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Abstract 
 
Title: Communication of additional products in a B2B market - A qualitative case study 
of Electrolux Laundry Systems in the Swedish market 
 
Subject: Communication Strategies 
 
Authors: Toms Kreslins, Erick Vitella and Kevin Salehi 
 
Background: Today’s market is constantly going through changes. Customers have 
new tendencies and preferences towards the products they buy. It is a customer centered 
business culture and companies must follow it if they want to stay in the market. 
Therefore communication is more personalized and tries to exchange as much 
information with customer as possible. This enhances customer relationship and 
develops more customized products. The development of customer intimacy is required 
in order to have a broader understanding on customer needs. In that way firms are more 
able to meet customer preferences with the products they provide. 
 
Purpose: The aim of this study is to describe sales strategies of additional products to 
existing customers in the B2B Swedish market. Further this study will identify 
communication tools when contacting customers. 
 
Research Questions:  
RQ1: What sales strategies can Electrolux Laundry Systems implement for additional 
products? 
RQ2: How can Electrolux Laundry Systems use communication when offering new 
products? 
RQ3: How could communication affect the customers? 
RQ4: How could managers and employees perceive the sales perspectives of Electrolux 
Laundry Systems? 
 
Method: The chosen method was in depth interviews. In these interviews the 
researchers asked open-ended questions via face to face and via telephone and recorded 
the respondents answers. The observations were carried through interviews with nine 
customers of Electrolux Laundry Systems. Scandic Hotel Värnamo, Värnamo 
Municipality, Ekdahls Länghem, Ljungbybostäder, Ljungby Hospital, Elderly 
Homecare Ljungby, Tekniska Förvaltningen and Ljungby Municipality.  
 
Results: The research demonstrated that the company analyzed uses customer focus 
sales strategies and direct marketing communications as the main tools to maintain and 
nurture a strong relationship with customers. Also important factors have been 
highlighted that explain the essence of the study, such as the use of communication and 
sales efforts to establish close relationships to later on cross-sell additional products in a 
more suitable way according to customer’s explicit needs.  
 
Keywords: Cross-selling, Marketing Communication, Communication, Customer 
Relation Management, Branding, New Product Development, E-business and Trust. 
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1 INTRODUCTION  

 

In this chapter the authors give an introduction of the thesis. Beginning with Background, 

describing the overall situation of the market from communication and sales perspectives. Then 

it explains a more in detail information to what this research aims to in Problem discussion. 

Finally this chapter points the Purpose, Research questions and the Delimitations of this thesis. 

______________________________________________________________________________  

 

1.1 Background 
Companies have two main ways to improve sales. It is possible to do it by raising the amount of 

sales from acquiring customers that are either new in the market, or they are existing customers 

in the market who used to purchase from one brand and decided to change to another one 

(Ansoff, 1965; Mundt, 2006). This way companies place themselves in a sort of race in order to 

increase their brand awareness to become the most attractive brand in the market (Verhoef et al. 

2002). A way to gain customer attention is by the use of communication with personalized 

interaction. This leads to develop a closer customer relationship (Prins & Verhoef, 2007; Munoz, 

2004), because the development of customer intimacy is required in order to have a broader 

understanding on customer needs (Hutt & Speh, 2010). A subject that develops with great speed 

and helps to improve the use of customer data is information technology. Communication 

strategies through the use of e-commerce are an example of that (Akçura & Srinivasan, 2005). 

Thereby firms are more able to have a deeper understanding of customer wants through the use 

of Internet tools. The knowledge of customer information is later processed together with R&D, 

sales and marketing to create more suitable offers, products and services that will match 

customer preferences in the closest possible way (Keränen & Jalkala, 2014). 

 

The market of today is going through fast and constant changes. Customers raise new trends, 

preferences and behaviors from new market needs and towards the market-evolving situation 

(Sun et al. 2006). People seek to satisfy their needs and to fulfill their wants. Maslow (1971) 

distinguishes two sorts of needs, primary needs and secondary needs. The psychological 

influences in the buying decision process are divided in two factors. Moreover, Lilienfeld (2011) 

mentions that customers are first aimed to fulfill their wants as looking for products that will 
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satisfy their primary needs such as physiological needs and needs for safety and security. Then 

the more complex secondary needs will come after accomplishing primary needs, such as 

belonging feeling, self-esteem and finally self-actualization (Maslow, 1971; Lilienfeld, 2011). 

 

The authors relate the importance of sustainability and social care to primary needs due to harms 

on the environment, as stated by Lilienfeld (2011), basic needs have to be accomplished before 

any other need. This way the authors measure the big role sustainability is taking place in the 

market. Before customers didn’t notice the environment and social damage the world was 

passing through. Nowadays many countries have raised awareness of environment friendly acts 

of doing business. Sustainable technology has developed so manufacturing wouldn’t be as 

harmful as years ago. At the same time knowledge about environmental care has taken place as a 

criteria in customers minds when choosing distributors and buying products (K. Johansson, 

interview, 2014-05-07, P. Jakobsson, interview 2014-05-12, C. F. Ledin, interview, 2014-05-14, 

A. Eriksson, interview, 2014-05-14, P. Karlsson, interview, 2014-05-05). Meaning that if 

customer’s partner companies and suppliers aren’t preforming environmental friendly processes, 

then customers purchasing criteria will affect the sales and distributors risk to lose their 

customers. As previously mentioned, the market is in constant change and the authors refer to 

sustainability as an example of the new trend of needs the market is experiencing. Marketers 

have to be able to read and anticipate these changes by communicating and exchanging 

information with customers in order to be part of the market pace (Netzer et al. 2008).  

 

Cross-selling is one of the sales strategies that requires personalized customer information 

(Akçura & Srinivasan, 2005). When selling additional products to already existing customers it 

is important to gather information of clients’ demographics and preferences in order to help in 

developing a closer customer relationship (Ansari & Mela, 2003; Kamakura et al. 2003). In the 

era of mass production, mass marketing was the way to spread brand and product awareness. 

Information was then obtained from groups of people and sent back to companies. Due to the 

development of the media and information technology, the ways of getting information has made 

communication with individuals to become more personalized, creating a more sophisticated 

direct marketing, where distance and time are not any longer main concerns when contacting 

customers (Prins & Verhoef, 2007). Web and Internet tools are ways of giving and receiving 
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information that due to rapid advances of technology are processed, developed and sent back 

massively and rapidly to the audience. This is the reason why companies invest large amounts of 

money on CRM and communication strategies to be able to build, maintain and nurture 

relationships with customers (Sun et al. 2006). 

 

1.1.1 Electrolux Group 

Electrolux Group is a semi market segment company that provides household appliances to more 

then 150 countries across the globe. Today the company is a global leader when it comes to 

household products in the B2C segment, and is strongly growing in the B2B segment. In total the 

company sells more then 50 million products every year. Electrolux puts focus on innovations 

that are thoughtfully designed, based on comprehensive consumer insight, to fulfill the real needs 

of consumers and professionals. Electrolux has been active in the business since 1919 and are 

responsible for several deal breaking innovations throughout the history of the company. In 1921 

the company launched the first vacuum cleaner that could lie on the floor, which made it more 

portable compared to the traditional vacuum cleaners that at the time were designed to “stand 

up”. That design paved the way for the vacuum cleaners we see on the market today. In 1959, the 

world’s first countertop dishwasher, the “D10 dishwasher” was launched. This was in a time 

when dishwashers were quite new and not so common in homes, this model could be installed in 

most kitchens without the need for major kitchen renovation. In 1963 Electrolux establishes an 

in-house design department, and in 1967 the company launches the “Future Line”, that is the first 

series of products with a corresponding design. In 1994, the Italian competitor, Zanussi becomes 

a part of the Electrolux Group and that was the starting point for the Electrolux brand to enter the 

industrial market. The aim with this merge was to increase profit. Today Electrolux Group has 

about 61,000 employees, and the total sale in 2013 was 117 Billion SEK (group.electrolux.com). 

