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ABSTRACT 

Relationships have become more essential today considering that the business environment 

consists of many actors competing over the same customers. Relationships imply great 

advantages, for both the companies and the customers, and involve knowledge exchange. This 

implies that the companies are able to understand and tailor their offering to suit the specific 

needs of the customers. To understand how the customers perceive a company’s offering it 

might be useful to assess the dimensions regarding service quality. A company needs to be 

aware of what they are promising in order to achieve this. The purpose of this thesis is to 

identify essential aspects that affect the customer satisfaction in the relationship between a 

wholesale company and a specialized retailer. In order to fulfill our purpose a case study was 

conducted of the wholesale company Dogman. To be able to understand Dogman’s 

relationships with their retailers, five service quality determinants were used. Our research 

indicates that four aspects; information, knowledge, salespeople and responsiveness, are 

essential for customer satisfaction and long-lasting relationships.  

Key Words: Dogman, Knowledge, Promises, Relationship marketing, Responsiveness, 

Service management, Service quality, SERVQUAL, Value creation  
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1 INTRODUCTION 

The business environment today is very complex and dynamic and in order to be competitive, 

relationships have become essential. Companies are today exposed to high levels of 

competition, which makes it harder to attract customers. Therefore, it is important to build 

trust and commitment in order to tie the customers to the company. By building good 

relationships it becomes possible to gain several advantages both for the customer and the 

company. The relationship can for instance contribute with better knowledge exchange 

between the two parties, which could further lead to a better offering. The offering can consist 

of customer service, product, salespeople, information and expertise. If the company is able to 

adapt the offering to suit the specific needs of the customer they are likely to set the grounds 

for customer satisfaction and long-lasting relationships. (Grönroos, 2008)  

In order to see how a company is performing it is useful to assess the service quality, which is 

the difference between the customer’s expectations and perceptions of a service (Grönroos, 

2008). To achieve service quality a company needs to be aware of what they are promising. 

The company must accordingly ensure that there is sufficient support so that the given 

promises can be kept. (Bitner, 1996) These promises can be analyzed on five different 

dimensions known as the service quality determinants: assurance, tangibles, responsiveness, 

reliability and empathy. An analysis could provide the company with insight regarding which 

areas that could be improved. (Parasuraman, Zeithaml & Berry, 1985) This master thesis will 

be based on a case study of Dogman
1
, a wholesale dealer of pet supplies. The focus of the 

study will be on Dogman’s relationship to specialized retail stores
2
. Dogman believes that 

these relationships could be improved since they demand more competence and service on 

behalf of the wholesale company. By means of the case study we set out to determine which 

aspects that are important for a wholesale company in order to build long-lasting relationships 

with the specialized retailers. 

1.1 PURPOSE 

The purpose of this thesis is to identify essential aspects that affect the customer satisfaction 

in the relationship between a wholesale company and a specialized retailer.  

                                                         
1 From this point onwards, when we speak of Dogman/specialized retail stores we will refer to the people of the 

company and not the entities in themselves. 
2 From this point onwards “specialized retail stores” will be referred to as retailers or retail stores. 
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2 THEORETICAL FRAMEWORK 

In this section we introduce theories that are relevant for the purpose of the thesis. The 

section will be summarized with a research framework, which will furthermore be used as the 

starting point for our empirical research.  

2.1 RELATIONSHIP MARKETING 

Relationship marketing was first used by Berry, who in a paper from 1983 used it as a way of 

discussing the changed focus on customers. He believed that there had been too much focus 

on attracting new customers when retaining them was equally important. (Harker, & Egan, 

2006:221) Relationship marketing has been researched by many and refers to the activities 

performed to attract, maintain and develop customer relations (Berry, 1983:25; Zineldin, 

2000:14; Hunt & Morgan, 1994:23). Moreover, Gummesson (1998:244) suggests that 

relationship marketing involves relationships, networks and interaction. Relationship 

marketing was first based on the assumption that marketing was not an isolated event but 

rather something that should be implemented in the whole organization, as a cross-functional 

process.  

In relationship marketing the perception of how value is created has been re-assessed and 

hence, the role of the customer has changed. Within this perspective the customers are seen 

more as producers, marketers and knowledge providers. (Gummesson, 2006:275; Grönroos, 

2008:41) Value is considered a core part of relationship marketing and moreover, value 

creation is seen as a strategy to attract and maintain customers (Ravald & Grönroos, 1996:19). 

This creation of value is something that emerges through a co-production between the 

consumer and the company, and relationship marketing is more about enabling the creation of 

value (Gummesson, 1998:247; Grönroos, 2008:41). The value of a company’s offering can be 

seen as a product of the quality, service and price. It is the customers’ perception of the 

tangible and intangible benefits and price of an offering that determines the value. (Kotler & 

Keller, 2006:25) 

2.2 VALUE CREATION 
The traditional view on value creation is related to the transactional marketing perspective 

and involves the value chain. According to the value chain, value is created in a sequential 

chain where the consumer is at the end. Each activity in the chain adds a specific part to the 

value, which in the end becomes the total value of the product. (Porter, 1985:33).  From the 

relationship marketing perspective value is created in a network where all the actors are 
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contributors and the value is created in collaboration between all these parties. (Gummesson, 

1998:247) This is known as value constellation. The value constellation implies that the 

knowledge flows from each actor in the network and contributes to a better value creation 

process. The keyword in this perspective is interaction, which can lead to new knowledge but 

also make the relationship to customers closer. (Ballantyne & Varey, 2006:336; Wikström, 

Lundkvist and Beckérus, 1998:140) A close interaction with customers could also lead to 

customer satisfaction (Jüttner & Wehrli, 1994:54). Furthermore, the interaction with 

customers implies that the key to better value creation is by gaining, and handling more 

information from customers (Wikström et al, 1998:154). As Normann and Ramírez (1993:63) 

explain: “The goal is not to create value for customers but to mobilize customers to create 

their own value from the company’s various offerings”. Furthermore, in order for this co-

production of value to be successful it is important to match the right actor with the right 

activity. Hence, value is created when companies are able to improve not only their offering, 

but also the offering of suppliers and customers. (Ibid., 1993:69)  

These two contrasting perspectives can be compared to the notions value-in-exchange and 

value-in-use. The first is based on the presumption that customer value is built-in to an 

already completed product. However, the latter suggests that value is created when the service 

or product is actually used by the customer. (Ballantyne & Varey, 2006; Grönroos, 2008:217, 

Vargo & Lusch, 2004) Consequently, this means that the company has to know what kind of 

support customers need in order to create value, and how to give them this support. The 

company also needs to know how to manage the company’s resources in order to achieve 

service-based creation of value. (Grönroos, 2008:216)  

2.3 SERVICE MANAGEMENT 

Businesses exist in a dynamic environment, which implies changing conditions for 

employees, international competition and technological innovation. During the 1970s 

marketing researchers directed their attention to the specific nature of services. Marketing 

problems of service firms were first explored by Johnson (1969) and George (1972) and 

furthermore Lovelock (1984) in North America. It has thus been more prominently studied 

and progressed further in Europe where in the mid-1970s the Nordic School of services began 

to take form with Grönroos and Gummesson in the forefront. They regarded marketing as an 

area that cannot be separated from overall management, which laid the ground for a new 

approach of how to manage the activities within service organizations. (Grönroos, 1994) This 

was later revisited by Richard Normann during the 80s, and was then labeled “service 
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management”. (Grönroos, 1994; Normann, 1982) The origin of service management can be 

traced back to various disciplines such as marketing, management, operations management, 

organizational theory and human resource management, and service quality management. Due 

to its emergence from different perspectives it has appeared difficult to come up with a 

generic definition of the service management concept. A service perspective can be applicable 

within any organization, regardless of the core product being a physical product or a service 

or if it is targeted towards consumers or other companies. In fact, anything that is bought 

whatever it might be, service or product, should function as a service. Grönroos (1994) 

suggests that the service management covers aspects such as customer focus, quality focus, 

holistic approach and internal development. (Ibid.)  

2.3.1 Customer-focus 

In respect of customer focus, Vargo and Lusch (2004) argue that a shift from goods-centered 

view to a service-centered view has occurred where the customer is the focal point. 

Furthermore, it has been argued that customer loyalty is imperative to successful service 

management (Berry, 1995; Grönroos, 1994). Also some criticism has been put forward 

suggesting that there is an overemphasis on the role of customer satisfaction and customer 

perceived quality. In other words, a narrow focus on customer satisfaction and service quality 

might cause the management to disregard other important issues of profitability and 

productivity. (Grönroos, 1994) Service management is a marketing-focused approach, which 

has become known as a perspective aimed towards management and decision makers. The 

principles of service management pay regard to the characteristics of services and are used as 

guidance on how to manage a company efficiently within a service industry. (Ibid.) Service 

management has often been seen as synonymous with service marketing. However, the term 

service management implies that marketing cannot be seen as a separate function, but that 

customer focus should be present in all various business functions within the organization. 

(Grönroos, 2008:214) Hence, this customer-focus implies that all employees should be 

motivated to perform their work duties with the customers’ best interests at heart (Wikström 

et al., 1998:158). 

2.3.2 Quality  

The perception of the concept quality has changed and is today integrated as a part of service 

management. The service researchers emphasize the importance of studying customer 

perceived quality since the customers are the only ones entitled to decide what quality is. 

Grönroos suggests that service quality is evaluated by means of a comparison of what the 
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customers expect with the service that is delivered (Parasuraman et al., 1985:42; Grönroos, 

2008:115). As long as the expectations of a service or product are aligned with the 

experiences the quality can be considered as good (Ibid.). Albrecht (1988:20) considers the 

service quality perceived by the customers as a driving force for the business activities. 

