that 
they put effort and focus in customer advisory, which is regularly done once a year. In the 
process, the bank always keep the customer in focus to get a full perspective, the advisory 
must in every given situation be made out of the customer needs. The customer advisory has 
gotten positive response, the respondent enlightens that the advisory is highly effective for the 
bank. Mainly because of the knowledge they acquire from the customer, but also the deeper 
understanding of their interests and needs from the bank, that in the end it leads to an upright 
customer relation. The products and services can more efficient be offered after a thoroughly 
advisory process. In one way, the services offered to the customers are tailored due to the fact 
that the services are fulfilling the needs of that specific customer. The respondent explains 
that, in the long run, the advisory meetings are positive for the sales but also for the reputation 
of the brand. On the contrary, traditional bank services such as cash service on the local 
offices has reduced drastically. The respondent clarifies that a lot more can be done to fulfil 
the benefits sought, mainly to the new digital channels, such as the apps and the Internet bank. 
Yet, it takes time and investments because of the regulations and safety matters that needs to 
be in order.  

Moreover, regarding the future needs of the customers the respondent tells that products and 
services available in the banking industry are known for extreme competition, the respondent 
utters that they encounter competition on almost every product and service. On the other 
hand, the accessibility to the bank and its services has increased with help of the different 
digital channels. The respondent explains that they have never had so many customer 
interactions as they have today, which are spread throughout the different channels. By 
improving the interaction and meet the customer needs on the digital channels Alpha believes 
that they will achieve the future needs of their customers. 
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Concerning the customer relation, the respondent stresses the importance of having a healthy 
customer relationship and having customer advisory on a regular basis in order to identify the 
customer’s needs. When maintaining customer relations it is important to be active and 
receptive on every channel accessible. The increased digitalization contributes to and makes it 
simpler to choose and compare prices and services for the customer. The greater use of digital 
channels will make the products and services more undifferentiated; this enables the customer 
to compare the products easier. As a result of this, the transparency between the different 
banks will increase. This makes the focus on customer relationship even more significant in 
order to keep up with competitors, whilst products and services becomes less important. 
Alpha does not only focus on forming quality in the products and services, they also emphasis 
on creating a long and lasting relationship by sharing their expertise in any given area to their 
customers. The combination of increased focus on the customer relationship and focus on 
branding makes it a greater incitement to create an overall good experience for the customer 
needs and benefits. Overall, the customer relationship is central, by having a relationship the 
needs and interest of the customer can be understood and the bank can develop.  

Regarding the attraction level on different services, the respondent tells that the choice of 
bank is often narrowed down to the one bank offering the best interest for the house 
mortgage. Since there is much at stake for the customers when attaining house mortgages, the 
choice of bank is often thoroughly considered. Alpha is well aware of this factor and tries to 
offer a competitive advantage, by working active and attentively with their mortgage offers. 
Additional reasons that decide the choice of banks tend to lean on the quality of the card 
services, overall service quality, the partner’s bank, relocating to another area and the location 
of the bank office. However, the customer movement between the banks are generally low. 
Instead customers tend to complement with additional niche banks for complementary 
services. The bank emphasizes that involving the customers’ in the process of product and 
service development is significant to meet the customer’s needs and maintain the customer 
relation. Alpha works interactively, with tests and research and help from the customer 
advisory, on how to construct the best possible services offered.  

Concerning the availability and accessibility of Alpha, the respondent states that the 
customers can carry out their bank errands at any time during the day through the digital 
channels, the respondent adds that this means that the accessibility to the bank has increased a 
lot. On the other hand, the management of cash services has decreased because of the 
increased digitalisation. The bank is currently working on implementing digital customer 
advisory, which becomes an extended service and convenient for the customer. Further on, 
this contributes to additional benefits for the customer.  

The respondent explains that it is important to measure and evaluate the customers’ 
expectations. Satisfaction of the customer advisory is measured through a scoring system 
(NPS). This system enables the bank to plot out where the needs of the customer are not yet 
convened. They also take externally made methods in great use such as SKI (Swedish quality 
index), which is compared with other competitors in the financial industry.  
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Branding research is also used to interpret how the customer perceives the bank compared to 
the competitors, even brand positioning and reputation is investigated.  