 

1.1.2 Electrolux Laundry Systems AB 

Electrolux Laundry Systems’ history started back in 1902 with the company name 

Värmelednings AB. Back then, the company manufactured two type products, a heating systems 

and washing machines for industrial purposes. In 1918 the company changed its name to 

Coronaverken AB, but it was as late as in 1940 that the company name; Electrolux-Wascator was 

introduced, when in the same year the company launched the a small frontload washing machine 
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for use in private homes. After acquiring several other companies between the years 1941 and 

1996, then called Electrolux-Wascator changed the name in 1997 to Electrolux Laundry 

Systems, as we know today. Electrolux Laundry Systems have three production plants, which are 

placed in Sweden, France and Thailand, with the plant in Ljungby, Sweden considered as the 

flagship of the firm. Electrolux Laundry Systems provides over 150 countries with complete 

laundry solutions, with the help of 19 (affiliated) national sales companies and 120 independent 

importers. In the year of 2013 the turnover of Electrolux Laundry Systems was 2,2Billion SEK. 

(laundrysystems.electrolux.se) 

 

1.2 Problem Discussion 
The implementation of good sales strategies helps to improve sales and gain profit. It might be 

complicated but it is of much importance and it has to be taken in consideration in order to 

acquire new customers. The new customers obtained by the firm may remain in the company or 

may leave to other brands (Mundt, 2006). For this reason it is vital for companies to use explicit 

strategies in order to nurture the relationship with customers and communicate their brand and 

products to also gain larger market share (Prins & Verhoef, 2007; Munoz, 2004). 

 
Communication is an essential aspect to consider when improving customer relationship. 

Thereby relationship marketing takes place with the use of customer loyalty as part of the 

relationship strategy. It is clear that customer acquisition is of great importance, but companies 

focus more on investing in customer relationship management to develop better relationships and 

because maintaining customer is more beneficial than acquiring new ones (Mundt et al. 2006; 

Hutt & Speh, 2010).  Committing to a relationship also helps to reduce uncertainties between the 

parties and it is considered to be the key for maintaining successful relationships (Garbarino & 

Johnson, 1999). Getting customers personal information provides marketers with potential 

information that will later help to develop more customized products (Verworn et al. 2008) and 

propose more attractive offers matching customer wants. In this manner clients are also benefited 

when providing more personal information of their needs, for this reason more fitting solutions 

can be made matching their preferences (Akçura & Srinivasan, 2005). At the same time, 

maintaining a long-term relationship with the customers will be beneficial for both parties. 

Companies are then able to develop new ideas, keep production updated to new trends and to 
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achieve sales. As for the customers, ideas of personalized products and services will be provided 

continuously. Whether new desires may rise, customer would get suggestions by its supplier to 

help matching their businesses requirements to achieve their own purposes.  

 

Establishing communication in business-to-business markets plays a major role, because of that 

it is always beneficial to search for improvements to strengthen bonds with customers. Electrolux 

is a company that focuses on quality therefore customer expects high level of communication in a 

way that they feel secure developing loyalty (Owner of Scandic Värnamo, 2014-05-07). In order 

to establish better relationships it is important to consider trust (Beatty et al. 2011). …As 

interdependence goes up, so too does the need for (and value of) trust within the relationship 

(Wicks & Berman, 2004: 144). Also trust provides competitive advantage and lowers transaction 

costs to businesses (Katsikeas et al. 2009). If the partnership is not formed as a good relationship 

then even perceptions of opportunism and misinterpretation might rise with suspicion and 

discomfort due to lack of fairness (Katsikeas et al. 2009). Decision making process will then 

become more complex affecting operationalization effectiveness, meaning lose of revenue and 

time. If firms fail in delivering trust to customers, then their business will be negatively affected 

(Beatty et al. 2011).  

 

Electrolux Laundry Systems as mentioned above sells washing machines for professional use. 

Up to a certain degree the company has been providing equipment to perform laundry processes 

in high levels of quality. Electrolux Laundry Systems is planning to officially launch a new line 

of products categorized as additional products. These products cover the whole laundry room to 

make the laundry process much more efficient. They are meant to provide customers with a 

complete solution, meaning a whole laundry room where every tool is designed considering the 

measurements of each product running in the same laundry room, for that reason having all the 

products being supplied from the same company makes the labor process easier for the 

employees performing the task. Another benefit of having a single supplier delivering a whole 

solution is the time and cost savings when making orders. This new line of products goes under 

the name of Accessories and Consumables, which are ergonomically designed suiting 

Electrolux’s equipment intended to provide optimum comfort and to avoid exhaustion and 
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injuries. This would ensure time saving and safer working environment (Electrolux Laundry 

Systems, 2014-02-11). 

 

1.3 Purpose  
The purpose of this study is to investigate the application of new sales strategy of a product 

segment at a Swedish manufacturing company. Further this study will focus on the consumer 

behavior in the market and the strategic sales perspectives of the company.  

 

1.4 Research Questions  

• RQ1: What sales strategies can Electrolux Laundry Systems implement for additional 

products? 

• RQ2: How can Electrolux Laundry Systems use communication when offering new 

products? 

• RQ3: How could the communication affect the customers? 

• RQ4: How could managers and employees perceive the sales perspectives of Electrolux 

Laundry Systems? 

  

1.5 Delimitations 
The research is performed in the Swedish market. The interviews gathered were made in the area 

of Kronobergs region, because the company studied has its factory and headquarters located in 

the same area. By conducting the research in one region wouldn’t perhaps give a broad 

perspective of the situation. A third of the interviews were made with municipalities. The 

outcome given by public entities does not fully depend on communicational aspects, and their 

decision criteria are highly influenced by premeditated requisites and law regulations.   

 

1.6 Outline of the Thesis 
In order to reach the objectives, the thesis is divided in six chapters, which gives a better 

overview of the thesis. Each chapter describes different stage in the research process. 
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Chapter 1 discusses the background and reveals the research problem. Chapter 1 highlights the 

use and importance of the research. At the end of the chapter the structure of the thesis is 

mentioned. 

 

Chapter 2 provides information of literature that is relevant to this research. 

 

Chapter 3 explains the methods used to conduct the research and also gives an insight of why 

those specific methods are chosen. 

 

Chapter 4 examines the data collected by the authors concerning the main topic of the research. 

 

Chapter 5 presents the analysis made from the data acquired through comparing the interviews 

and the literature.  

 

Chapter 6 provides the outcome of the research where results are discussed and conclusions 

drawn. This chapter discusses theoretical and managerial implications, also mentioning 

limitations and possibilities for future research. 
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Table 1.1: Outline of Thesis 

 

Chapter Section of the Paper  

Chapter 1 Introduction 

• Problem formulation 

• Purpose of the research and the main 

objectives 

• Delimitations 

Chapter 2 Literature Review 

• Key concepts and theoretical 

background of the research 

 

Chapter 3 Methodology 

• Approach, design and strategies of the 

research. 

• Validity and Reliability description  

Chapter 4 Empirical Data 

• Discussion of the gathered data from 

interviews  

Chapter 5 Analysis 

• Analysis of the data collected 

• Results are presented 

Chapter 6 Conclusion 

• Discussion of the outcome of the 

research 

• Theoretical and Managerial 

implications 

• Limitations and Future Research 
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2 LITERATURE REVIEW 

          

In this chapter the theoretical framework of the thesis is presented. The chapter is divided in 

different parts: Cross-selling strategies, Marketing communication tools, CRM, Branding, Ne 

product development, E-business and Trust. It starts describing B2B sales strategies, later it 

moves on to explaining the different aspects to consider when communication additional 

products in the B2B sphere. 

______________________________________________________________________________ 

 

2.1 Cross Selling 
Cross-selling is the practice of selling additional products. Usually companies sell specific 

products, and under that there is an added smaller product (Akçura & Srinivasan, 2005). 

Additional products are most often sold by many different brands, and customers don’t tend to 

have a specific preference to them because they are just added products, which is not the main 

target for them, for example a printer and a printer’s ink (ibid). In order to enhance cross-selling 

companies tend to compete to capture and hold customer awareness (Morgan & Hunt, 1994). 

This happens together with communication developments that are more accessible and by letting 

marketers to reach customer more in depth (Verhoef et al. 2002). This leads to emphasize direct 

marketing and to increase personal relationship with customers. As well, development in 

technology has allowed functions such as the use of e-commerce to enhance information sharing, 

as marketing communications through e-commerce, for example the use of the Internet and 

social networks (Akçura & Srinivasan, 2005). Companies seek to understand customer needs, in 

order to do so, customer intimacy is developed with detailed customer preferences and 

demographics. Once such information is obtained, firms can better handle the data and see 

opportunities for cross-selling in more personalized ways (Ansari & Mela, 2003; Kamakura et al. 