Quality needs to be developed continuously and concerns every individual within the 

organization; therefore it is important with a strategic focus on quality on behalf of the top 

management (Grönroos, 2008:115).  

2.3.3 Holistic approach 

To manage quality within an organization can be related to a holistic approach to 

management, which means that there is a new way of defining whom the marketers in the 

company are. Fundamentally, within the service management perspective all the employees in 

the company are considered as marketers. (Grönroos, 1994)  This corresponds with 

Gummesson’s (1991) concept of “part-time marketers”. These part-time marketers do not 

belong to the marketing department; however, they are very much in contact with the 

customers and therefore have the ability to influence future purchase behavior (Ibid.). This 

can be related to the early view of relationship marketing, where marketing should be 

incorporated throughout the whole organization as a cross-functional process. (Grönroos, 

1994)   

2.3.4 Internal development 

Internal development is imperative for successful external marketing, which involves 

motivating the employees to reach set goals. The internal marketing concept by Grönroos 

includes elements to motivate the employees to become service-minded and customer-

oriented by means of active and continuous internal marketing efforts. These internal 

marketing efforts should offer support to the employees such as technology and information 

in order to prepare them for the interaction with customers. (Grönroos, 1994)  

An important aspect to prepare the employees is knowledge. It can be classified into tacit or 

explicit knowledge. Tacit knowledge is gained by observation, imitation or mutual trust and 

can be seen as know-how. This type of knowledge tends to function on a subconscious level. 

The explicit knowledge on other hand is more hands on and can easily be transferred to other 

people (Ballantyne & Varey, 2006:340, Nonaka & Takeuchi, 1995) Ballantyne and Varey 

(2006:340) emphasize that knowledge is a source for competitive advantage, and due to the 

changing environment the need to renew this knowledge becomes an important aspect. They 

further imply that knowledge renewal is the generating, the sharing and the application of 



THEORETICAL FRAMEWORK 

6(37) 

Lovisa Bjurling and Erika Jonsson  

knowledge. It is important that both the tacit and the explicit knowledge are renewed; 

however the tacit knowledge is somewhat more complex since it cannot easily be transferred. 

Hence, the renewal of tacit knowledge requires that customers, suppliers or employees, are 

willing to be a part of this renewal and share the tacit knowledge they possess between them. 

(Ibid.) In order for improvements to take place the tacit knowledge should permeate the whole 

organization (Wikström et al, 1998:158). 

Moreover, apart from knowledge, the preparation could also include empowerment of the 

employees, which means that they are trusted to take own initiatives during moments of truth 

(Armstrong & Kotler, 2005:254; Carlzon, 1985). This is particularly important since 

management cannot possibly control the actual interaction with customers (Carlzon, 1985). 

Ultimately, customers do not buy services or products, but rather the value that these can offer 

them. Even though physical products, as opposed to services, are to be produced before 

consumption the value process cannot occur separated from the consumer. (Grönroos, 

2008:19; Vargo & Lusch, 2004) The management of problems and mistakes is also an 

internal issue. As Armstrong and Kotler (2005:254) states good service is essential. Even if 

mistakes do occur it does not necessarily have to lead to dissatisfied customers. If the 

problems are managed in an appropriate manner it could even turn dissatisfaction into loyalty. 

(Ibid.)  

2.4 GIVING, ENABLING AND KEEPING PROMISES 

Grönroos (1996) has developed a service marketing triangle, which illustrates an overall view 

of the service process, see Figure 2.4. The triangle is divided into three marketing activities, 

internal-, external-, and interactive marketing (Ibid.). Every direction has their own specific 

purpose in the process that together contributes to develop service relationships. The 

marketers and salespeople are giving promises by means of external marketing towards the 

customers. (Bitner, 1995) The aim of internal marketing, as mentioned above, is to motivate 

the customer-contact employees as well as support them through training, in order to enhance 

customer satisfaction. This is an area in which a company can differentiate oneself from other 

competitors by having exceptional and reliable customer-contact employees. Further, it is 

important that all employees understand the importance of customer focus. (Armstrong & 

Kotler, 2005:252) The internal marketing intends to enable the promises given to the 

customers and finally those promises are to be delivered in the interactive marketing phase 

(Bitner, 1995). Interactive marketing is implemented during the actual interaction with 

customers, especially during moments of truth. Hence, the perception of service quality relies 
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on the interaction between the company and the customer (Armstrong & Kotler, 2005:251). In 

order for a company to keep their promises, the interplay between all three activities become 

essential. (Bitner, 1995)  

Figure 2.4 The resource-oriented marketing perspective 

Source: Grönroos (1996:7) 

2.5 SERVQUAL 

SERVQUAL is a measuring instrument for service quality, and focuses on attributes that 

describe the characteristics of a service. It has been used to measure service quality within 

different service companies. Parasuraman et al. (1991) initiated the development of 

SERVQUAL during the mid 80’s. Originally the model consisted of 10 determinants that 

characterized how the customers perceived the service. These determinants were reliability, 

responsiveness, competence, access, courtesy, communication, credibility, security, 

understanding the customer and tangibles. However, it has since then been refined and 

reduced to the following five determinants: tangibles, reliability, responsiveness, assurance 

and empathy. (Ibid.) It can be recognized that the essence of the three determinants, 

reliability, responsiveness and tangibles are still kept, while the seven remaining components 

are dispersed into the two new determinants empathy and assurance (Buttle, 1996:9). The five 

determinants are usually described by 22 attributes, and are graded on a 1-7 scale from 

“Strongly Disagree” to “Strongly Agree”. These scores are added to a total of quality points, 

and the higher the score the lower the perceived quality. By means of the five determinants 

Firm 
Full-time marketers and salespeople 
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Technology 
Knowledge 
Times 

Keeping promises 
Customer care/ 
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the instrument is used to compare the customers expectations of how the service should be 

carried out and how it is currently being carried out. (Grönroos, 2008:92) 

 Tangibles is concerned with the customers perception of the service company’s 

facilities, equipment, material and the staffs physical appearance  

 Reliability implies that the service company is offering an impeccable service at 

first time of sale, that no mistakes are being made and that they deliver on their 

promises on the agreed point of time. 

 Responsiveness means that the personnel appears to be service-oriented, attentive 

for the customers demands, offering quick service and being informative regarding 

when the service is to be performed. 

 Assurance implies that the personnel act in an assuring way, which creates trust 

among the customers. Assurance also includes that the personnel are being 

courteous and possess the competence required for answering any queries that might 

arise. 

 Empathy entails that the company understands the customers’ problems and that it 

acts with their best interests at heart. All customers are treated as individuals by 

means of personal service. Also convenient opening hours are kept. (Grönroos, 

2008:92).  

2.6 RESEARCH FRAMEWORK  

From the literature study we have developed a framework for our research, see Figure 2.6. 

Our starting point is Grönroos (1996) model
3
 which constitutes of three marketing activities: 

giving promises, enable promises and keeping promises. Giving promises, as has been 

described above, concerns the external marketing, while enabling promises is internal 

marketing and finally keeping promises is related to interactive marketing. All activities 

behind these promises can be traced back to the service quality determinants defined by 

Parasuraman et al. (1991), which can be used to research the relationship between a company 

and their customers. 

The external marketing implies that the marketers and salespeople are giving promises to the 

customers, which could be related to the function of tangibles. The employees of the company 

can use tangible assets such as information material to give promises. The internal marketing 

                                                         
3 See figure 2.4 
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concerns motivating and supporting the employees to reach customer satisfaction during and 

after the interaction with customers. According to theory, responsiveness concerns the 

interaction between the company and the customer and means that the employees are 

customer-oriented and provides quick service. Also empathy is placed in this intersection 

considering that for the company to keep their promises they ought to deliver products or 

services according to the customers’ needs. Considering that these two determinants rely on 

the customer interaction it is important that the organization internally can provide the right 

tools, which will enable the promises given. The last two determinants reliability and 

assurance concern all activities. Reliability implies that the company delivers on their 

promises, which means that the company should not give promises that they cannot keep. 

Thus, the company should have the right internal preparations for the interactive marketing to 

go smoothly so that the promises are kept. Moreover, assurance implies that the front-line acts 

in a trustworthy way towards customers and has sufficient knowledge and competence to 

solve problems. Considering that the salespeople are giving promises as ambassadors for the 

company during customer interaction it is important that the management can provide internal 

support which will also increase their competence and trustworthiness among the customers.  
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3 METHOD 

In this section we will explain the method chosen in order to answer our research question 

and to fulfill the purpose of the thesis. We will account for reasons and motivations for the 

chosen method and how it has been implemented.  

3.1 SCIENTIFIC APPROACH 

This research is based on systematic combining, which implies a mixture of induction and 

deduction (Dubois & Gadde, 2002:553). Rather than having a fixed starting point in either 

theory or empirical studies we have in our research shifted between empirical interviews and 

theory. By continuously relating the two, the research is less likely to become narrow and 

diverted from new discoveries (Patel & Davidson, 2003:23). Initially we interviewed Helena 

Morén, Marketing Manager at Dogman, to gain an understanding of Dogman’s current 

situation and existing problems. In order to understand how the problems could be dealt with 

we researched relevant theories that could be related to the specific situation of Dogman. 

From the theoretical research we found an instrument for measuring service quality known as 

SERVQUAL. We used its determinants as a framework to further investigate the impressions 

of service quality dimensions from the company, employees and the retailers’ perspective. 

After the empirical study was carried out, we re-visited the theory for further analysis of the 

empirical findings and the theory. However, by using systematic combining we did not intend 

to discover new theories but rather to find possible refinements on existing theories (Dubois 

& Gadde, 2002:559). 