By investing a lot of resources on to develop digital channels and keep high quality will 
increase the use of these channels and meet the needs of the customer.  Conducting errands 
over the phone is also available at any time on the day. These types of services will decrease 
the number of visits on the local bank office and offload the work from the offices. In order to 
be profitable, the bank is putting more recourses of the customer service on the prioritized 
segments. Alpha has conducted a behavioural model based on the needs of the different 
segments. The level of service is adjusted after their different levels of need, for example, the 
private banking customers are often getting a higher service level segments while customers 
with less need are referred to the digital channels.   

4.2 The Case of Beta  
Regarding how Beta is dividing their customers, the respondent explains that the segments are 
divided into live-stages; the potential of the customer and different market segments. The 
segmentation process is done with the help of data and information that is manageable from 
sources. The essential data is retrieved and bought externally but also gathered internally from 
information Beta is obtaining by themselves.  

According to the respondent, Beta stress that homogenous customer segments are important 
due to the fact that Beta desires, and are in need of knowing, who they are working for. If they 
achieve that and knows what the homogenous customer segments preferences are, it becomes 
easier to develop services that might fit the different segments.  

Concerning how Beta differentiates from traditional segments, the respondent says that they 
are looking at different aspects and perspective of the customers’ behaviour and needs. 
Helpful tools used by Beta are the housing situation, the perception of the brand of Beta, 
interests and hobbies of the customers as well as travel patterns. Further on, the respondent 
explains that by looking at consuming behaviours, different aspects of market segments and 
their customized consumer panel they get to know the customers’ interests and advantages. 
By examining the consumer panel and different focus groups, Beta can communicate easily 
with customers and create attractive services more efficient.  

Regarding the advantages with customer relations the respondent explains that today, the 
financial industry is known by harsh competition and can be explained as a saturated market. 
Hence, the reason of getting to know the customers’ behaviour and needs are vital in order to 
deserve a position in the market and not least, among the customers.  

Concerning how beta is aware of the future needs of their customers’ the respondent states 
that they believe and try to be as relevant as possible throughout the everyday life of the 
customer. An important factor is the connection to the overall brand of Beta and the additional 
value that comes with it in form of special offers, benefits and bonuses. Regarding the 
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importance of the customer relations the respondent stress that the customer relation has 
always been and is important. The most fundamental difference today is that customers’ has 
the opportunity and mandate to choose additional or complementary services from financial 
institutions.  

Regarding the pros and cons with having a customer relationship the respondent express that 
the most positive outcome is that Beta attracts loyal customers that happily wants to 
recommend the bank to friends and family. The most negative aspect is that one must be very 
effective, quick and responsive. Given a regulated industry, this is often a challenge.  

The services that attract Beta customers are foremost different payment methods, loans, apps, 
swish and customer advisory. The respondent explains that their mission regarding their 
products and services is that they shall be as easy as possible to understand and use. Further 
on, regarding how Beta works with being available for the customer, the respondent says that 
they try to be active throughout different channels. Wherever the customer has a need, Beta 
tries to fulfil that need with the help of services or customer service. 

Beta express that they use tools such as Kundo and Facebook when measuring the customer 
expectations and by doing so the customers can utter concerns and views. Beta also works 
with a consumer panel, consisting of 3000 customers. As a complement to this they follow 
SKI (Swedish quality index) in the banking industry.  

The main benefit that Beta wants to achieve with their customer service is to be as competent 
as possible. In order to have a profitable customer service the respondent mentions different 
aspects. Firstly, easy errands and services try to be solved through different self-services in 
order to offload work from customer advisors. Secondly, they try to have as profitable 
relations as possible, both for the customer and the bank itself. 

4.3 The Case of Theta 
According to the respondent Theta has historically segmented according to the degree of 
commitment and activity towards the bank. The more business the customers generate, the 
higher priority one gets within the segmentation model. The customers get different offers and 
benefits’ depending on what segment one belongs to. Regarding the homogeneity within the 
segments, the respondent explains that within each segment the customers are somewhat 
homogenous based on for example generic variables, but not from variables such as 
geographic. Hence it is significant that Theta is aware of the specific variables that are of 
value for the bank. If Alpha manages to create homogenous segment, based on value 
variables, the bank becomes more relevant in its offer.  