2003). Other results from the development of customer intimacy are: reduction of customer 

abandonment, increase of loyal customers and higher customer lifetime valuation (Akçura & 

Srinivasan, 2005; Danneels, 2003). 

  

Firms can get high levels of cross sales by first having committed customers who will let 

marketers gather their information and to establish customer intimacy with them (Sun et al. 
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2006). The more information gathered the better for the firm because more specified offers can 

be delivered, consequently higher sales will be gained (Akçura & Srinivasan, 2005). It can lead 

to profit increase and price decrease for customers, as information and offers are well combined. 

So to speak, it can be said that well planned cross-selling affects positively product prices of 

personalized customers. Also, a customer sharing clear information will be more satisfied from a 

more specified response (Akçura & Srinivasan, 2005). As mentioned before the use of the 

Internet to gather information is of much importance and is now a tendency. Marketers get 

customer information by the number of clicks they do (Clemons et al. 2002). But even customers 

are aware they may get a better deal when sharing their information, insecurity grows in them 

regarding the use their information may take. Therefore to come up with a credible mechanism to 

improve welfare giving customers trust would be of great efficiency for both parties (Katsikeas 

et al. 2009; Beatty et al. 2011). Customers will then feel more comfortable when sharing their 

personal information, and firms would get the opportunity to obtain higher cross-sales (Akçura & 

Srinivasan, 2005). 

   

2.1.1 Campaign Oriented Cross-selling 

In order to find cross-buyers, firms first need to set a schedule for delivering information 

(Montgomery et al. 2011). First new product information is sent through mailing promotions. 

Then marketers select a way to contact specific customers (ibid). This communication channel 

has to be directed to customers by tools such as: phone, email, post mail, face-to-face, etc. Once 

the response is obtained, it passes through analysts who first make calculations of what could be 

the possible profit out of the campaign (ibid). In the end, they process the information gathered 

from specific customers to provide them with modified and matching solutions. In case of having 

low budget to do broad campaign strategies, firms have to look for more specified customers that 

are considered more profitable to conclude the campaign only with them (ibid). 

   

As trend changes, also customer preferences change over time (Sun et al. 2006). Marketers need 

to be aware of these changes and be there before they happen (Netzer et al. 2008). Cross-selling 

advertising is not only meant to influence customers to buy promoted products. Cross-selling is 

also a way of establishing strong relationships (Sun et al. 2006). At the same time the advertising 

used, helps the company to generate brand awareness, emphasize quality, and show consumers 
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about the range of products that run under the same brand name. So to speak, marketers need to 

know customer preferences and provide them with product information every once in a while to 

maintain a long-term relationship with the aim to provide the customer with benefit and gain 

profit for the firm (ibid). 

 

2.1.2 The Dark Side of Cross-selling 

Cross-selling as an end in itself is a bad idea. Before cross-selling to any customer or segment, 

determine whether the effort is likely to be profitable. Otherwise you may find losses mounting 

even as sales volume grows (Shah & Kumar, 2012, p. 23.). Not always efforts and investments in 

cross-selling give profitable results. Profitable customers will exist, but also unprofitable 

customers due to over-costs (Montgomery et al. 2011; Shah & Kumar, 2012). When persuading 

existing customers to buy additional products it is in the hands of the customer to either decide to 

purchase or to not (Shah & Kumar, 2012). The decision to don’t purchase is the unprofitable side 

of it (ibid). For example one customer can become profitable, generating $1x over a year, and 

another customer would cost the company $3x during the same year. Apparently most managers 

try to apply cross-selling strategies to all their clients. But the study reveals that firms forcing to 

gain customer awareness are making a costly mistake. As shown by Shah & Kumar (2012) every 

one cross-buyer customer out of five is unprofitable. The more cross buying is made by an 

unprofitable client, the bigger the loss will be. 

 

2.1.2.1 Four Profiles of Unprofitable Cross-buying Costumers 

A way to stop cross-selling losses is by finding unprofitable customers, to furthermore neutralize 

them from possible future incidences. Neutralizing unprofitable cross-buyers will benefit 

companies by reducing costs. The budget obtained could be used to invest in other areas. Cross-

selling strategies create marketing expenses too, and also raise costs in maintenance of 

undesirable customer behavior (Shah & Kumar, 2012). Table 1 describes four profiles of 

unprofitable cross-buying customers. They are named: Service Demanders, Revenue Reversers, 

Promotion Maximizers and Spending Limiters (ibid). Service Demanders are defined as 

customers who overuse a company’s service; this could be by the use of phone services, webs or 

face-to-face interactions. Revenue Reversers are customers who usually return products that have 

been purchased, they generate revenue, which is lost afterwards. Promotion Maximizers are 
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customers who only purchase big discounts, generating minimum profit, and Spending Limiters 

are customers who disperse their expenditures among different companies also giving minimum 

profit (ibid). 

 

Table 2.1: Four Profiles of Unprofitable Cross-buying Costumers Table 

Unprofitable Cross-buyers Definition 

Service Demanders 

 

People who overuse customer service fully; by 

the use of phone service, face-to-face 

interaction, web. As much as they cross-buy, 

more service resources will be demanded. That 

raises costs to the company. 

Revenue Reversers Customers here can generate revenue, but then 

its lost again by them. This happens when 

customer returns purchased products. The more 

bought, the more can be returned. 

Promotion Maximizers These customers move around big discounts 

and avoid items at its regular prices. 

Spending Limiters Customers spend only small amounts of 

money. They disperse their expenditures 

among several companies. This generates 

cross-selling but no revenue. 

 

Source: Shah & Kumar (2012) 

 
2.1.2.2 Don’t Cross sell Smart sell  

Smart selling is the way of selling that helps to locate customers who are being profitable when 

cross-buying. The smart action is to divide them from the ones who aren’t being profitable 

(Montgomery et al. 2011; Shah & Kumar, 2012). This happens when analyzing transactions data 

that tells about every customer’s purchase history. Excluding unprofitable cross buyers from 

campaigns will save company’s expenses. So to speak, smart selling is about doing a selective 

classification of profitable buyers from non-profitable buyers (Shah & Kumar, 2012). 
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2.1.2.3 Use the Right Metric 

The common way to evaluate cross-selling is by counting the average number of different 

products being sold to each customer (Shah & Kumar, 2012). From the firms side, a usual 

mistake made is to create labor incentives to their employees, which rewards for products sold, 

instead for how much profit has been made (ibid). Meaning, firms should motivate their 

employees on how much money is made rather than how many products have been sold (ibid). 

 

2.2 Marketing Communication 
Marketing communication variables are explained on how firm’s existing customers and other 

customers interact with marketers, and how the information of existent costumers gets from end 

users to the firm, and back. The way the information is handled would determine product 

purchase in some cases and the right approaches to use. Three marketing communication 

variables will be discussed, they are: direct marketing communication, mass marketing 

communication, and competitive mass marketing communication. Then a combination between 

the mentioned ones will be discussed. 
 
2.2.1 Direct Marketing Communication 

Direct marketing focus mainly on company’s existing customers (Prins & Verhoef, 2007). In 

difference to mass marketing, direct marketing tries to set personal relationships with customers 

to then provide them with solutions that match their needs in a closer way (ibid). Marketers have 

to be able to handle customer response, process the information, sent it back to the customer and 

predict if the offer would be profitable (ibid). Verhoef et al. (2001) stated that cross-selling uses 

direct marketing communications when dealing with already existing customers. Also, 

Venkatesan & Kumar (2004) explained that there is two possible responds from sending 

advertising to customers, the answers can be positive or negative. The positive respond comes 

out when the correct amounts of advertising have been sent to the customer (Prins & Verhoef, 

2007). The negative one is the result of sending undesired or larger amounts of advertising that 

ends disturbing the customer (ibid). This act is known as the “inverted U-shaped effect” giving 

opposed results to what was first aimed (ibid). 
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The ways of dealing with direct marketing are: postal mail, email, face to face advertising, 

telemarketing, catalogs, promotion; Internet and Internet pop-up interactive adds (Steenkamp & 

Gielens, 2003). The use of the Internet is definitely of much importance for marketers (ibid). It is 

through the web that they get customer’s “cookie history” from the number of clicks made, 

which tells about customer’s interests. This information is processed to later send matching pop-

up interactive adds on customers Internet searching (Prins & Verhoef, 2007). The development 

of technology has also brought advertising through phone messages and multi-media messages, 

which are sent to users in order to raise customer awareness as well (ibid).  