3.2 APPLICABILITY OF SERVQUAL  

The most prominent theoretical concept we have encountered concerns service quality, which 

has previously been investigated by means of the SERVQUAL instrument. The SERVQUAL 

instrument has been used to measure service quality within various businesses. Service 

quality can be evaluated by comparing expectations to performance on five dimensions. The 

five dimensions are: tangibles, reliability, responsiveness, assurance and empathy. 

SERVQUAL has originally been designed as a quantitative measurement of service quality. 

However, we will attempt to investigate the service quality dimensions qualitatively since it 

allows the researcher to test and evaluate the dimensions that determine quality. As it has 

been emphasized, the instrument should be evaluated carefully before the measuring is 

implemented, due to the differences between different services and contexts. The five 

dimensions should not be seen as universal and depending on the service that is being 
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investigated, the original set of attributes and determinants might need to be re-evaluated. It is 

possible that some new aspects could be added just like some of the existing aspects might be 

removed if found redundant. (Grönroos, 2008:94) Parasuraman et al. (1988) themselves have 

stated that SERVQUAL can be adapted or supplemented to suit the specific aim of 

researching a particular organization (Buttle, 1996:15). 

3.3 OPERATIONALIZATION 

As a basis for the majority of our empirical studies we have gained an understanding of 

different notions, theories and models. In order for the informants to grasp these theoretical 

concepts it is necessary to do an operationalization which means translating them into 

tangible variables (Saunders, Lewis & Thornhill, 2009:597). From the theoretical framework 

we have translated the theory into researchable variables. In Figure 2.6, the research 

framework, three levels of relationship marketing are emphasized: enabling promises, giving 

promises and keeping promises. In order to understand the promises given by the company 

and how these promises are perceived, the five determinants from the SERVQUAL 

instrument has been used. However, it should be acknowledge, that the five determinants 

were only used as an instrument to maintain the required data. Also, the tool in itself makes it 

easier to create an overall understanding of what service quality consists of.  

To recognize the retailers’ expectations and perceptions of a company’s tangible assets 

questions were asked regarding a company’s communication channels, catalogue, website and 

web shop. Further questions were asked about space management and décor, the questions 

concerned assistance with the display of products in the store and racks and stands for 

products. To learn more about the retailers’ expectations and perceptions of a company’s 

ability to build reliability, questions about trust and problem solving were asked. Also supply 

security was researched which implies anything related to deliveries, such as delivery time 

and correct deliveries. The expectations and perceptions of a company’s responsiveness were 

investigated by questions regarding customer service, customer influence and responsiveness, 

the latter was researched by looking at the actions taken when problems and queries arises. 

Also questions regarding support and assistance were asked, which covered areas such as 

product information and education. The expectations and perceptions of a company’s 

assurance were investigated by asking questions regarding the company’s knowledge about 

the retailer and their customers, the salespeople’s efforts and product education. The final 

determinant empathy was investigated by asking the retailers about their expectations and 

perceptions of personal contact and customized solutions. All of these areas were also touch 



METHOD 

12(37) 

Lovisa Bjurling and Erika Jonsson  

upon during interviews with Dogman’s employees in order to learn about the company’s 

perception of their own offering. For further information about how the determinants where 

operationalized, see Appendix II-V.  

3.4 THE EMPIRICAL STUDY 

This master thesis is based on a case study of the company Dogman, a Swedish provider of 

pet supplies. We used the case study to carry out empirical research on a contemporary 

phenomenon within its natural context. (Yin, 2003:13) The case of Dogman was selected as it 

illustrates the phenomenon of relationships, and consists of aspects such as internal and 

external marketing, customer interaction, and value- and knowledge creation. The case study 

strategy is chosen since it allows a more in-depth understanding of Dogman as an 

organization and the surrounding circumstances (Denscombe, 2000:43). We found the case 

study method suitable since it can be used to find answers to questions such as “why?” but 

also “what?” and “how?” (Yin, 2003:9). Our study of Dogman is designed as a single case 

study, where the relationships with their customers are investigated. An in-depth analysis of a 

specific case can provide more rich information than an overall study can since contextual 

factors regarding a specific time, group of people or situation can be understood (Saunders et 

al., 2009:146; Denscombe, 2000:48). We are aware of that case studies might be limited in 

terms of generalizations (Saunders et al., 2009:146). However, our intention is not to 

generalize the results, but rather illustrate and emphasize certain aspects that are significant in 

the case studied. 

In a qualitative study, such as a case study the researcher is part of the research process as a 

subjective interpreter of the phenomena (Denscombe, 2000:207). This has formed the basis 

for criticism of case studies indicating that the researchers preconceived ideas may affect the 

interpretation of the results, as the researcher wish to find confirmation to those ideas 

(Flyvbjerg, 2006). To overcome the issue of researcher bias, we have implemented a 

systematic combining approach. This meant that we during the research process continuously 

re-visited theoretical concepts to avoid narrowness during the empirical research. 

3.4.1 Sample 

The informants for the interview were selected based on advice from Dogman’s Marketing 

Manager Helena Morén. We selected and interviewed three informants from both chains 

Djurmagazinet and Djurkompaniet, and two more from a third chain, Djurens Värld. By 

interviewing more than one person within the same chain we hoped to determine if the 
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findings were related to a specific chain, or if it were a general issue among all the 

investigated pet supply retailers. We also intended to counteract the customers’ perceptions of 

service quality with the company’s perception of the delivered service and marketing 

promises. Therefore we interviewed Dogman’s Marketing Manager and two informants from 

the sales department. The people that were interviewed from the specialized retail stores had 

the position “Store Manager” or “Store owner”. From Dogman we interviewed Helena 

Morén, Marketing Manager, Kjell Karlsson, Key Account Manager for specialized retail 

stores and Therese Olander. Sales, Stockholm region. By interviewing three different people 

with different work functions at Dogman, we were able to get a deeper understanding within 

different areas of expertise.  

3.4.2 Qualitative interviews 

Our data collection was retrieved by means of qualitative interviews, which enabled us to 

understand the underlying causes for the interviewees’ attitudes and opinions. The validity 

can be strengthen by using interviews, since the researcher has a direct contact with the 

interviewee and can control and correct the data during the collection of them (Denscombe, 

2000:162). By being aware of the influence that we as researchers may have it is also possible 

to control the validity (Ibid., 2008:251).  

The interviews were semi-structured which meant that specific themes and questions were 

prepared in advance. Saunders et al. (2009:329) states that it is important to have a clear sense 

of purpose and direction during the research process, therefore it is suitable to decide upon 

specific themes. An interview guide (see Appendix II) was designed based on the five service 

quality determinants, in order to control that all relevant subject areas were covered during the 

interviews with all informants. The information collected concerning all themes permitted 

further comparisons between all retailers. We modified the questions from the SERVQUAL 

instrument to better fit a qualitative study and the specific context of Dogman. The structure 

also allowed more flexibility in terms of open-ended questions, the order of the questions, and 

additional questions depending on the progress of the conversation. This meant that the 

informants could direct the discussion towards new angles that originally was not considered 

or anticipated by us. (Saunders et al., 2009:321)  When the interview guide was designed we 

began with the least complicated topics to put the informants at ease, and we then gradually 

asked more complex questions. The interviews with the retailers were divided into two parts, 

first expected service of wholesale companies overall, and second the perceived service of 
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Dogman. We chose to begin with the expectations, in order to reduce the risk of general 

expectations being influenced by the impressions of Dogman.  

3.4.3 Personal interviews and collection 

The data collection was based on personal interviews that were conducted during face-to-face 

meetings or telephone interviews with the informants. During the face-to-face interviews both 

researchers were present, taking turns to ask questions, which later facilitated the 

interpretation of answers. During the interviews it is possible that the interviewer’s 

interpretations of the interviewees answers will affect the reliability of the results. However, 

with both researchers present to observe and interpret the information given, it was possible to 

further control the reliability of the study. (Patel & Davidson, 2003:101) Interviews were 

conducted with both the wholesale company Dogman and the retailers. Two interviews with 

Morén were carried out before the interviews with retail store managers in order to ensure that 

relevant areas were investigated. The two remaining interviews with Dogman’s employees 

were carried out last to follow up some of the most interesting findings that we have gained 

from the interviews with the retail store employees. Seven interviews out of eight with the 

retailers were performed at the store location. However, due to time constrains and distance 

one interview was performed over the telephone.  

All interviews, but one initial interview with Dogman, were conducted over the telephone. 

According to Saunders et al. (2009:349) qualitative telephone interviews are convenient when 

the interview is structured or semi-structured. Considering that the interviews with Dogman 

were quite brief with specific questions, the method proved to be rather suitable. One 

disadvantage however, with telephone interviews is the incapability to read body language, 

which constitutes an important part of communication (Bryman & Bell, 2007: 216). All 

interviews were audio recorded with the permission of the informants. This allowed us to be 

focused on what was actually said, without having to take exhaustive notes. This also meant 

that we could focus on asking related questions and comment on unprepared topics when 

required. Moreover, by using a recorder the data could be controlled after the interview was 

over, which allowed us to ensure that the data was interpreted in a correct way. (Patel & 

Davidson, 2003:101) The interviews with the shop managers took 30-50 minutes. The initial 

interview with Dogman’s Marketing Manager took about one hour, and the second interview 

lasted for approximately 30 minutes. The remaining two interviews with Dogman’s KAM and 

salesperson took approximately 20 minutes.  
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4 EMPIRICAL FINDINGS  

In this section we will present the company perspective by means of findings from interviews 

with Dogman’s Marketing Manager, Salesperson and Key Account Manager. Moreover, we 

will present the findings from the interviews with Store Managers from specialized retail 

stores. 