Concerning the way Theta get to know their customer needs, the respondent clarifies that this 
is managed in several ways. Internally, the bank operates with customer interactions, 
meetings, a feedback model and annual customer surveys. As a complement from the 
traditional methods, the respondent explains that they also work frequently with innovation 
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and qualitative and quantitative market research strategies. Externally, Theta gathers 
information and feedback from partners and bureaus. With the help of these methods the bank 
can develop and meet the customers’ needs. The customer service is also more efficient 
regarding diverse targeted offers.  

Regarding the advantages with having a customer relation based on needs and benefits the 
respondent utters that it is highly important. In general this is “make it or brake it” for banks 
in the industry today. If a bank doesn’t maintain customer relations based on trust, 
understanding and needs, the bank won’t survive in the industry. The advantages with having 
a customer relationship centred of benefits and behaviours are endless. Historically, different 
lock-in scenarios regarding the customers have dictated the banking industry. By doing so, the 
bank does not understand what the customers are in need of, hence a one-way relationship. 
Today, customers can choose freely, mainly due to the transparency and the increased 
competition in the industry.  

The respondent states that, the biggest issue today is rather how to meet the innovation from 
global companies such as Google and not competition from other financial institutions in the 
industry. “If we don’t understand the customers needs and transform it into advantages, we 
might as well quit.” Regarding the segmentation process mentioned earlier, Theta is aware 
that if a customer with wealth has more and differentiated needs than other segments hence 
behaviours, benefits and offers can be targeted. However, the respondent clarifies that this can 
be made better and more efficient.  

Regarding Theta’s current offer and the future needs of the customers, the respondent 
explains that it’s vital to be one step before the customers needs. The key is to know what the 
customer are in need of before the customer are aware of it. The respondent explains that 
banks have long been known for being passive and therefore has an exception compared to 
other industries. The customers are used to a certain service- and structure model and 
therefore the customers are less stringent in the demands, more than any other industry. 
However, as the transparency has increased, so have the digital channels. Today, the 
exception is no longer acceptable, if the bank shall succeed one must be better to understand 
future needs and adjust and adapt strategies. The respondent explains that the customer 
relation has always been important for the banks; the banking model is centred upon a healthy 
customer relation. In order to maintain customer relations the banks must meet the increased 
requirements from the customers. The relationship have previously been well but with less 
understanding of the customers, today the understanding has increased and it’s important that 
it remains that way. The customer relationship must be a mutual two-way process; it cannot 
be a forced relation. The respondent explains that the pros of having a customer relationship 
based on needs and benefits are first of all competitive. It is important that the customer 
chooses and wants to be a customer, if that is achieved the edge is created which will benefit 
the bank. The respondent further explains that it is a huge different between customer by 
choice and customer by force. Therefore there are no real disadvantages with customer 
relations. If the bank cannot maintain a relation, it might as well quit.  
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Concerning Theta’s bank services the respondent explains that their customers are foremost 
interested in traditional bank services. The services offered today are a mix between 
innovation and the customer needs. The respondent stress that the bank must be adaptable and 
be accessible towards the customer, still the bank must also be innovative with new services 
and offers to the customers. An appreciated service is the new innovative way of meeting 
customers online in digital meetings. The customers have real-time digital meetings with the 
bank, which has increased the convenience. By offering this kind of service the customer gets 
a tailored meeting and services that are targeted to fit that specific benefits sought of the 
customer. The respondent utters that the need of banks services are controlled by life-stages. 
The respondent adds that it is an on-going trend in the industry that customers complement 
services with different banks. This trend is known widely in the industry and it is important 
that the bank tries to counteract it. The bank must work intensive and improve in this area; it 
is the banks task and interest to increase the communication and relevance towards the 
customer. The respondent explains that it is quite difficult to offer tailored services today but 
adds that it will be vital in the future to attract and retain customers uniquely.   