 

2.2.2 Mass Marketing Communication  

Mass Marketing, also called undifferentiated targeting provides general advertising to broad 

audiences with no specified market segmentation strategies (Prins & Verhoef, 2007). Meaning 

that all customers and non-customers get the same message of a product or service being 

advertised. The market is seen as homogeneous (ibid). Mass marketing also influences the 

individual consumer level. It is mentioned by Steenkamp & Gielens (2003) that mass marketing 

fastens the acceptance and adoption of products and services to individuals. Thereby, this way of 

advertising creates general awareness and helps mostly to attract new costumers (Bolton, 1998). 

Besides Prins & Verhoef (2007) mention that mass marketing improves customer retention and 

cross-selling, but in order to get better results the advertising should be sent afterwards to only 

existing customers using direct marketing communications. 

 

When firms do advertising, they are not only marketing new products, but also brand awareness 

(Prins & Verhoef, 2007). This influences people’s attitude towards brand, and brand choice 

(Lodish et al. 1995; Rossiter & Percy, 1997; Vakratas & Ambler, 1999). Meaning, brand 

awareness creates a more positive attitude towards the brand, which may end as product 

adoption. Verhoef et al. (2002) presents that committed customers to a specific brand are more 

likely to buy additional products than costumers that aren’t so committed to the brand. Then 

brand awareness creates positive reaction in adoption of an additional product, and mainly to 

committed customers. Examples dealing with mass marketing are: radio, television, newspapers, 

Internet, post mail, etc. (Prins & Verhoef, 2007). 
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2.2.3 Competitive Mass Marketing Communication 

According to literature, competitive mass marketing communication influences consumer to 

purchase from one another’s advertising brand efforts, regarding products of the same kind 

(Prins & Verhoef, 2007). This tends to happen in particular markets with relatively few 

competitors (Krishnamurthy, 2000; Krishnan et al. 2000). More precisely this happens when 

companies release a similar product to the market. When doing advertising of the products being 

released, companies create brand awareness, which might give positive attitudes towards a 

competing brand (Prins & Verhoef, 2007).  This happens because customers relate product 

information to the most predominant brands of the business, which results giving total credit to 

top brands. Rust & Verhoef (2005) strengthens this theory saying that when a firm increases 

advertising, brand awareness and positive attitude increases too giving the result of higher brand 

equity. This refers to the value brands transmit. In that way the main firms of the market get 

positively affected by the advertising of the rest of the firms. 

 

Naik & Raman (2003); Schultz et al. (1993) state that the correlation between direct marketing 

and mass marketing communication efforts could also give positive results. This positive 

correlation could happen, when mass marketing communication is first sent to the general market 

creating a broad awareness of the product and afterwards a more in-depth product information 

contacting selected groups of existing customers using direct marketing communications. This 

strengthens the first message with more personalized dialogues and information exchanges (Prins 

& Verhoef, 2007). 

 

2.3 Customer Relationship Management 
When marketers want to cross-sell to existing customers, they seek for more in depth 

relationship with customers. This becomes possible with well-planned strategies such as CRM 

with knowledgeable employees. It is mentioned by Berry (1979) and Perrien et al. (1992) that 

developed marketers make use of customer loyalty as part of the strategy, and relationship 

marketing is also considered as an indispensable factor. Then, Mundt et al. (2006) affirms that 

companies focus less in customer acquisition but invest more in CRM with a view towards cross-

selling.  
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Customer retention is considered to be a successful tool due to the solid bonds that it can create 

between firm and clients. It is now considered a milestone by firms when dealing with customer 

relationship strategies. Customer relationship management (CRM) is a cross functional process 

that helps to obtain: 

 

- A continuing dialogue with customers 

- across all their contact and access points, with 

- personalized treatment of the most valuable customers, 

- to ensure customer retention and the effectiveness of marketing initiatives. 

Source: (Hutt & Speh, 2010. p. 94) 

 

To meet these requirements, companies of every size are making large investments in CRM 

systems. These are business software applications that include sales, marketing and information 

of customer service, with the aim to improve customer retention and service. This software gets 

the information of all the firms’ contacts from e-mail, call centers, and service representative. 

This helps to enhance the communication between firm and customer and informs to product 

design, market forecast and supply chain management. Thereby sales personnel, call center, web 

managers, resellers, and customer service get the same customer information in real time. This 

CRM software has been confused as part of marketing strategy, and this is why it has failed 

when setting up CRM strategies. CRM is the aggrupation of different customer strategies settled 

together and helped by software applications. The aim of it is to improve customer loyalty and 

consequently corporate profitability (Hutt & Speh, 2010). 

 

2.3.1 Understanding the Customer 

To set a cooperative relationship with a customer is essential and considered a key to success. 

Managing and sustaining customer relationships is the process to establish a good understanding 

and information exchange in between both parties (Morgan & Hunt, 1994). This is because loyal 

customers are much more profitable than customers who chooses to buy from different brands, 

such as customers who are sensitive to price and to the different offers the market might show 

them. This happens when loyal customers stick to brands they are more related to, then they 

purchase constantly from one single brand rather than others. At the same time when a firm 
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stabilizes a strong relationship with its customers it assures a positive and solid bond that won’t 

easily be broken by other offers. In order to set a strong relationship with the customer, the 

business marketer needs a deep insight to customer’s business, meaning everything that 

surrounds the business and the customer. Things that the marketer should understand are 

customer’s competitors, key customers, strategies, goals, etc. and needs and wants that are 

already implied in the understanding. Company’s salespeople won’t only work together with the 

sales department, but also with senior executives to provide more specific recommendations 

related to the products and the use of it.  Important to understand that sales teams are created to 

serve the customer needs. The sales team will carry people with knowledge in sales, service, 

technical services, and personnel acknowledged about the customer’s branch business. Some of 

these teams are set to work with customer firms for years. To enhance customer loyalty and 

customer satisfaction, many firms have started a sort of modality where they develop, design and 

increase specific solutions a product can give to be more customized and suitable for the 

customer (Hutt & Speh, 2010). 

 

2.3.2 Value Creation Process 

 Value creation is not only about knowing customers needs but about predicting and realizing 

customers future needs and acting according to them (Vorhies et al. 1999), and supplier should 

be capable of co-operating and assisting the customer in order to create value (Danneels, 2003). 

Because of the differences between each customer and their needs and approaches it is 

impossible to have a “best account management organization structure” (Gosselin & Bauwen, 

2006), this means that each customer has to be approached and communicated differently and all 

customers should not be considered as “key” accounts (Bowman & Narayandas, 2004; Sullivan 

et al. 2012). When contacting customer, highly important is to find out the structure of 

organization because this can lead to a wrongly made offers and suggestions that could turn out 

to be unusable for customer or just wrongly communicated (Guenzi & Troilo, 2007). 

Development of a smartly made system would help to improve customer relationships and to 

order to succeed it is necessary to directly engage in customer’s relationship and create value 

(Tsoukas, 1996). Concluding that relationships cannot be assigned to one unit but instead it 

needs to be realized as a team and organized collectively (Gummensson, 1991; Dhanaraj & 

Parkhe, 2006). 
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In most business-to-business markets relationships are of a high importance. When customer and 

supplier is doing business and planning to develop a long term commitment, then the 

relationships are considered crucial and value hides in interaction between both, meaning that 

each can influence the others decisions (Lindgren & Wynstra, 2005; Vargo & Lusch, 2008). It is 

important to remember that value for supplier and customer differs and are realized in different 

relationship phases which has to be spotted and taken care of, for example other aspects such as 

distribution question, administrative routines, communication and servicing (Ballantyne & 

Varey, 2006; Tuli et al. 2007). Relationships always have both positive and negative aspects, 

they can increase revenues and also create extra costs, that is why it is good to keep in mind that 

it is about negotiating of product features and transaction aspects and remember that both parties 

contribute (Ballantyne & Varey, 2006; Tuli et al. 2007).  