4.1 DOGMAN 

AB Dogman is a wholesale dealer of pet supplies that imports, distributes and market 

products within six areas including dog, cat, birds, small animals, aquaristics, and pond. The 

company is a supplier to both everyday commodity industry and to more specialized retailers 

of pet supplies. The company is currently active in four countries: Sweden, Norway, Denmark 

and Finland. AB Dogman was established in 1965 in Lund, Sweden and has since the start 

had a steady growth. During 2009 a new warehouse and office was established in Åstorp, in 

southern Sweden. In 2010, Dogman had a turnover of 330 million Swedish kronor. (AB 

Dogman, 2011)  

4.1.1 Tangibles 

Dogman’s communication today is mainly through three marketing channels, “Dogman-

bladet”, salespeople and the order department (Helena Morén, Marketing Manager, Dogman 

2011). Dogman-bladet contains information about new products and campaigns and is sent 

via ordinary mail to all specialized retailers every sixth week (Kjell Karlsson, Key Account 

Manager, Dogman, 2011). However, the most customer friendly communication channels 

today according to Morén (2011) are telephone contact with the order department and the 

salespeople. This is because these channels allow the customer to engage in a dialogue with 

Dogman’s employees.  

When it comes to the physical product catalogue it should be simple to navigate through. 

However, the product catalogue quickly becomes outdated, so in addition Dogman also offers 

a web shop that is continuously renewed and updated. Furthermore, the web shop should be in 

tune with the product catalogue. Dogman is currently working on more electronic solutions 

such as an e-mail tool, which will make it possible for customers to subscribe to a newsletter. 

Moreover, the website is under construction and the focus is on making it a better place for 

information and service in form of an online chat. Also décor and the exposure of products is 

currently being reviewed but there is a lack of knowledge within that specific area today. 

(Ibid.) 
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4.1.2 Reliability 

Morén (2011) mentions five core values that are related to service, which includes, care, 

security, simplicity, competence and commitment. These values imply that the interaction 

between customer and company should work smoothly by means of an available customer 

service; it should be easy to order, ask questions and make complaints. In addition, there 

should be a high level of supply security, and an updated website. Dogman has begun a 

process of strengthening their register care to improve the supply security. This process 

entails that a coherent system of labeling the articles in the system is established. Another 

stock related issue, in order to avoid running out of stock, requires Dogman to be better at 

making prognoses. (Ibid) Morén (2011) claims that reliability for Dogman is about keeping 

promises, provide answers, be trusted and customer friendly, provide relevant assortment and 

sufficient information and value for money. 

4.1.3 Responsiveness 

Today the customer service is not a department in itself, but includes several functions such as 

order registration, customer support as well as in-house sales. The personnel of Dogman 

consider themselves as friendly, however there is not much room for pro-active actions and 

taking own initiatives. (Morén, 2011) When customers have questions they should be able to 

turn to their appointed salesperson. The contact person should be able to answer the questions, 

and if they are unable to or not completely sure they should find out and return to the 

customer as soon as they can. (Karlsson, 2011) Salesperson at Dogman, Therese Olander 

(2011) mentions that even if she has the knowledge to answer questions, it is sometimes 

difficult to be available and return with quick answers at all times. This is due to her working 

conditions, as she is out on the field making store visits for most parts of the days. Therefore, 

she points out that it would be convenient if there were a person back at the office with great 

amount of knowledge within all areas. Olander (2011) thinks that there is a lack of product 

material for the assortment after the campaign period is over, which causes new products to 

fall into oblivion.  

4.1.4 Assurance 

Dogman arranges customer meetings quarterly and is present at trade fairs. In order to obtain 

knowledge about the end consumer, Dogman is taking part of reports regarding consumers 

and trends, but also spotting trends in other countries such as the US. (Morén, 2011) Olander 

(2011) expresses the importance of recognizing the needs of the store’s customers but also 

that these needs should be transferred to other departments within the company. The 
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salespeople visit the retail store on average once every sixth week, on occasion once every 

third week. The sales cycle is six weeks long and the salespeople visit the retail stores to show 

them campaign products as well as new products. In addition to the general Dogman 

campaigns the salespeople bring a customized offering to the retailers. (Ibid) Olander (2011) 

believes that she has sufficient time to spend with every store. She also thinks that there is 

enough time to provide the retailers with sales argument, however, more in depth education is 

difficult to provide within the time limit.  

Karlsson (2011) emphasizes that a salesperson should be goal-oriented, keep their promises 

and visit the stores continuously. Moreover, the work towards retailers should be considered 

as more long-term and relationship building. (Ibid.) Olander (2011) adds that a salesperson 

should be trustworthy, comprehensive, reliable and able to create good relationships with 

customers. She has not experienced any demands for more education from Dogman, however, 

she has noticed that sales arguments are appreciated and efficient, since these makes it easier 

to convince the retail stores of the advantages of the products (ibid.). Olander (2011) thinks 

that she has sufficient knowledge to offer sales arguments to the stores; however, when it 

comes to new products she feels that it would be helpful with more extensive information 

meetings with possibilities to prepare and ask related questions. Dogman is currently thinking 

about establishing an education centre in order to improve the communication skills regarding 

their offering (Morén, 2011).   

4.1.5 Empathy 

Dogman’s client base is widely spread according to age differences and therefore the 

customers have different preferences on how the communication with Dogman works. In any 

case, the personal contact is considered as very important. Furthermore, personal contact is 

important in order to make the customers’ feel involved and experience that there is a 

commitment on behalf of Dogman. (Morén, 2011) Olander (2011) considers the store visits as 

a way of building relationships and trust for the company among the customers, which could 

generate greater sales numbers. When it comes to flexibility Dogman has, up to now, valued it 

highly, however, due to changed conditions the flexibility might be suffering in favor of a 

higher work speed (Morén, 2011). According to Karlsson (2011), some campaigns are 

customized to suit the specific chains and their advertisement. The process of developing 

campaigns implies collaboration between both parties. Dogman finds it important that the 

campaign developed for one chain does not collide with campaigns designed for other chains. 

(Ibid) Karlsson (2011) mentions that the salespeople are somewhat restricted when it comes 
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to taking decisions regarding pricing, however within areas such as volumes and their own 

designed campaigns they are allowed to be flexible. Olander (2011) thinks that she has the 

authority to customize solutions for the different stores, with one exception, prices, which 

sometimes might restrain sales due to slow responses on requests. 

4.2 SPECIALIZED RETAIL STORES 

The retailers’ expectations of a wholesale company and their perceptions of Dogman are 

presented here according to five different dimensions. We will put forward reflections from 

the informants, which further highlights their expectations and perceptions. This will increase 

the understanding of the contexts and reasoning behind the given answers from the retailers. 

The examples we have chosen are a selection amongst many to illustrate the complexity of 

these issues. For a summary of the empirical findings see Appendix I.  

4.2.1 Tangibles 

According to all informants they wish to receive information via e-mail, ordinary mail and the 

salespeople. Dogman’s communication channels are perceived by all informants to be 

satisfying. However, they are requesting more electronic information. One informant from 

Djurkompaniet
4
 suggested that Dogman-bladet could be distributed in pdf-format via e-mail 

and another informant from Djurens Värld
5
 mentioned that an online version on the website 

could be efficient, since that would allow scrolling through the news and campaigns in 

between customers at the cashier.  

All informants shared the same expectations of a product catalogue and suggested that it 

should work more as an encyclopedia. It should display products for customers and allow the 

store employees to update themselves regarding a wholesale company’s assortment. The 

layout should furthermore make the catalogue easy to understand, be comprehensive and up 

to date. Most informants also preferred when the catalogue was categorized according to 

animal species and where product specifications such as size, shape, and measurement were 

included as well as article number. Dogman’s catalogue meets these expectations apart from 

sufficient product specifications and sometimes confusing categorization. One informant from 

Djurmagazinet
6
 mentioned that more thorough information of the products and the context 

where they will be used would be helpful. Another informant from DV mentioned that 

                                                         
4
 From this point onwards “Djurkompaniet” will be referred to as DK. 

5
 From this point onwards “Djurens Värld” will be referred to as DV. 

6
 From this point onwards “Djurmagazinet” will be referred to as DM. 
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Dogman’s catalogue was sometimes perceived as untraditional, with too narrow product 

categories, which made it hard to trace the product’s field of application. 

All informants consider that a website should work as a portal for both themselves and end-

consumers. They believe that the website should include an efficient online catalogue and as 

one informant from DK stressed it is important that the search terms match. The informant 

meant that that the entered search terms should provide relevant and accurate search results. 

Dogman’s website meets these expectations and is perceived by all informants as a useful 

source for information and warehouse status. Moreover, it also allows the informants to find 

contact information and products that are missing in their retailers cashier systems. One 

informant from DV did not consider Dogman’s website as the best among wholesale 

companies, but that it nevertheless belongs at the top.  

One of the informants from DV expected the stock balance to be displayed when orders are 

being made. Most retailers did not use Dogman’s web-shop due to lack of integration with 

their cashier systems. The three informants who used it considered Dogman’s web-shop as 

simple and functional with comprehensive information. However, one informant from DV 

explained that frustration was caused due to the fact that pre-orders could not be made on 

products that were out of stock. Moreover, the informant expressed that this could lead to 

missing ordering the products again at the next ordering occasion. 

All informants were somewhat reserved when it came to help with space management and 

décor
7
. Two informants from DM found that it could be useful with new approach angles. 

Most informants felt that they could use advice and display material during temporary 

campaigns, however, décor was not as desirable. The informants shared the opinion that too 

many different racks and stands would disrupt the overall impression of the store. One 

informant from DM stressed that when you enter the store you should immediately recognize 

which store chain you are visiting.  