Considering the availability that Theta offers to the customer, the respondent tells that Theta 
must be smarter regarding the convenience and accessibility. The bank must understand 
where it’s needed most and be sure to satisfy the specific requirement whether it is a mobile 
application or a digital meeting. The key is to understand what the customers needs are and 
when the benefit is created. Regarding the expectations of the customers the respondent utters 
that they are investigating other industries outside the banking industry. This is because the 
transparency has increased and so has the customer. The customers compare banks with other 
organisations and Theta must do the same. Theta must be able to predict and be one step 
ahead of the customer in any situation. To simply satisfy a need is not enough, the bank must 
exceed expectations.  

Regarding the customer service, the respondent explains that most important of all is that the 
customer is satisfied with the bank. The mission is to satisfy customers in a way so they are 
able to live the life that they dream of. By doing so, the bank creates benefits for all the 
customers so that they can do what they please. Moreover, the respondent tells that it is 
important to create relevance for the customer in the customer- service and relation. There is a 
vital link among the customer needs, benefits sought and customer service. By having a 
customer service the bank must meet the demand of the customers in a changing industry. 
When doing so, efficiency within the bank and a step ahead in the digital services are 
essential. The customers and the bank answers must seek the customer service with relevancy 
towards the customers, by doing so it will be profitable.  
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DATA ANALYSIS 
The collected data from the previous chapter is to be analysed in this chapter. The analysis is 
based on the previously presented, conceptual framework. To compare the empirical result 
from the collected data with the theory from conceptual framework the authors conducts a 
with-in case analysis. This analytical framework is forming the outline for the following 
chapter six, conclusions.  

5.1 How does Banks Conduct Benefit Segmentation? 

+ = Support the collected data / = Partially support  −  = No support 

Theory from collected data Alpha Beta Theta 

Homogenous clusters / / / 
Effective marketing strategy + + + 

Psychological perception / - - 
Future behaviour + + + 

Table 5.1: Correlation between empirical data and theory 

Source: Our own approach 

5.1.1 Homogenous Clusters 
The homogenous clusters is corresponding somewhat with the collected empirical data. All 
respondents stress the importance and the positive outcome from creating homogenous 
cluster, however it is not certain that the respondents use homogenous clusters when 
segmenting. The respondents all conclude that if the bank manages to create homogenous 
segments, it will enable the bank to become more relevant in their offers to the customers. 
The desire and need of knowing how they are servicing is of great importance and will help 
the banks to develop services and products that fit the different segments. The customers is 
segmented after the needs in a priority model in the cases of Alpha and Theta. It is of great 
importance for the banks growth to target customer with potential and ambitions. Customer 
with a higher potential and ambition is offered more substantial service and product package. 
This is derived from the priority model. However, Theta explains that within the segments the 
customers are not complemented with another segment as i.e. geographic as Haley (1968) 
suggested. In the case of Beta and Theta the nearest homogenous clusters are found when 
segmenting according to life cycles. Yet, none of the respondent has located homogenous 
clusters when segmenting by benefits and therefore the theory and empirical data only 
correlates partially.  

5.1.2 Effective Marketing Strategy 
The effectiveness of using the consumer’s needs, benefit sought and/or behaviour is promoted 
in Peltier & Schribrowsky (1997), Calantone & Sawyer (1978), Wills (1985). Being aware of 
the positive effect of knowing and understand the benefit sought the marketing is effective. 
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All respondents’ underlines the significance of being aware of the customers benefit sought 
and needs. Doing this makes the market targeting and market positioning more efficient. 
Alpha clarified that more can be done to fulfil the benefit sought. This can be achieved 
through development of the digital channels such as i.e. apps and the Internet bank. Yet it will 
take time and require higher investment because of regulation and high security requirements 
on the Internet. The respondents also emphasize that including the customer in the process of 
product and service development will have a positive outcome of the process and benefit for 
the customer. Theta also highlights that if the bank shall prosper, it is highly significant to 
have an understanding of future needs they need to adjust and adapt the strategy thereafter. 
Beta supports the fact that it is important in the sense that the financial industry is competitive 
and therefore extra important to be aware of the customers needs. This is supported by Alpha 
and Theta as well; the industry has been known as asymmetric information and changed to a 
more transparent climate.  