 

2.4 Brand Image  
Brand image is an aspect that is interpreted on the receiver’s (customers) and in the Sender-

Receiver model (Kapferer, 2008). It tells the total sum of impressions that affects how consumers 

perceive a brand and it’s identity, and also differentiates the brand from other brands. Brand 

image can also describe the consumer’s perceptions of a certain brand that are reflected by the 

brand associations in consumers’ memory (Keller, 1993). Aaker (1991) states that the linkage to 

a brand in the mind of the consumers will be stronger and more distinct with associations. These 

associations can later be split into subgroups, such as attitudes and benefits towards a brand 

(Keller, 1993). Attitudes tend also to have a direct impact on the Brand image (Faircloth et al. 

2001) and are broadly defined and explained in the field of research, making the theory abstract 

to reach the goal of total understanding (Keller, 1993).  

 

However, brand attitudes are most commonly said to be consumers overall evaluation of a brand 

(Chen, 2001) and considered as a silent view of benefits and attributes (Keller, 1993).  Benefits 

are the values consumers experience with a product or a service and more exactly what sorts of 

needs the product or service fulfill for them. Product or service benefits could as an example be 

both functional and experiential, but symbolic benefits are also something that is considered as a 

benefit (Keller, 1993). 
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Customers can perceive the brand image differently since they individually interpret the message 

based on their preferences and specific traits as human beings (Dobni & Zinkhan, 1990). 

According to Kapferer (2008) it is not possible to affect an image since it is formed in the mind 

of the consumer that does not make it possible to influence the perception of a brand. 

Nevertheless, Faircloth et al. (2001) tells that it may be possible to influence the Brand image 

since brand associations could be organized in order to create a desirable image. In De 

Chernatony’s model, (seen Figure 2.1) firms can manipulate their stakeholders’ ambition and 

self-images that together serve the Brand image.  

Building a positive brand image takes the formation of a strong, favorable and exclusive 

affiliation to the brand. When a brand image is strong, it can be deployed to enrich an 

individual’s self-image, (Keller, 1993) and influence customers’ purchasing behavior, which in 

line has a hit on the enterprises revenue (Munoz, 2004).  

 

Commerce with a certain brand can also affect customers’ overall attitudes towards the brand 

where e.g. consumers can have a feel of belonging when buying and consuming a certain 

product. An example could be that, even if a customer in question does not belong to the class of 

elites, he or she can experience a sense of belonging to that class, simply by consuming a product 

from the top (exclusive) brands (Graeff, 1996). Brands and products can have symbolic 

meanings, as part of the individuals’ symbolized environment (Kapferer, 2008). 

 

 

2.4.1 Brand Building Framework 

Brand image is outcome of Brand Identity (Janonis et al. 2007). It relates to how consumers 

perceive the brand rather than focusing upon how brands should effectively communicate with 

its consumers (which can be visibly explained through brand identity). A more recent concept of 

brand personality explains only one of the multiple facets of brand identity (Azoulay & Kapferer, 

2003). Brand Identity involves many dimensions and any communication originating from the 

brand, whether it is formal or informal, verbal or non-verbal should be in sync with its brand 

identity. This complex framework, which involves multifarious attributes, can be simplified 

using Brand Identity prism proposed by Kepferer (2000).  
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Brand Identity Prism has 6 facets (see Figure 2.2). A vertical line divides prism into 2 halves. 

Facets on left hand side cater to externalization or those attributes, which are well conspicuous, 

and those that on right cater to internalization or those attributes that cannot be perceptible at first 

stance but can be assimilated only upon keen discernment.  These attributes complement each 

other on top and bottom of the prism. 

 

 
Figure 2.1: Brand Identity Prism. Adapted from (Kapferer, 1997, p. 100). 

 

2.5 New Product Development 
Many new product development (NPD) projects do not succeed to reach their goals, in many 

cases the failure can be found in frond-end, which is the last stage in which ideas are decided to 

be further developed into actual concepts where it is decided either to release the product or not 

to the next stage where the product is physically being developed or denied (Kijkuit & van den 

Ende, 2007; Khurana & Rosenthal, 1998). That suggests that quality of the front-end work is 

crucial because it provides the information to NPD where it is dependent on the precision and 

details of the information where problems might occur and transform into high costs and 
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possibility of failure (Bacon et al. 1994). As a productive advice might be creation of guidelines 

and higher support of front-end management so risks could be avoided (Goldenberg et al. 2001). 

Key aspect could be considered scanning, where research has to be done across the markets and 

newest technologies (Nelson & Winter, 1982), and if done well then it could end with capturing 

and recognizing opportunities and sensing the future ways where it might be necessary to pay 

more attention to in near future (Teece, 2007), which are also considered to be the positive 

aspects of front-end. 

 

2.5.1 Opportunity Recognition 

The whole purpose of front-end is opportunity recognition but it is necessary to understand it as a 

process, meaning that people who might have an idea for developing a product or its 

improvement does not necessarily have the knowledge of market. For this very reasons other 

actors need to be involved. As everything starts with an idea it is the driving force that brings it 

forward to be developed to a product concept so that later it could be evaluated. Before it gets to 

concept development it needs to know the technical aspects that has to be supported by 

experiments. At this stage there are a lot of technical activities that needs to be done (Kim & 

Wilemon, 2002). 

 

2.5.2 Importance of Reliable Information 

Even though data collection and research are important factors to reduce risks it is not enough for 

efficient idea and concept refinement. Experiences and previous data are also crucial factors for 

refinement phase (Kim & Wilemon, 2002). Therefore firms have to be able to react on the 

necessary changes that might have to be made about the idea, therefore experimental abilities 

come in use when it comes to creating feedback and finding errors. But for that companies have 

to develop skills in learning and probing (Lynn et al. 1996). Realizing the needs and wants of a 

customer is the baseline where to start from even before actually starting to develop ideas 

(Verworn et al. 2008) which strongly increases the chances of success (Zien & Buckler, 1997; 

Von Hippel, 1986).  
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2.5.3 Screening 

Idea and concept screening of ideas and concepts concerns the issue of ensuring relevance in 

terms of, for example, the correct product attributes and customer benefits. In essence, idea and 

concept screening involves the continuous activities undertaken by a firm that aim to determine 

whether an idea/concept, at its specific stage of refinement, should be further developed or not. 

However, screening is often performed poorly, because many firms use screening only to make 

rough decisions to get rid of obvious “loser projects” (Cooper, 1988). Due to involvement and 

commitment, teams may lose their ability to critically screen and assess their own ideas, so a 

hybrid structure combining individual work and teamwork is beneficial in idea and concept 

screening. However, screening is also performed by a group of executives acting as gatekeepers 

(Grönlund et al. 2010).  

 

2.5.4 Customer Value Assessment in Business Markets 

One of the most important aspects in business is customer value (Ulaga, 2011). And one of the 

major factors to differentiate from competitors in order to gain competitive advantage is by 

understanding how firms create, implement and deliver value to customers (Woodruff, 1997; 

Landroguez et al. 2011). If before it was considered that customer value evolved from products 

as value-in-exchange and mostly related to performance then recent literature more enforces that 

customer value occurs from value-in-use (Grönroos, 2011). The reason for it is that companies 

lately shift from goods dominant to service dominate strategies (Vargo & Lusch, 2004). 

 

Emergent value strategy depends on the customer value assessment process and aims to 

emphasize important resources at crucial moments. Emergent value strategy is mostly conducted 

by sales force and depends on suppliers’ capabilities. According to the research done firms that 

adapted this strategy often gained value potential by presenting qualitative estimations and cost 

savings which increased customer investments, these companies also emphasized the importance 

of their sales unit and it's understanding of the value of the offering. This approach can cause a 

lot of difficulties and problems outside the sales unit. According to the research participants 

admitted that salespeople were overburdened because of this approach, tasks and responsibilities 

concerning customer value assessment were perceived as extra work that is not included in direct 

sales personnel working duties (Keränen & Jalkala, 2014). 
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Life-cycle value management strategy focuses on all customer value assessment process. 