4.2.2 Reliability 

According to the informants a wholesale company is expected to keep their promises; one of 

these promises was mentioned as high supply security, which they referred to as fast and 

correct delivery. Several informants emphasized if this promise is not kept it can have 

negative impact on the retailers since they might lose reliability towards their customers. One 

                                                         
7
 No help with space management/décor is currently offered by Dogman. 



EMPIRICAL FINDINGS 

20(37) 

Lovisa Bjurling and Erika Jonsson  

of the informants from DK highlighted the dilemma with campaign products that are not 

delivered, since designing and distributing campaign advertisement is costly and without the 

products the campaign is of no value. To avoid this, the same informant suggested that a 

wholesale company should be good at planning in advance and ensure that they have enough 

in stock, especially during campaigns. Another informant from DM believed that information 

is important when building trust. Informants from both DK and DM stressed that the 

wholesale company has a responsibility to inform about regulations and laws and the origin of 

products, to make sure that illegal products are not distributed to the retailers. Moreover, an 

informant from DM expressed that it is unavoidable that problems with the wholesale 

company sometimes occur, but in order for the damages of the trust to be reduced the 

wholesale company is expected to share information. An informant from DK also expressed 

that mutual trust between the retailer and the wholesale company is important.  

According to all informants one of Dogman’s strong qualities is their assortment. However, 

one informant believed that Dogman’s assortment lacked exclusive products for specialized 

retailers and high quality products on demand such as high-end trimming devices. An 

informant from DK also appreciated that Dogman’s product catalogue is continuously 

renewed. Several informants are concerned with temporary product launches form Dogman. 

One informant from DM and another from DK believed it was problematic when products 

were removed from the assortment without any replacement or even information about the 

products being temporary. Finally, most informants share the impression that Dogman’s 

reliability is much damaged by delivery problems.  

All informants shared the opinion that a high level of supply security is expected from a 

wholesale company. They implied that the company should avoid running out of stock, order 

deviations and invoice problems. Most informants believed that Dogman offers quick 

deliveries, except when it comes to campaign- and new products that are often perceived as 

out of stock. One informant from DV suggested that the delivery problems experienced on 

behalf of Dogman mostly concerned order deviations. 

4.2.3 Responsiveness  

According to the informants, customer service should imply good management of questions 

and problems. To manage this, the informants believe that knowledge is important, but also 

that the customer service is willing to solve problems and answer questions quickly. For 

instance, one informant from DK emphasized the risk with missing feedback, if both the 
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retailer and the wholesale company fail to answer the question; the consumer will be the one 

who is affected in the end. Several informants mentioned that Dogman’s customer service is 

sometimes hard to reach and also often failed to reconnect with answers to questions and 

problems. To be able to answer questions some of the informants have put forward that 

availability on behalf of the wholesale company is important. One of the informants from DK 

feels that Dogman’s opening hours are not tailored to their work conditions in the retail store. 

For instance the informant mentioned that products arriving on a Thursday may not be 

unpacked until the coming day, and in case of problems or questions there should be someone 

at the wholesale company to answer them. Another informant from DM pointed out that since 

opening hours are restricted to weekdays, it becomes more important with information on the 

website since the retail stores are open seven days a week. One of the informants from DK 

expressed concern regarding Dogman’s complicated return policy. Since faulty or wrongly 

delivered products must be stocked in the crowded storerooms until the salespeople’s visits, 

the informant emphasized the risk of damage on the products, this dilemma causes trouble for 

both the retailer and the wholesale company.  

One informant from DM wished to be able to influence their partners to buy and distribute 

products that exist on the market but is currently not in the wholesale companies’ assortment. 

Several informants expect a wholesale company to be flexible and customize the offering to 

suit the specific needs both centrally and locally. The impressions of Dogman’s flexibility 

among the informants varied. Some felt that Dogman was possible to influence centrally but 

not on store level, while others perceived Dogman as bureaucratic and difficult to negotiate 

with. One informant from DV felt that it was sometimes hard to reach through to the decision 

makers of the company.  

When it comes to responsiveness, all informants wished to contact the wholesale company via 

telephone. The informants considered that telephone calls is the most efficient communication 

for problem solving, since it implied instant handling of problems. All informants believed 

that they could turn to Dogman with thoughts and complaints, however, several informants 

expressed that they afterwards had not noticed any changes on behalf of Dogman. However, 

queries and problems regarding aquaristics seem to be the exception that proves the rule by 

several informants.  

All the informants shared the opinion that product information was the most useful support a 

wholesale company could provide, especially during product launches and campaigns. 
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According to one informant from DK this product information was best delivered as sales 

arguments that the store staff in turn could use towards the end-consumers. The general 

impression among the informants was that Dogman did not provide enough information and 

knowledge about the products.  

4.2.4 Assurance 

According to all the informants, a wholesale company is expected to understand the end-

consumer and how the products are used. One informant from DK emphasized that it is 

important that a wholesale company is aware of trends, so that the assortment is relevant and 

up to date. The informants consider the prices, assortment and market knowledge on behalf of 

Dogman as satisfactory. 

The informants expect the wholesale company’s salespeople to keep their promises, be 

knowledgeable, honest, responsive, service-minded, enthusiastic, punctual and thorough. 

According to the informants, confident, committed and enthusiastic salespeople build 

assurance. One of the informants from DM stressed that empowered salespeople instills more 

confidence. Furthermore, several informants encourage the salespeople to come up with ideas 

and contribute with creative suggestions customized to the situation of the retail store. The 

informants perceive Dogman’s salespeople as knowledgeable, responsive, trustworthy, caring, 

happy and positive. However, informants from DV and DM stressed that some salespeople 

lack knowledge and enthusiasm. Also, one informant from DV put forward that Dogman’s 

salespeople sometimes are perceived as restricted when it comes to taking own decisions and 

also lacked knowledge on store level. 

All informants agreed that education
8
 is important and that a wholesale company should 

provide this to teach the store employees more about the company’s products, especially new 

products, and how to increase sales. Most informants mentioned that food and aquaristics are 

critical areas that require extensive knowledge, but also fur care is important. One informant 

from DK emphasized that in order to compete with everyday commodity stores the retailers 

have to provide broader knowledge concerning the products. The informant stated that 

consumers today are well informed and ask sophisticated questions, and thus, in order to 

maintain trust the retailers need to be prepared to cater for these needs.  

                                                         
8
 No education is currently offered by Dogman. 
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4.2.5 Empathy 

The personal contact with a company is something that most of the informants found 

important. Several informants emphasized the importance of knowing who they were talking 

to, and having a face to somebody’s name. One informant from DM explained that by 

knowing who somebody is makes it easier to contact a company when a problem or question 

occurs. Regarding the personal contact with Dogman, all informants perceive it as 

satisfactorily and most contact is made with the salespeople or customer service.  
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5 ANALYSIS 

In this section we will analyze theoretical concepts related to our empirical findings. We will 

accordingly attempt to see how the retailers’ expectations of service quality on a wholesale 

company differ from their perceptions of Dogman. We also aim to present what these 

differences means to Dogman as a wholesale company. 

5.1 TANGIBLES 

Tangibles is a determinant that could be considered as part of a company’s external marketing 

efforts considering it includes the customer’s perceptions of for instance, marketing material 

(Grönroos, 2008). Dogman currently offers a catalogue, a campaign sheet (Dogman-bladet), a 

website, and a web shop (Morén, 2011). These communication channels overall correspond 

with the retailers’ expectations of a wholesale company. 

5.1.1 Product information is essential 

The informants wished for more frequent information as well as more detailed product 

specifications. Olander (2011) believed that she could transfer knowledge much more easier 

to the customers, if she is able to offer more product material for the customers, not only 

during but also after campaign periods. This means that if Dogman is able to provide more 

frequent and thorough product information it is likely that the retailers will feel supported in 

their role towards the end-consumers. This could then favor all parties in terms of better sales 

numbers; more satisfying service encounters and reduced pressure on Dogman’s front-line 

staff. In addition to more information in the physical catalogue, the retailer requested more 

electronic information. This is something that Dogman has realized. The company has 

recently introduced an e-mail tool that will allow the customers to subscribe to a newsletter. 

Moreover, better information and customer service applications will be developed and added 

to the website. (Morén, 2011)  

5.1.2 Technology as an enabler 

Dogman offers two different technological platforms to communicate and enhance the 

activities between the company and the retailers. The website, with an online catalogue, 

displays Dogman’s offering to both retailer and end-consumer, which make the company and 

their products more accessible. In turn, this might create an interest and awareness among the 

consumers, which will visit the retail stores for more information. The web shop enables the 

retailers to place an order in their own time and at any hour. The informants, that used 

Dogman’s web shop, considered it as simple and functional, and consisting of comprehensive 
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information. However, many informants explained that they did not use the web shop due to 

lack of integration with their cashier systems. A problem related to the web shop was that 

products out of stock could not be pre-ordered. This might cause the retailers to miss ordering 

the products at a later occasion. For Dogman this could lead to lost sales opportunities and 

frustrated customers. The informants appreciated that stock balance is visible in the web shop. 

However, we believe that if Dogman also would add a pre-ordering application to the web 

shop, it will be perceived as more user-friendly. Moreover, adjustments to the web shop by 

Dogman could be considered as an important part of enabling the promises. 

5.1.3 Display material as value-adding 

Another tangible offering that Dogman has considered is to assist the retail stores with space 

management and décor. Though most informants did not look for help with these types of 

activities and material on a daily basis, they felt that they could use advice with display 

material during temporary campaigns. If Dogman is able to offer this type of support we 

believe that the company can create greater value for the customers. This can be related to 

Normann and Ramírez (1993) reasoning regarding value creation. They argue that the value 

of the offering increases when the company is able to improve not only value for themselves 

but for customers as well. Our apprehension is that by offering advice on space management, 

Dogman can generate better visibility in the stores, the retailer is able to sell more products, 

and the end-consumer could more easily locate the products in the store. 