5.1.3 Psychological Perception 
Peltier & Schribrowsky (1997) explains that the benefit segmentation is related to the 
psychological perception of the customers. The theory also brings up that by doing so it is 
both costly and complex for the organizations, but the advantages are greater. In the case of 
Alpha it is supported that they want to attract and retain customers on an emotional level, 
which can be interpreted as psychological approach. Customers with ambition and goals in 
their private and economical life are seen as the targeted group. Regarding the case of Beta 
and Theta, no support is given that they are segmenting or targeting customers based on the 
customers perception or on a psychological level.  

5.1.4 Future Behaviour 
According to Singh & Jacobs (1996) benefit sought have a causal relationship to the 
customers future behaviour. The theory says those organizations that conducts and take care 
of the customer’s needs and behaviours can target and position more efficient. The bank must 
meet the demand of the customer in a transparent industry. In the case of Theta internal 
efficiency and innovation with digital services are essential for the banks relevancy towards 
their customer base. Theta stress that they must understand the future needs and when doing 
so adapt their own strategy in order to be relevant and one step ahead for their customers. 
Alpha explains that the extreme competition makes it important to be at the forefront when 
developing future products and services. Alpha believes that doing this through the digital 
channels will be central. Beta states that they strive to always stay as relevant as possible for 
the customers, because of the development and importance of the digital services.  

By focusing on the brand and the additional value that the customer benefits from special 
offers will benefit the customers future benefit sought. The three respondents support the 
theory, mostly that the future behaviour is partly determined by the increased digitalization. 
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5.2 How do Banks Use the Benefit Sought in Their Service to 

Customers? 

+ = Support the collected data  / = Partially support  −  = No support 

Theory from collected data Alpha Beta Theta 
Building Service Relationships + + + 
Convenience and Performance / + / 
Maintain Customer and Service Relationships / + / 
Segmenting with the help of data / /  / 
Table 5.2: Correlation between empirical data and theory 

Source: Our own approach 

5.2.1 Building Service Relationship 
The idea of building a service relationship and how it can strengthen the relationship with the 
customers has been explained by Grönroos (1990) and Bitner (1995). The outcome of a 
positive service relationship is to fulfil promises to the customers that will in the end lead to a 
profitable relationship. Alpha is building a service relationship as well as developing a 
relation with the customer when doing the customer advisory once a year. Though, the service 
relationship is decreasing in the local offices, something that is supported by Theta. Alpha 
works actively with different customer interactions on how to develop improved services and 
products. Beta supports the theory which can be explained by their thoroughly investigation 
of their customers and their needs. Beta works actively with external and internal consumer 
panels with suggestions on how to improve the service and relationship. Beta express 
efficiency by self-service solutions to offload work from advisors, they also stress the 
importance of relevant and profitable relations with the customers. Furthermore Theta utters 
the service relationship, as a mix of innovative services together with the customer needs. An 
example is the appreciated digital meetings that have newly been launched by Theta. Theta 
believes that there is correlation between the benefits of the customer and the service given, 
by satisfying the demand efficiency is created. However, tailored services are significant but 
difficult when realizing. The three respondents agrees that most of the financial services today 
are generic and that the customers wants to be able to compare the products and services 
offered by the banks. Yet, only Theta expressed implications that they investigate other 
industries in order to make relevant offers and services towards their customers, which is 
something they believe is important in order to progress.  

5.2.2 Convenience and Performance 
Concerning how organizations can satisfy needs through convenience and performance as 
benefit factors within a segment is discussed by McDougall & Levesque (1994). Convenience 
means fulfilling convenience requirements for customers whilst performance is focusing on 
results and that promises are kept. McDougall & Levesque (1994) example of convenience 
can be location of payroll machines, today however, the digitalization and the services that 
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comes with it seems to be a vital convenience factor, this is supported by all three 
respondents. The assumption is that the accessibility to the bank and the actual customer 
interactions has increased because of the digitalization. Regarding the expected performance 
Beta stress the importance of fulfilling the customer needs through customized offers, benefits 
and bonuses. This enables Beta to stay relevant through the everyday life of their customers. 
This is not supported as clearly the case of Alpha and Theta. However both Alpha and Theta 
states that in order to meet the customer’s expectations, it is highly important to constantly 
evaluate and measure it. Different customer surveys and other comparisons tools enables the 
banks to plot out where the expectations is not yet met and where future demands is expected 
to be met. This is done differently with the three cases. Alpha uses scoring system, follows 
quality indexes, such as SKI, and complements with branding research. Beta measures the 
performance with the help SKI, Kundo and a consumer panel with 3000 active customers, 
which is unique when comparing to Alpha and Theta. 