Important is the suppliers’ capability to react on changes in different organizational units because 

of the importance of the individual phases. Great importance lays on R&D and accommodation 

unit because accommodation unit is responsible to overview the benefits realized by customers 

and provide R&D unit with the information that would improve the offering. This is aimed to 

reduce the products life-cycle costs and improvement in performance. This strategy requires 

close and long term relationships with the customers. Companies that apply this approach is 

focusing on separate unit actions more that a special task, this means that very important role is 

in cooperation success between the different units in company (sales, accommodation, project 

management and marketing). And for motivation usually using monetary rewards (Keränen & 

Jalkala, 2014). 

 

Dedicated value specialist strategy mainly tries to focus on all phases that include customer value 

assessment process and requires for supplier to have value specialists who would be responsible 

for all phases in process. This specialist unit participates in all distribution phases and helps to 

identify value potential, quantify baseline and documenting. Aim is to implement and consider 

customer management in companies own business model. Only the most skilled people can work 

as these specialists and they are responsible for creating a centralized expertise. Motivation is not 

a problem usually because of the reason that these duties are the main responsibility for this unit 

but other units have to be motivated and given other important tasks because responsibility for 

the rest of the units reduces in this case (Keränen & Jalkala, 2014). 

 

2.6 E-Business 
E-Business also known as electronic commerce, or e-commerce, basically refers to the 

interactions of monetary transactions through Internet. Connecting manufacturers, distributors 

and customers (Wong et al. 2001). The word e-business is usually related to Internet shopping, 

which most of the times are B2C actions, but the truth is that e-business has a broader definition. 

For example, it covers both B2C and B2B. The buying of parts and supplies from one company 

to another is an example of B2B e-business.  
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E-business or e-commerce has been considered to increase in effectiveness more and more 

throughout the years because it reduces costs in transactions, and provides a more transparent 

and efficient business market (Bertschek et al. 2006). B2B e-commerce since more than a decade 

ago started gaining popularity and is now considered as a profitable way to buy and sell products 

and services due to its reduction in transaction costs. In fewer words, e-commerce affects labor 

productivity in a positive way, giving more time for employees to focus in other work tasks 

(Garino & Kaplan, 2001; Bertschek et al. 2006). Firms working with B2B e-commerce are 

working more productively, than other firms that aren’t making use of B2B e-commerce (Garino 

& Kaplan, 2001). 

  

In relation to communication, the use of e-commerce through the web is helpful for marketers 

because it gives them the availability to read and understand customer behavior. In the past, 

before marketing abilities were developed and the use of Internet was much lower, with almost 

no, or any reach of customers, this information couldn’t be obtained as much as today 

(Christensen & Tedlow, 2000). Nowadays not only a group of people can be reached, read and 

understood but also individual customers or individual businesses. This happens by the use of 

direct marketing through e-commerce, and the potential that the Internet scope has, which helps 

to obtain massive information. In fewer words, e-business is providing markers with customer 

behavior, and customer decision criteria information (Lodish et al. 1995; Rossiter & Percy, 1997; 

Vakratas & Ambler, 1999; Bertschek et al. 2006). 

 

2.7 Trust in Business 
Trust is a very important aspect when interrelating with other people. It is a quite imprecise 

concept, which might depend from context to context and it is a critical aspect that must be 

considered when establishing relationships (Beatty et al. 2011). High trust allows interdependent 

relationships to function smoothly and realize strategic objectives … trust provides the ‘glue’ to 

hold such relations together (Wicks et al. 1999: 108). Trust provides competitive advantage to 

the partners because it increases investments in relationships, information sharing, and most of 

the times transactions costs are lowered (Madhok, 2006; Katsikeas et al. 2009). Performance is a 

result of trust coming from interdependent partners, it also increases transaction value and 

reduces transaction costs (Wicks et al. 1999; Katsikeas et al. 2009). …As interdependence goes 
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up, so too does the need for (and value of) trust within the relationship (Wicks & Berman, 2004: 

144). Psychical distance in between partners can create perceptions of opportunism, 

misinterpretation and misunderstandings rising suspicious and discomfort about lack of fairness 

(Katsikeas et al. 2009). Also, wrong handled information transmission of partner firms with 

psychic distance can raise confusion and make the decision making process more complex. This 

affects operational efficiencies and decreases trust (Katsikeas et al. 2009).  

 

2.7.1 Consumer Trust in E-commerce  

Trust must be considered when dealing with e-commerce (Beatty et al. 2011). In fact, if e-

commerce fails in delivering trust to customers then the business will be negatively affected 

(ibid). It is vital to have an understanding in consumer trust when developing e-commerce. It’s a 

must for a vendor site to arrange trust-building characteristics into their Web Sites. Online 

vendors need to know the characteristics that influence consumer trust and know how to use 

them to enhance consumer trust (ibid). 
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3      CONCEPTUAL FRAMEWORK 

 

The concepts from the theoretical framework in table 3.1 are mentioned and explained 

conceptually where definition of the theory is shown and also operationally which will illustrate 

the relevance between theory and its relevance to the research. 

______________________________________________________________________________ 

 

 

Table 3.1: Conceptual Framework 

Concept Conceptual Definition Operational Definition 

Cross-selling 

 

Cross-selling is defined as a the practice 

of selling additional products to existing 

customers by understanding customer 

needs through tracking customer 

information on demographics and 

preferences (Akçura & Srinivasan, 

2005; Sun et al. 2006). 

In this research Cross-selling 

has been used to understand the 

strategic way of selling 

additional products and its 

positive and negative aspects. 

Marketing 

Communication  

 

Marketing Communication is 

coordinated promotional messages 

through different channels. It includes 

Direct Marketing which is the practice 

of advertising to a selected group of 

consumers in order to set personalized 

relationships. It uses post mail, 

telemarketing, direct e-mail marketing, 

etc. It also includes Mass Marketing, 

which is advertising sent to an entire 

market utilizing mass distribution and 

mass media (Prins & Verhoef, 2007; 

Steenkamp & Gielens 2003). 

Marketing communications are 

aimed to advertise and contact 

customers to get information 

about their needs and 

preferences. Direct marketing 

communication is personalized 

and focuses on establishing a 

close relationship to get to 

know the customer better. Mass 

marketing is based on doing 

advertising on the whole 

audience to obtain broader 

product and brand awareness. 
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Concept Conceptual Definition Operational Definition 

Customer 

Relationship 

Management 

 

Customer Relationship Management is a 

system for managing company’s 

interactions with customers to establish 

a personalized treatment to insure 

customer retention and marketing 

effectiveness (Hutt & Speh, 2010). 

Customer Relationship 

Management is responsible for 

managing the customer 

information in the company. 

Brand Image 

 

Brand Image is the total sum of 

impressions that are held by consumers’ 

perception of the brand and associates it 

to the memory (Keller, 1993; Aaker, 

1991).  

Brand Image is the perception a 

customer has of a brand and its 

qualities. 

New Product 

Development 

 

New Product Development is defined as 

an innovation of a new or an existing 

product to provide customer with better 

solution. (Kim & Wilemon, 2002). 

New Product Development 

defines how a product is made 

starting from the idea and 

mentions customers’ 

involvement level. 

E-Business 

 

E-business also known as E-commerce. 

It refers to interactions of monetary 

transactions through the Internet (Wong 

et al. 2001). 

E-Business explains the success 

of company’s involvement in e-

commerce and the aspects of 

improvement. 

Trust 

 

Trust is defined as a concept that might 

depend from context to context. In 

Business context trust is referred as a 

critical aspect that has to be considered 

when establishing relationships which is 

strongly connected with reliability 

(Katsikeas et al. 2009; Beatty et al. 

2011). 

Trust is defined as a concept 

that strongly affects the quality 

of relationships between 

companies and its importance in 

communication. 
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4 METHODOLOGY 

 

This chapter starts with describing the research approach with deductive reasoning. The next 

phase describes the reason for choosing a qualitative research instead of a quantitative. 

Therefore the sampling part comes with a sampling frame but also a sample selection along with 

the case study of Electrolux Laundry Systems. The last phase is the qualitative criteria including 

content validity; construct validity, external validity and the reliability of this case study.  