5.2 RELIABILITY 

The reliability is a determinant that concerns impeccable service, that mistakes are avoided 

and that the company delivers on their promises and on time (Grönroos, 2008). To fulfill 

reliability Dogman is striving to achieve five core values: commitment, security, simplicity, 

competence and care. The relationship with Dogman should imply that it is easy to order, ask 

questions and make complaints; furthermore the company should offer the retailers high 

supply security. Essentially, reliability for Dogman is all about keeping promises, be trusted 

and customer-friendly, provide relevant assortment and sufficient information. (Morén, 2011) 

As Karlsson (2011) emphasize the interaction with customers should lead to more long-term 

relationships, which ultimately relies on that promises are kept. The informants also 

mentioned many of these aspects when it came to expectations of a wholesale company, with 

emphasis on high supply security and information.  
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5.2.1 Information as damage control 

Among the informants Dogman has been praised for their assortment with some exceptions. 

Though they appreciate that the assortment is continuously renewed, they experienced that 

products were often taken out of the assortment without any information, replacement or 

forewarning. This sometimes caused the retail stores to be short on products on the shelves, 

which in turn risked damaging the retailers’ reliability towards their customers. This 

illustrates the importance of providing information. From this we can conclude that if 

Dogman gives out information when products are on trial it is likely that embarrassment and 

disappointment on behalf of the company, customers and consumers could be avoided. 

Information can often be an efficient way of managing problematic situations and if used in 

the right way it is also likely to reduce damages on the company’s reliability (Armstrong & 

Kotler, 2005). Two informants suggested that the reliability of a wholesale company could be 

strengthened if the company acts responsibly and provide information regarding regulations 

and laws affecting the assortment. This means that a wholesale company has to be aware of 

changes affecting the industry and respond accordingly.  

5.2.2 Product shortages and broken promises 

We believe that enabling promises within a wholesale company implies that routines 

regarding the logistics department are functioning well, which means that the deliveries are 

correct and on time. High supply security, among other things, is considered as a contributing 

factor to a company’s reliability according to the informants. As was discussed in the 

previous section campaign material is part of giving promises (Bitner, 1995). Hence, when 

promises are given it is important to secure that those promises can be kept. Several 

informants experienced that Dogman sends out advertisement regarding new product launches 

but that these are seldom in stock, which in this case means that the promise is broken. This 

affects the reliability negatively as shelves in the retail store are left empty. Dogman is aware 

of the problems with popular products running out of stock and as Morén (2011) mentioned 

the company is working to become better at making prognoses. Another issue that was put 

forward concerned orders deviations, which meant that the informants at several occasions 

had experienced that the wrong products had been delivered. This could also cause 

embarrassment for the customers, who might promise the consumers that products will be in 

store at a certain date. Dogman is currently working on improvements of their register care, 

which is likely to decrease the problems with standard deviations. (Ibid.) 
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5.3 RESPONSIVENESS 

The determinant responsiveness concerns the employees and their behavior when the service 

is performed. The service is expected to be quick, customer-oriented and responsive to the 

customer demands. (Grönroos, 2008) The customer service at Dogman consists of different 

departments such as order, customer service, support, as well as inhouse sales (Morén, 2011). 

The informants mainly expect the customer service to be able to answer questions and 

problems, and that answers are provided rather quickly.  

5.3.1 Customer service and part-time marketers 

Dogman’s weak spot when it comes to customer service is the lack of sufficient knowledge 

and as a result slow response rate on questions. The customer care becomes most important 

when problems and questions occur, since this is when the company can actually show the 

customers that they matter (Armstrong & Kotler, 2005). Karlsson (2011) believes that no 

question should be left unanswered. Even if an employee lacks the expertise within an area, it 

is up to them to find out and then return to the customer. This could further be related to the 

concept of part-time marketers as Gummesson (1991) and Grönroos (1994) discuss. The 

employees should understand that even if they are not part of the marketing department they 

still have a significant role. This implies that the impression and performance of any 

employee will have an effect on the overall impression of the company. (Ibid.) Hence, to keep 

promises, it is important that employees from all departments are on the same page and are 

aware of the company’s promises and how to best meet them. Another issue regarding the 

customer service is the company’s complicated return policy of products. Instead of being 

able to send the products back immediately the retailers have to store them until salespeople’s 

visits, which does not correspond to Dogman’s core value, simplicity. Our conviction is that if 

the promise of simplicity is to be kept it is required of Dogman to look over their return 

policy. Also, it is likely that the damage or potential loss on the products is minimized.  

5.3.2 Knowledge is obtained over time 

Karlsson (2011) believes that the retailers should turn to their appointed salesperson in case of 

problems or questions. We find this appropriate considering the salespeople are the ones who 

actually interact with the retailers and can gather knowledge regarding the specific needs of 

the store. This knowledge might be hard to obtain, which Nonaka and Takeuchi (1995) 

discuss as tacit knowledge. As was mentioned above, Dogman’s customer service is 

perceived as inefficient due to lack of knowledge. This could be explained by the lack of 

personal interaction with the customers and hence difficulties to gather detailed knowledge of 
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the retailers’ needs. Due to the fact that tacit knowledge is not easily transferred between 

people, the salespeople are probably the most fitting to provide the best customized solutions 

to the retailers. As Grönroos (2008) claims the company has to recognize the needs of the 

customers in order to give them the right support and create value. However, the 

responsiveness might be harmed by the fact that salespeople are unable to answer questions at 

all times. Therese Olander (2011) said that she is unreachable during for instance sales 

meetings, which would keep her customers from getting immediate answers.  

Moreover, the informants felt that they could turn to Dogman with their complaints; however, 

little or no change had been observed on behalf of Dogman. Once again, we wish to stress 

that information is essential. If Dogman would inform the customers whenever a measure or 

change is made, it is likely they are perceived as more responsive to the customer needs. 

Moreover, for changes to actually take place Olander (2011) emphasizes that information and 

complaints from the retailer need to be forwarded via the salespeople to the decision makers 

of the company. This can be supported by Wikström et al. (1998) who claim that in order for 

value to be created, knowledge has to be transferred between all the actors in the network. 

Considering that a wholesale company’s link to the retailers is the salespeople, we find it is 

essential that the relationship be characterized by open communication and responsiveness. 

This is also valid for the knowledge exchange between consumers and retailers. Since the 

retailers are the ones in closest contact with the persons that use the products, they possess a 

great amount of knowledge. If this input is forwarded to the wholesale company it could favor 

all parties. 

5.4 ASSURANCE 

The determinant assurance regards that the employees act in an assuring way, which in turn 

creates trust among the customers. Further, this determinant also include that the employees 

are courteous and that they have the competence to answer any question that may arise. 

(Grönroos, 2008) An important part of assurance is related to knowledge. Dogman is 

continuously collecting information about trends and the market (Morén, 2011). Furthermore, 

Olander (2011) emphasizes the importance of recognizing specific needs of the stores. The 

informants expect a wholesale company to understand and have knowledge about the end-

consumer; moreover, it is important that a wholesale company is aware of trends in order to 

have an updated assortment. The retailers believe that knowledge about the end-consumer and 

general awareness of trends is expected from the wholesale companies. The informants 

perceive Dogman as having satisfying market knowledge. As we have put forward above 
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Dogman is sometimes suffering from product shortages. This further stresses the importance 

of the ability to capture the demands of the market and make prognoses when buying in stock. 

5.4.1 Salespeople as ambassadors  

Grönroos (1996) and Bitner (1995) suggest that external marketing and salespeople are 

important when a company gives promises to their customers. According to the website 

Dogman promise to offer commitment, security, simplicity, competence and care (Dogman 

AB, 2011). Many of these promises naturally involve salespeople, and Morén (2011) suggests 

that the order department and salespeople are two very important marketing channels. Our 

belief is that the salespeople are essential when it comes to giving promises since they can 

truly embody what the company stands for during the sales visits, which are also known as 

moments of truth. According to Karlsson (2011) a salesperson should be goal-oriented and 

keep their promises. Olander (2011) adds that a salesperson should be trustworthy, 

comprehensive and reliable. Furthermore, they both emphasize the importance long-lasting 

relationships with the customers. The retailers expect salespeople to be knowledgeable, 

honest, responsive, service-minded, enthusiastic, punctual and thorough. Dogman’s 

salespeople are perceived as meeting most of the expectations and often exceed them. 

However, the informants considered the lack of knowledge, enthusiasm and flexibility as 

areas of improvement. 

5.4.2 Knowledge and enthusiasm 

As was mentioned above, the informants perceive that Dogman’s salespeople are lacking 

knowledge. Sometimes the informants also expected more enthusiasm on behalf of the 

salespeople, for instance, they would appreciate if salespeople can present own ideas and 

suggestions in the stores. Normann and Ramírez (1993) claim that a company should provide 

the tools for the customers to create their own value. As one informant put forward a 

wholesale company should be able to provide more in-depth knowledge than the customers 

and end-consumers possess themselves. This superior knowledge can then add value to the 

customers and work as a competitive advantage (Ballantyne & Varey, 2006). Dogman is 

currently not providing their customers with any form of education except for the information 

that the salespeople provide (Morén 2011). Olander (2011) expressed that she did not 

experience a high demand for more education from the retailers, however she did experience 

that sales arguments were appreciated and efficient. Moreover, the informants also agreed that 

sales arguments regarding products are very helpful tools in order to sell more. If Dogman 

provides more education and knowledge, by means of the company’s salespeople, our 
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impressions is that it could lead to increased sales in the stores and in turn affect the whole 

distribution chain.  