5.2.3 Maintain Customer and Service Relationship 
Zineldin (1996) express that working with relevant service towards the customer base banks 
can develop customer relations and by doing so maintain and gain loyal customers. This is 
supported likewise by Grönroos (1990) a strong two-way relationship will strengthen the 
bonds and create less incitement to look for complements. It is stated that a strong customer 
relation will lead to a cost-effective process for the organization and loyal customers. Looking 
at the data, all three respondents agree with the important aspects of customer relations and 
the positive outcome of it. Alpha and Theta maintain and build customer relations through 
their customer service such as customer advisory and meetings. It is supported that Alpha and 
Theta agrees on continuously advisory and meetings with their customers in order to identify 
and satisfy customer needs. Alpha believes in involving the customers in the developing 
process of their products and services, and by doing so maintain customer relations. 
Furthermore, Theta expressed that in order to have and develop a customer relation the bank 
must have customers by choice and not customers by force. However, Alpha and Theta 
expressed that their customers had complementary financial services, meaning services 
through another bank in the industry. This behaviour of the customer base is contradictory 
towards the theory and does not support the statement of a solid customer service and relation. 
Beta supports theory by combining relevant services offered to the customer in the everyday 
life as well as involving and communicating with the customers in the development of the 
services. The significance of the customers’ needs and benefits in the overall customer 
relation is also visible in the case of Beta, mainly because of the association amongst the 
mission to deserve market shares in a saturated industry. 

5.2.4 Segment With the Help of Data 
The respondents all have access to information and data about their customers. The acquired 
information is altered, although some patterns can be seen. All three acquires data from 
internal an external sources. Externally the information was gathered by customer surveys, 
marketing research and general publically information. Beta uses a customer panel with a 
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population of 3000 samples. This enables Beta to improve and interact with their offered 
products and services. They also underline the importance of listening to their customers to be 
able to keep them satisfied. Theta states that they also acquire relevant information and data 
about their customers in the process of customer advisory and meetings. However, little could 
be found in what extent Alpha, Beta and Theta uses this data and information when creating 
segments. The data and gathered information appeared relevant as a tool in marketing 
research as a way of understanding the customer, not as a tool for segments based individual 
patterns. 

FINDINGS AND CONCLUSION 
The overall purpose and the research questions are to be discussed and answered in this 
chapter. The answers and discussion are based on the empirical data, the data analysis and 
the theory. Furthermore, implications for future management and research are presented 
based on our own thoughts and considerations.  

6.1 How does Banks Conduct the Benefit Sought in Segmentation? 

In order to answer research question one four dimensions regarding the benefit sought in 
segmentation has been investigated based on the theory and the conceptual framework. The 
collected empirical data has then been compared and analysed with the conceptual framework 
to see in what extent it correlates. None of the respondents in this study practised core benefit 
segmentation in their segmentation models. However, patterns and similarities between the 
respondent’s segmentation activities and the use of benefit sought have been identified. The 
idea of discovering and use homogenous segments seems to be an important variable in the 
banks segmentation models. The lack of the customer’s perception, needs and benefits as 
variables in the homogenous segments are not noticed what so ever. This implicates that the 
interviewed banks still are looking for homogenous variables as in the traditional 
segmentation model presented in chapter one. The knowledge of using the customer’s benefit 
sought and apply it in the marketing process is used by the respondents. It is also noticed that 
listening to the benefits and needs of customers is needed in the industry and are of 
importance in the future. Implications of taking the customer’s benefits and needs in mind 
even in in the future has been identified. By being relevant in the respondents offer to the 
customers. It is concluded that the future needs of customers are within the process of 
digitalization; all respondents are highly aware of this and invests in order to increase the 
effectiveness in their service offer.  An interesting finding was the psychological perception 
of the customers. All respondents constantly expressed concerns about a competitive 
transparent market. Still, none of the respondents actively used this as an advantage or 
competitive edge in their segmentation model. 