___________________________________________________________________________ 

 

4.1 Research Approach 
To accomplish the purpose of this study the researchers can pick from different research methods 

and select the most suitable for their investigation. There are two main reasoning’s referred to as 

inductive and deductive, that are explained below (Bryman & Bell, 2007). 

 

4.1.1 Inductive vs. Deductive Research 

When it comes to research methods there are two main reasoning, inductive and deductive. The 

Inductive reasoning is appropriate as when researchers create specific observations and thereby 

innovates theories and generalize these based on the results of the observations. Deductive 

reasoning explained as a top-down approach where the researcher starts of from a general 

perspective and moves towards specifics. From literature gathering the researcher narrows down 

the topic of interest into a hypothesis that can be tested. The literature is then either confirmed or 

denied based on the researchers observations of the hypothesis (Sachdeva, 2009). A deductive 

research was chosen to this research as the empirical data were gathered by a test based on pre-

existing theory of our topic of interest. 

 

In this thesis the authors decided to take an inductive approach with theories such as cross-

selling, customer relationship management, e-commerce and marketing communication as a 

fundamental ground. These theories work as basis when the authors work with empirical data 

collection and analyzing the material.  Since the research questions were formed after gaining 

knowledge from theories, the deductive approach was suitable in order to answer the research 

questions and fulfill the purpose of the study. 
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4.1.2 Qualitative vs. Quantitative Research 

When collecting data to fulfill the purpose with the research one can separate the data depending 

on its nature, it can be quantitative or qualitative. Whereas the quantitative data is often 

translated into numbers, figures and amounts the qualitative data is often translated in to text, 

words and pictures (Christensen et al. 2001). The quantitative research method is usually 

formalized, highly structured and easy controlled by the researcher. Furthermore a quantitative 

research is generally recognized with a small amount of variables but a big number of units, 

which is very much the contrary to a qualitative research (Sanjeev, 2010; Sogunro, 2001). 

Furthermore the qualitative approach is normally of great use when it comes to providing 

meaningful insight into a specified situation. Then its much more simple to trace and see what 

statement came what origin (Sachdeva, 2009). 

The table below demonstrates the difference between a qualitative study and a quantitative study. 

It shows in what way the two types differ when it comes to aspects such as focus, purpose, 

involvement and sample design. 

 

Table 4.1: Distinctions Between Qualitative and Quantitative Research 

Research 

Agenda 

Qualitative Quantitative 

Focus Understand and interpret Describe, explain and predict 

Involvement High as researcher is participant 

and catalyst 

Researcher keeps himself away to 

reduce bias 

Purpose In-depth understanding, theory 

building 

Describe, predict and test theory 

Sample 

design 

Non-probability, purposive Probability 

Source: (Sachdeva, 2009 p.185) 
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With respect to the thesis purpose, to critically examine chosen Electrolux’s customers buying 

behaviors, the authors chose the qualitative approach as the research questions entail factors that 

are difficult to measure in a statistical way (Merriam, 1998). To get the best outcome of result to 

answer the research questions the authors needed individualized and detailed information from 

specific companies that are existing customers to Electrolux Laundry Systems. Additionally the 

information should be traceable to the original source. Furthermore an in-depth understanding of 

Electrolux Laundry Systems was acquired to be able to get better insight in how Electrolux 

Laundry Systems works with selling today and what they strive for in the future with new 

product line. 

 

4.2 Research Design 
There exist several different research designs, however the most common and frequently used 

are exploratory, descriptive and causal (Miles & Huberman, 1994; Yin, 1994). The descriptive 

research intends to describe data and characteristics of the phenomena being studied. It should 

provide answers to questions of who, what, where, when and how and is suitable when the 

research problem is clearly structured. The researchers should have great knowledge about the 

topic under investigation to use this approach (Miles & Huberman, 1994).  

 

The main difference between the descriptive and the exploratory research is that the exploratory 

is more flexible and has a less structured format. This approach is considered to be useful when 

the purpose is hard to separate, and if low understanding of the actual subject is to be taken into 

account. If the topic is new and do not have much previous investigations. Then the researchers 

strive to gain knowledge about a certain problem (Blumberg et al. 2005). The negative aspect of 

this tactic can however be that the outcome might not always be useful when it comes to decision 

making (Sachdeva, 2009). The third research design called causal research is questioning the 

relationship between variables and is grounded in expectations about how variables should be 

related (Pinsonneault & Kraemer, 1993). Across this ordinary approach the author examines if 

steering of one variable (the independent variable) powers another variables (the dependent 

variable) (Sachdeva, 2009). 
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The appropriate research approach for this research was descriptive approach as the research 

aims to investigate and describe consumer behavior and based on this information purpose an 

appropriate sales strategy. The exploratory design could have been applicable to this kind of 

project but the authors made a decision that the nature of the study was more towards a 

descriptive approach and therefore it was chosen. 

  

4.3 Data Sources 
When collecting data, researchers should have two different types in mind: primary data and 

secondary data. The methods can be utilized separately, or in combination to fulfill each other. 

Instead of enforcing the data gathering by author himself it is possible to use data that already 

has been done, which saves the researchers both time and costs. Hence a valid point to be made 

is that the fact that secondary data already has been used for a specific purpose and might 

therefore correspond less effectively to the current research (Yin, 1994). 

 

Primary data is identified as a first hand source, collected for the first time from a primary 

source. In cases when descriptive approach is conducted, by interviews for example, primary 

data is being collected. Primary data often provides the researcher with a better control, 

overview, understanding and insight into the topic, due to the direct contact with the sources. The 

consequences regarding primary data are that its very time consuming and require planning (Yin, 

1994). 

 

Secondary data can be identified as information that currently is available and has thereby been 

collected in advance from another context, and for other purposes (Christensen et al. 2001). 

There are two kinds of secondary data, known as external and internal. External secondary data 

are published for everyone to see for example sources on the Internet, any published data and 

standardized sources. Internal secondary data on the other hand can involve internal data from a 

firm such as record of sales, marketing research, price information, compiling of reports and 

feedback (Sanjeev, 2010). 

 

This research was highly depending on information that was up to date and specifically from 

Electrolux Laundry Systems customers that the research topic concerns. Due to these 
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requirements primary data was appropriate choice. The primary data was gathered through 

interviews both internally at Electrolux Laundry Systems and with nine companies that 

Electrolux Laundry Systems chose for the researchers to investigate.  

 

The data that the authors collected was about Electrolux Laundry Systems sales channels in 

terms of how their products are communicated to the market, along with how they want to 

present new offers to the market and what result they want by introducing the new products. To 

see how the company’s desires match with what the market thinks about them and how their 

marketing communication works today. In-depth interviews with existing customers were 

conducted to see what they think about the current situation, what works and what could be 

better. Also questions about the company and the brand in general were asked to gain 

understanding on the value of the brand for each customer interviewed.   

 

4.4 Research Strategy 
Eriksson and Wiedersheim-Paul (1997) have found three bigger research strategies to researchers 

proposal: surveys, experiments and case studies. Yin (1994) lifts up these aspects and ads two 

additional strategies used in social science that is history and achievable analysis.   

Deciding on a appropriate research strategy for a certain research can be guided by having three 

different conditions in mind, that are: the nature of questions that are asked, the amount of 

control the researcher have over the behavioral events and the level of focus on present situation 

instead of historical facts.     

 

Table 4.2: Describes Relevant Situations for Different Research Strategies 

Strategy Form of Research 

Questions 

Requires Control of 

Behavioral Events 

Focuses on 

Contemporary 

Events? 

Experiment How, why? Yes Yes 
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Strategy Form of Research 

Questions 

Requires Control of 

Behavioral Events 

Focuses on 

Contemporary 

Events? 

Survey Who, what, where, 

how many, how 

much? 