5.4.3 Internal support and empowered staff 

As was mentioned above, knowledge and enthusiasm was requested skills of salespeople by 

the informants. In order to stimulate these aspects support such as information and knowledge 

and empowerment could be implemented. Morén (2011) suggested the Dogman employees 

need to be well educated themselves in order to be able to transfer knowledge to the retailers. 

Olander (2011) further stress that it is easier to present and give sales argument to the retailers 

with a deeper pre-understanding of Dogman’s products. However, she experienced that the 

internal information distribution of new products is sometimes scarce. (Ibid.)  

As Grönroos (1994) suggests the employees should receive support by means internal 

marketing in order to carry out the customer interaction properly. In the case of Dogman, one 

informant found it frustrating that salespeople occasionally seems to be unaware of upcoming 

campaigns, and tries to meet deals that are already agreed upon. We believe that this might 

damage the trust between the retailer and the salesperson and put the latter in an awkward 

position where the seller might be perceived as less committed. This shows that the 

salespeople are dependent on internal support to offer commitment and trust to the customers. 

If Dogman then would increase the internal flow of knowledge, the salespeople is likely to 

feel more prepared during service encounters and be able to build assurance. 

Carlzon (1985) suggests that empowered employees are more apt to increase customer 

satisfaction. Therefore, we find it possible that the perceived lack of enthusiasm of 

salespeople could be cured by the implementation of more flexibility and empowerment. The 

informants perceive Dogman’s salespeople as rather restricted when it came to prices and 

campaigns, and requested more flexibility. In addition, Olander (2011) sometimes felt that the 

lack of flexibility slowed down the work process. This indicates that flexibility facilitates 

quick decisions and possibilities to adapt to changes and various situations, especially when it 

comes to problem solving.  

5.5 EMPATHY 

The final determinant empathy implies that the company understands the customers and that 

the best interests of the customers are taken into account. The company should also give the 

customers personal service and offer generous opening hours. (Grönroos, 2008) To be able to 

offer personal service it is important with personal contact. Morén (2011) further emphasized 
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that personal contact is extra important since the company’s customers are spread over 

different ages with different preferences. Also, the informants mentioned that personal contact 

was important and that it felt comforting to have a face to the name.  

5.5.1 Flexibility - a balance game 

To offer the best possible service to a customer, as we have mentioned above, flexibility is 

essential. Also several informants expected a wholesale company to be flexible and customize 

the offering to suit specific needs of the stores and the chains. According to Karlsson (2011) 

Dogman is currently doing what they can to customize campaigns for the specific chains. 

However, some informants perceived Dogman as bureaucratic and difficult to negotiate with 

on store level. Further, Morén (2011) implied that changed conditions within the company 

might cause the flexibility to suffer even more in the future, in favor of higher work speed. 

Based on the expectations regarding flexibility, we find it possible that retailers perceive this 

change negatively. However, to pull back on the customer focus might not always be such a 

bad thing. Grönroos (1994) suggests that a much too narrow customer-focus could stand in 

the way for other equally important issues such as profitability and productivity. When it 

comes to flexibility it is difficult to come up with one generic solution. It is deemed 

impossible to satisfy all needs of the company, customers and consumers and hence flexibility 

is somewhat of a balance game that has to be decided upon based on what the situation 

requires. 
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6 CONCLUSION 

In this section we intend to answer the purpose by drawing conclusions from the analysis in 

form of implications for a wholesale company. Finally we will emphasize the limitations of 

our research and provide suggestions for further research within the area. 

In this thesis our objective was to identify essential aspects that affect the customer 

satisfaction in the relationship between a wholesale company and a retailer. By means of a 

case study of Dogman we have observed that information, knowledge, salespeople and 

responsiveness, were key issues that called for improvement. We consider these aspects to 

have great impact on the service delivery and efficient in building trust and commitment. If a 

wholesale company manages these in a good way they are likely to reach customer 

satisfaction and long-lasting relationships.  

Information is an essential aspect for a wholesale company as it can be explored both 

externally and internally. External information that is up to date and distributed frequently 

could be used to give promises and increase the customers’ understanding of the company’s 

offering and products. The company could furthermore show customer care by offering 

different communication channels. This makes a wholesale company seem more accessible 

and could mean less strain on the customer-contact employees. Another benefit with 

information is when unexpected things occur. By providing information in critical situations it 

is possible to reduce and perhaps even prevent damages to the relationship. To facilitate for 

the sales- and service people to keep the company’s promises and provide information, it is 

important that knowledge is valued and encouraged internally.  

Knowledge is an important area since it permeates the whole company. If the employees of a 

wholesale company have sufficient knowledge it is likely that they can provide customers 

with the right support at the right time. It is therefore essential that the company provide the 

employees with the right tools. Furthermore, a wholesale company should be able to manage 

information from the customers, and make use of the knowledge as a resource for further 

development. In short, the knowledge together with salespeople can be considered as the 

wholesale company’s best assets to gain a competitive advantage.  

Salespeople are important resources for a wholesale company as they can embody the 

promises given to the customers. For a wholesale company to differentiate oneself from the 

competition they could take advantage of the unique interaction between salespeople and 
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customers. These moments of truth might call for quick decisions and flexible solutions that 

require that the salespeople are empowered and have the confidence and authority to take own 

initiatives.  

Responsiveness is important for a wholesale company to show the customers that the 

company cares. The customer-contact people should be attentive to the customer’s needs, 

while it is also important that the knowledge input from salespeople has to be taken into 

account by the management. This implies, when a question or problem arises, the employees 

of a wholesale company should listen, respond and act.  

It should be acknowledged that information, knowledge, salespeople and responsiveness are 

part of giving, enabling and keeping promises. Hence, by keeping promises, a wholesale 

company is ultimately giving new promises of future services.  

6.1 LIMITATIONS 

The chosen sample was based on recommendations from Dogman therefore it is likely that 

the selected informants are committed and loyal customers with overall positive perceptions 

of the company. This might imply that customers with negative perceptions are not 

represented in our study. However, by interviewing managers with positive perceptions they 

may be more willing to participate and provide honest and exhaustive information. Our 

research design is based on expectations and perceptions, thus it should be acknowledged that 

there is a difference between a customer’s wishes and expectations. However, a wish leaves 

room for improvement of a company and therefore it should be taken into account. We would 

also like to emphasize that our results might not be generalizable. However, we feel that our 

research can contribute with some insights that can be of value for other wholesale 

companies.  

6.2 FURTHER RESEARCH 

During the research process we have come across several areas that could lay the ground for 

further research. As we stated in the method, we were interested to find possible refinements 

to SERVQUAL. By means of a qualitative research method we have observed that knowledge 

is a crucial aspect that permeates all service quality determinants. Our impression is that this 

aspect deserves more attention as a separate determinant, however more research is required. 

For instance, it would be interesting to see if our results could correspond to the perceived 

service quality within other wholesale companies and industries. Furthermore, we have found 
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issues related to logistics, and it would therefore be interesting to study how these problems 

could be managed. Also, we have observed that internal communication is essential for 

external activities. This implies that further research of the communication within a wholesale 

company could increase the understanding of problems experienced externally. Moreover, the 

company is affected by how the end-consumers perceive Dogman, but also how the work 

with space management could be developed in between a wholesale company and the 

retailers. These are also interesting areas that could be researched further.  
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 Service Quality 
Determinants 

Expected service  
of wholesale companies  

Perceived service  
of Dogman 

TA
N

G
IB

LE
S 

Information E-mail, ordinary mail and salespeople. 

 

Overall satisfying communication channels. 

More electronic information is requested.  

Frequent updates of price files to keep cashier system up to date.  

Catalogue Catalogue work as an encyclopaedia. To display products for 
customers and update oneself regarding assortment. Categorised 
according to animal species 

Easy to understand, comprehensible, up to date.  

Product specifications. 

Simple, clean, comprehensive and logical layout.  

Due to specific subcategories, some products are hard to identify 

Can be displayed for customers.  

Lacks sufficient product specifications. 

Website  Website important as a portal for both customers and consumers. 

Efficient online catalogue. 

Offer information of product launches. 

Useful source for information and warehouse status, to find contact 
information, and products. 

Efficient online catalogue.  

Web-shop Should display availability of products. 

 

Simple and functional, offers comprehensive information. 

Problems with reserving products that is out of stock. 

Space 
management/ 

Décor 

Advice and display material sought during temporary campaigns.  

Useful with new approach angles.  

Décor is not as desirable (disrupt the overall impression). 

 

R
EL

IA
B

IL
IT

Y 

Reliability Keep their promises.  

Fast and correct delivery.  

Should be good at planning in advance. 

Information is key especially when problems occur. 

Keep track of and inform about regulations and laws and the origin of 
products. 

Mutual trust between wholesale company and retailer. 

Strong qualities are their assortment, financial stability, and new products 
continuously. 

The reliability is damaged by delivery problems.  

Temporary products cause problems, when removed without any 
replacement or information.  

Lack of exclusive products for specialized retailers and high quality products 
on demand. 

Supply security High level of supply security.  

Avoid “out of stock”, order deviations, invoice problems.  

Quick deliveries except for campaign-, and new products.  

Problems related to “out of stock”, order deviations, and damaged goods.  
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Service Quality 
Determinants 

Expected service  
of wholesale companies  

Perceived service  
of Dogman 

R
ES

P
O

N
SI

V
EN

ES
S 

Customer service Good communication and feedback during problem solving.  

Knowledge and flexibility, instant handling of problems 

Generous opening hours. 

Varying impressions of Dogman’s customer service 

Complicated routines when returning wrongly delivered products. 

Influence Influence the assortment. 

Flexibility.  

Possible to influence centrally but not on store level. 