It is concluded that the respondents used in this study has knowledge and are aware of the 
advantages of conducting the benefit sought of the customers, as a variable in marketing and 
in the segmentation model. Yet, there are no findings that the banks has or are aware of any 
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benefit segment in their segmentation model. Still, similarities between the banks 
segmentation activities and the core sense of benefit segmentation have been identified. 
Findings conclude that it is highly important for the banks to listen to the benefit sought of the 
customers in order for the banks to stay relevant in the future. Even though implications of 
further searching after the benefit sought have been identified there is a lack of 
implementation of the benefit variables for the banks. 

6.2 How do Banks Use the Customers Benefit Sought in the Service? 

Four dimensions covering the area of benefit sought within customer service and customer 
relations has been analysed in order to answer research question two. The purpose was to see 
in what degree the customers benefit sought are used in the banks offered services and how it 
is implemented in the customer service and the customer relation. The banks today are very 
keen on taking care of their customers through different service channels in order to preserve 
loyal and trustworthy customers. Even though services in the local offices are decreasing, it is 
replaced by new innovative services as i.e. digital meetings. The digital channels is something 
the banks focus on and try to be one step ahead of the customer to be able to fulfil the needs 
of the customer. The majority of the products and services offered are generic and this makes 
it easy for the customers as well as the banks to compare the services. This supports that it is 
vital in industries with undifferentiated product and services, that the customer’s benefit 
sought is of more weight than implicated in this study. Another crucial dimension is that the 
banks seem to take customers opinions and thoughts in mind when developing and improving 
services. The banks do concerns the customers benefit sought when targeting and positioning 
products and services to different segments. The digital channels are increasing the 
accessibility and convenience for all the banks customers. Today, one can access the bank and 
run errands any time on the day without having any physical interaction with the bank. This 
development has increased the number of customer interactions, which enables the bank to 
strengthen their customer relation; the need of visiting a local bank office is rapidly 
decreasing. Instead, the new banking services, interactions and relations with the customer are 
made in a two-way communication process with the bank and the customer online. 
 
In order to keep a strong two-way relationship, continuously advisory meetings and 
involvement of the customer in the product and service development have shown to be a 
contribution to the positive outcome. It will also create a less incitement for the customer to 
search for complements, furthermore it also lead to a cost-effective process for the banks to 
keep the customers. Even though customer service should lead to an exclusion of 
complementary financial service from other banks, this study shows that a complementary 
financial service is used from the customer regardless of the degree of service. Information of 
the benefit sought can be found internally and externally. Collecting secondary data from 
customer surveys, different research and publically information is generally used in this 
industry and is used as a tool as a way of understanding the customers. But the degree of 
which extent the information is used is a question this study does not intend to support, 
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therefor further research is needed on that perspective. This study shows and support that the 
banks acknowledge customer relationship and the benefit sought is used on the services 
offered. The way to tackle the issue of keeping a good customer relationship has changed. 
Being more innovative and more convenient has shown to be a key to keeping a good healthy 
relationship and stimulating the customers benefit sought today towards previous. Using more 
digitalized channels enables the banks to reach out to the customer’s benefit sought and 
changing the main service construction to digital channels.  

6.3 Implications for Management 

Implications for management concerns our recommendations and thoughts based on the 
theory, empirical data and findings presented in this study.  

• Given a transparent market with generic services the financial institutions should 
consider taking the customers benefit sought in mind and find new segments. By 
doing the authors believe the financial institutions can create a unique relation based 
on true needs.  

• The banks should offer new innovative services; inspirations may be found in other 
industries. It is vital that the banks services are grounded on the customers benefit 
sought and behaviour. This might reduce complementing with other service providers.  

• The banks should listen to and follow SKI’s conclusion that banks with clear and 
distinct customer groups are more satisfied with the overall service provided.  

• Large sample sizes (as Beta’s consumer panel) are needed when trying to find and 
manage segments based on the psychological perceptions of the customer. Given the 
resources of the Nordic banks, this should not be a problem to implement.  

• The managers in the banks should fully understand why people buy the products and 
services, and take nothing for granted. This might enable an advantage against 
competitors and most important of all, enable an insight in the customers might that 
can strengthen the relationship.  

• The banks should keep improving the customer interaction and the accessibility with 
the bank through the digital channels. It is within the digital channels the main part of 
the future customers need are.  

6.4 Implications for Further Research 

Relevant aspects and recommendations for future research regarding the area of research – the 
benefit sought in segmentation is presented below. Further research is needed within the area, 
mainly to understand how marketers can understand the abstract psychological factors of the 
customers needs and benefits.  

• Conduct the same area of research in other industries to broaden the understanding 
and use of benefit segmentation.  
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• Use a larger sample selection when collecting data in order to get a more distinct and 
broader data analysis.  

• Conduct a quantitative study to get the customers perspective and insight would be 
valuable and contribute important aspects in the research area.  

• Present further research on how marketers can in an efficient way explore and take 
notice of the benefits sought.  

• Further studies comparing different segmentation models with segmenting by benefit 
sought and present differences.  

• Conduct study on how the psychological perception is of use in industries such as the 
financial.  
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APPENDICES 
Appendix 1 – Interview Guide Swedish 
1. Hur går ni tillväga när ni delar in era kunder i segment?  
2. Hur skapar er bank homogena kundsegment? Varför är homogena kundsegment 

viktigt när man erbjuder skräddarsydda tjänster?  
3. På vilket sätt avviker era kundsegment från redan existerande ”traditionella” 

kundsegment såsom kön, ålder och inkomst?  
4. Hur gör ni för att lära känna era kunders främsta intressen och de fördelar kunden 

söker? Hur tillämpar ni kundens främsta intresse och de fördelar kunden söker när ni 
utvecklar era tjänster?  

5. Vilka är fördelarna av att ha en kundrelation som är baserat på kundbehov och 
kundnytta, för er som bank?  

6. På vilket sätt upplever ni som bank att ni gynnas av att nyttja och ta vara på kundens 
behov och upplevda nytta i er segmenteringsprocess?  

7. Hur tror ni att nyttan och fördelen, som er bank erbjuder nu (idag), stämmer överens 
med kundens framtida behov?  

8. Håller du med om att kundrelationen har blivit och är viktigare i banksektorn idag än 
den tidigare varit? Motivera.  

9. Vad är för- och nackdelarna med kundrelation baserat på kundens nytta och behov?  
10. Vilka är de huvudsakliga tjänsterna som era kunder attraheras av?  
11. Hur arbetar ni med att skräddarsy era tjänster för att möta kundens behov?  
12. Hur arbetar ni med att vara så tillgänglig som möjligt för kunden?  
13. Hur arbetar ni med att möta upp de förväntningar som kunden har?  
14. Vilka fördelar försöker ni skapa för kunden genom att tillhandahålla en gedigen 

kundservice?  
15. Hur utvecklar och tillämpar ni er kundservice så att den blir lönsam för er som bank?  

 
Appendix 2 – Interview Guide English 
1. How do you proceed when you divide your customers into segments? 
2. How does your bank create homogenous customer segment? Why are homogenous 

segments important when offering tailored customer services?  
3. In which way does your customer segment depart from the traditional segments such 

as gender, age, and income? 
4. How do you get to know your customers' best interests and the benefits customers are 

looking for? How do you apply the customer's main interest and the benefits 
customers are looking for when you develop your services? 

5. What are the advantages of having a customer relationship that is based on customer 
needs and customer value, to you as a bank? 

6. In which way do you experience that you benefit and gain by seizing the customers 
benefits sought in the segmentation process?   
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7. How do you think the benefits and advantages that your bank offers now (today), 
correlates with the customer's future needs? 

8. Do you agree that the customer relationship has become important in the banking 
sector today, compared to previously? Motivate. 

9. What are the pros and cons of customer relationship based on customer value and 
needs? 

10. What are the main services that your customers are attracted to? 
11. How do you design your tailored services to meet the customer needs? 
12. How do you work to be as accessible as possible for the customer?  
13. How do you work to achieve the customer expectations?  
14. What benefits are you trying to create for the customer by providing extensive 

customer service? 
15. How do you develop and apply your customer service so that it’s profitable for you as 

a bank? 
 