Perceived as bureaucratic and hard to negotiate with.  

Varying impressions of Dogman’s flexibility.  

Responsiveness Telephone the most efficient communication channel for problem 
solving.  

Mail is considered as inefficient.  

Dogman is open to thoughts and complaints but the retailers do not notice 
any changes on behalf of Dogman. Aquaristics is the exception to the rule.  

Support/ 

Assistance 

During product launches and campaigns useful with product 
information.  

Provide the store staff with information and sales argument.  

Varying impressions of Dogman’s support.  
Lack of education/knowledge about the products.  

A
SS

U
R

A
N

C
E 

Knowledge Understanding the end-consumer and the usage of the products.  

Awareness of trends. 

Dogman’s prices and assortment is satisfactorily. 

Satisfactory market knowledge especially within aquaristics. 

Salespeople Knowledgeable, honest, keep their promises, responsive, service-
minded, enthusiastic, punctual and thorough.  

Empowered staff. 

Familiar with the specific needs of the store. 

Knowledgeable, responsive, trustworthy, caring, happy and positive.  

Some lacks sufficient knowledge and enthusiasm.  

Lack of knowledge on store level.  

Salespeople not empowered enough. 

Education  Education is important.  

The objective is to learn more about products. 

Learn to increase sales and about new products. Areas such as food, 
aquaristics and fur care extra important.  

 

EM
P

A
TH

Y Personal contact Important with a contact person that is familiar with the specific needs 
of the store.  

The personal contact is satisfactory, especially with salespeople. 

Customized 
solutions  

Not requested so much.  
Flexibility to meet the specific needs of the store wanted. 

It is possible to influence centrally but not on store level.  
Dogman is perceived as bureaucratic and hard to negotiate with.  
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Customer Expectations 

This interview is divided into two parts. In this first part we are foremost interested of your 

general expectations about the wholesale companies that you use. In other words we would 

like you think about an ideal wholesale company.  

TANGIBLES 

 How do you wish to receive information from a wholesale company?  

 What are you looking for in a product catalogue from the wholesale company?  

- How do you prefer it to be designed? 

 How important is it that a wholesale company has a website?  

- What function does it have?  

 Do you think it is important that a wholesale company has a web shop?  

- Why/why not?  

 How do you wish to order products from a wholesale company?  

- Why do you wish to order products in this specific way? 

 Is it desirable with assistance of exposure of products from a wholesale company? 

- What kind of support would you prefer with exposure? 

 Is it desirable with assistance with decor from a wholesale company?  

- What kind of support would you prefer with decor? 

RELIABILITY 

 What do you think is for a wholesale company to build trust? 

 What would cause you to lose trust in a wholesale company? 

 What are the characteristics of a satisfactory wholesale company? 

 How do you think that a wholesale company should act when a problem arises? 

 RESPONSIVENESS 

 Do you think it s it important that a wholesale company has a customer service?  

- What does satisfactory customer service mean to you? 

 If you have any complaints or questions how do you wish to contact a wholesale 

company? 

 Do you think that is important to be able to affect/influence a wholesale company’s 
offering as a customer?  

- Do you have any examples when you would like to be able to influence?  

 What kind of support/assistance do you prefer when you buy products from a 
wholesale company? 

ASSURANCE 

 Do you find it important that a wholesale company has knowledge about the end-
consumers?  

- What advantages can it generate? 

 What equalities are most important of a wholesale company’s salespeople?  

 How do you think that a wholesale company’s staff should act to build trust? 

 Do you think it is important that a wholesale company offers you education?  

- Which areas are the most important to get education about. 

- What outcomes are you looking for with education?  

EMPATHY 

 How important is it with personal contact with a wholesale company?  

- How do you prefer it to take place? 

 Is it important that a wholesale company can offer customized solutions?  
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- In what way is it important? 
Customer Perceptions 

In this part we are interested in how you perceive Dogman as a wholesale company. 

 

TANGIBLES 

 Do you think that Dogman has satisfactory communication channels today?  

- Why/Why not? 

 How do you perceive Dogman’s catalogue? 

- Does the catalogue offer you sufficient information?  

- Is there any information that you are lacking in the catalogue? 

 Do you use Dogman’s website?  

- Why/Why not? 

- What functions does the website have? 

 What do you think about Dogman’s web shop?  

- What function do the web shop have?  

- Do you have any suggestions for alternations of the web shop? 

RELIABILITY 

 Have you experienced any problems with Dogman?  

- How did you experience that Dogman solved the problem(s)? 

 What do you think characterize Dogman as a satisfactory wholesale company?  

- Is there anything you think that Dogman could do better?  

 Does Dogman deliver the products as promised?  

- If no, how do you experience that they solved the problem? 

RESPONSIVENESS 

 Do you experience that Dogman has a satisfactory customer service?  

- What makes it good/bad? 

- Do you think that they are they able to answer questions quickly? 

 What support/assistance do you experience that Dogman is offering in order for you to 
assist your customers?  

- Do you experience that this assistance/support is sufficient? 

 Does the relationship with Dogman allow you to affect and influence the wholesale 

company’s offering?  

- Can you give any examples of when you have had an influence?  

 If you have any problems do you feel like you can turn to Dogman for help?  

ASSURANCE 

 Do you experience that Dogman has knowledge about the end-consumers?  

- If yes, how does this knowledge reflect their offering?  

- If No, would you appreciate if they had more knowledge? 

 How would you describe Dogman’s salespeople? 

 Do you think that Dogman’s staff works in a trustworthy manner?  

EMPATHY 

 How does the personal contact between Dogman and you take place?  

- What do you think of the personal contact? 

 Do you experience that Dogman offers you customized solutions?  

- Can you give any examples of when Dogman has done it?
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Marketing Manager Perceptions 

TANGIBLES 

 Which communication channels do Dogman use today?  

- Why these channels? 

 Which communication channels do you think are the most customer-friendly? 

- Why? 

- Is this channel the most used by customers? 

- Is there anything you would like to improve with Dogman’s present 
communication channels?  

 Which aspects do you take into account when you are designing catalogues and 

campaign material?  

 Which aspects have you taken into account when you designed the web shop? 

 Does Dogman work with exposure of products and décor today? 

- How could you assist your customers with this? 

RELIABILITY 

 What does customer service mean to you?  

- How do you work to improve customer service? 

 Are their any problems surrounding customers and deliveries that you experience 
needs improvement? 

- How do you work to improve these? 

 What does trust in the relationship with customers mean to you? 

 What do you think is needed to build trust among the customers? 

 

RESPONSIVENESS 

 What do you think about your customer service?  

- What makes your customer service good/bad? 

 What kind of support are you offering your customers to facilitate their work towards 

towards the end-consumers? 

 Do you respond to your customers opinions and wishes?  

- Do you have specific routines/system to evaluate the customers’ suggestions? 

 

ASSURANCE 

 How do you work in order to gain wider knowledge about the end-consumers?  

- How does this knowledge affect your work towards the customers?  

 Do you think that Dogman’s staff works in a trustworthy way towards customers? 

- How does the staff build trust? 

 How do you work with education of the staff in order to improve the interaction with 

customers? 

 How do you work with education of your customers? 

 

EMPATHY 

 Do you think that personal contact with the customers is important? 

o How do you work with personal contact with the customer? 

 How flexible are you when it comes to meeting your customers’ needs and wants?  
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Salesperson Perceptions 

I intend to ask a few questions about your daily work duties. Maybe you could start by 

describing a typical workday? 

 How many stores do you work with? 

 Do you only work towards specialized retail stores but also everyday commodity 

stores?  

- How often do you visit the retail stores? 

 When do you visit the stores?  

- Why? 

 How long time do you spend in every store?  

- Do you experience that you have sufficient time to spend in every store?  

 Do you experience that the specialized retail stores would prefer more education?  

- If yes, do you experience that you are able to offer this? 

 If no, would you like to have more education?  

 Would you be able to take more time to offer more education in every store?  
 

 What is your goal with visits in the stores? 

- How do you work to achieve these? 

 Which equalities are the most important to become a successful salesperson?  

 Do you think it is important with flexibility?  

- If yes, In what way is it important? Do you feel you have the authority do 

customize solutions for every individual store? 

- If no, does your customers not desire customized solutions?  

 How do you work to build trust among your customers? 

 If a store has a question who do you think they should turn to?  

- Does this system work well? 

 If no, how would you prefer it to work?  

 

 How do you gain knowledge about Dogman’s assortment? 

 Do you feel like you get enough support from Dogman in order to sell the products to 
customers?  

 How important is it to have knowledge about the end-consumers?  
 

 How does the communication work between the marketing department and sales 

department? 

- Do you experience that there is something missing in the information flow 

between the marketing department and the sales department that affects your 

work? 

 Is there anything you would like to change with the current work conditions?
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Key Account Manager Perceptions 

Would you like to describe how the campaigns towards specialized retail stores are designed? 

Do you suggest campaigns or is it developed in collaboration with every specific chain?  

 Do you customize campaigns to meet the different chains specific needs? 

 What type of decisions can the salespeople make during store visits? 

 Is “Dogman-bladet” customized to the different chains or valid for all specialized 
retail stores?  

 What do you differs specialized retail stores from everyday commodity stores? 

 What type of support do the salespeople need when they are working with specialized 
retail stores?  

 How do you think a good salesperson should work?  

 Does the work differn between specialized retail stors and everyday commodity 
stores? 

 What is the goal with sales meetings at specialized retail stores?  

 As we have understood it is important with knowledge when working with specialized 

retail stores. if a store has a question who should they turn to? 

 Do you think that the system is functioning well? 

 If no, how should it work instead? 

 How does the communication between the market department and the sales 

department work? 

 

 

 