No Yes/No 

Archival 

Analysis 

Who, what, where, 

how many, how 

much 

No Yes/No 

History How, why? No No 

Case study How, why? No Yes 

        

Source: (Yin, 2009, p. 8)  

  

The experiment approach aims to confirm, verify, falsify or establish validity of a hypothesis 

where one or several variables are changed to determine the opposing effects. The purpose with 

the survey research is to create a statistical implication with help from a sampling of individuals 

from a population.  The third research strategy referred to as archival analysis, can be described 

as an observational method where as the researcher examines and controls the gathered 

documents or archives of the element of the analysis. The history research strategy has the 

purpose to collect, inspect and conduct an analysis of historical events. The fifth and last 

mentioned strategy is a case study, which clarifies a concentrated analysis of an individual, group 

or event (Yin, 2009)  

 

For this study the authors was choosing from conducting a data gathering with surveys, in-depth 

interviews or a mixture of both. After thoughts and considerations the choice landed upon a case 

study. In order to accomplish the purpose of this research the approach had to be qualitative and 

be based on primary data sources.  
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Specific information from Electrolux Laundry Systems was also required in order to get a better 

overview and understanding of the organization and from there be able to create appropriate 

sales strategy for spare parts. Due to on the nature of this research a case study with interviews 

was the most suitable path to take. Since the research time was limited, the mixture of having 

both a survey and making interviews no longer an alternative. 

  

4.5 Data Collection Method 
A case study has several different data collection methods. The purpose with data collection is to 

ask, watch and review (Merriam, 1998). The most frequent sources of evidence are showed in 

Table 3.3. All six sources identify different data collections and each and every one of the 

sources is linked to a muster of data or evidence.  

  

 

Table 4.3: Six Sources of Evidence: Strengths and Weaknesses 

SOURCE OF 

EVIDENCE 

Strengths Weaknesses 

Documentation - Stable -can be reviewed 

repeatedly 

- Unobtrusive 

- Exact- contains exact names, 

references and details of an 

event 

- Broad coverage –long span of 

time, many events and settings 

- Retrievability – can be 

difficult to find 

- Biased selectivity, if collection 

is incomplete 

- Reporting bias – reflects 

(unknown bias of author 

- Access – may be deliberately 

withheld 

Archival records - Same as those for 

documentation 

- Precise and usually quantitative 

- Same as those for 

documentation 

- Accessibility due to privacy 

reasons 
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SOURCE OF 

EVIDENCE 

Strengths Weaknesses 

Interviews - Targeted – focuses directly on 

case study topics 

- Insightful – Provides perceived 

casual inferences and 

explanations 

- Bias due to poorly articulated 

questions 

- Response bias 

- Inaccuracies due to poor recall 

- Reflexivity – interviewee 

gives what interviewer want to 

hear 

Direct 

Observations 

- Reality – covers events in real 

time 

- Contextual – covers context of 

“case” 

- Time consuming 

- Selectively 

- Flexibility – event may 

proceed differently because it is 

being observed 

- Cost – hours needed by human 

observers 

Participants 

Observation 

- Same as above for direct 

observations 

- Insightful into interpersonal 

behavior and motives 

- Same as those for direct 

observations 

- Bias due to participant 

observer’s manipulation of 

events 

Physical artifacts - Insightful into cultural features 

- Insightful into technical 

operations 

- Selectively 

- Availability 

Source: (Yin, 2009, p.102) 

  

When the authors had decided upon a case study as a research strategy, as a relevant option of 

data collection was interviews. Interviews are an important key and a common approach for 
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collecting data in qualitative studies (Merriam, 1998; Yin, 2009; Rubin & Rubin, 1995). An 

interview is further explained as a “conversation with a purpose” (Merriam, 1998). Interviews 

can be conducted individually or in groups. Both types of interviews have a defined place in 

qualitative research (Sachdeva, 2009).  

  

One type of case study interview referred to as in-depth interviews. In this kind of interview the 

researchers asks respondent about the related topic as well as the respondents opinions of the 

matter. In some situations the investigators can also ask the respondent to suggest own insight 

into certain occurrences. The researchers could then utilize those types of proposals as a ground 

for additional research investigation. This kind of happenings might affect the time limit of the 

interview and a second interview is therefore common (Yin, 2009).  Another type of interview 

when making a case study is called focused interviews (Merton et al. 1990). 

  

Normally a focus interview involves of six to ten participants that is led by a moderator. The idea 

with a focus group is for the moderator to lead the group into exchanging ideas, experiences and 

feelings of the chosen topic. Focus groups can be explained as an important tool regarding 

feedback towards new products and other various topics (Sachdeva, 2009). 

  

As previously mentioned this research needed specific information from different companies that 

are existing customers to Electrolux Laundry systems. Focus groups was not needed as the 

needed individualized information and the respondents, Electrolux Laundry Systems customers, 

would unlikely want to share information as they could be competitors. In-depth interviews with 

management staff at Electrolux Laundry Systems was conducted to get internal information 

about Electrolux Laundry Systems and the current situation of offering of accessories and 

consumables.   

  

4.6: Data Collection Instrument 
As previously mentioned, interviews are considered to be one of the most fundamental ways to 

collect data (Rubin & Rubin, 1995). Yet according to Yin (2009) there are several of weak 

statements linked to interviews that has to be considered before proceeding. It requires necessary 
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skills from the investigators to carry out a successful case study research. Training and 

preparation is often needed. 

 

Case study researches are known to be the most difficult type of researches due to the absence of 

repetitive procedures. Hence it’s highly essential that the investigator feels comfortable to the 

responsibilities of the study. This can be accomplished with training which includes how to form 

excellent questions, be a fine listener, be adaptive and flexible, how to avoid bias (Yin, 2009). 

 

When it comes to case studies active thinking is required from the researchers both before and 

after the interview. It’s essential to create relevant questions and to build up a good professional 

dialogue (Yin, 2009). From a research point of view it is vital to interpret the information being 

collected and be able to see if the information is similar to other or if it happens contradicts. For 

this research there was discussions between the researchers both after and before the interviews, 

to be sure that the information was relevant and to observe information those researchers missed 

out on. There were also discussions to be sure that the researchers where consistent in terms of 

avoiding complications. The interview questions were created in beforehand for guidance and for 

the researchers to feel confident while interviewing. Each asked question was open for 

discussion. 

  

It’s stated that characteristics of a good listener is to be able to receive and conform a large 

amount of information without any bias. It is important to capture exact words of the interview 

and for the researcher to understand the connection of how the interviewee apprehends the 

world. Less successful listening skills conclude in information being missed out, as the 

interviewer is unable to capture the information that is said between the lines. A closed mind and 

bad memory could also have negative influence of the interview. It is common for case studies 

not to lead to the way the researchers had planned (Yin, 2009). 

  

The respondent generally wants to give a good impression and don’t want to loose face. This 

might result in that instead of telling the truth the respondent might change the answer in order to 

be apprehended in a better way. These situations are common in face-to-face interviews or on 

interviews over the phone (Sachdeva, 2009). 



  
 

43 

When the interviews were carried out the researchers had prepared of respondents bias. As 

mentioned it is essential to listen and to be able to draw conclusions and not miss out on 

information. In case of missed out information, follow-up questions were asked for detailed 

information concerning the answer or statement. The data collection started with in depth 

interviews with management staff at Electrolux Laundry Systems. The purpose with the 

interviews was to get a better insight in how they currently operate within the division of 

accessories and customable, and afterwards also interviews with Electrolux Laundry Systems 

customers were conducted, which were necessary in order to gather information about 

communicational aspects. 

 

4.6.1 Pretesting 

The last preparation before collecting the empirical data is to do a pretest, a so-called pilot study. 

A pretest can be conducted regardless of what criteria the researcher establishes for sampling. 

Informants in the pretest might be extra complaisant and useful, the place might be geographical 

convenient or there might be an overflow of information. A pretest contributes improvements 

and adjustments to the data colleting plan, both regarding what data to collect and how to collect 

it (Yin, 2007).  

 

In order to be prepared for the interviews, the authors of this thesis did one test-interview with a 

company other then the ones interviewed for this study, in order to see the outcome and correct 

questions if needed. The company interviewed was Östra Blekinges Räddningstjänst. The person 

interviewed was Lars Pålsson. The outcome of those interviews showed that instead of asking 

fourteen questions as planned it was just necessary to use ten, since some of the questions were 

recognized and answered in the same way.    

 

4.6.2 Interview Guide 

In table 3.4 the main concepts, understanding the customer, communication with the customer 

and brand communication are divided in to the theoretical framework where the questions asked 

have their roots.  It also contains the name of the companies interviewed. 
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Table 4.4: Interview with Electrolux’s Customers 

Main concepts Theory Interview Questions Interviewees 

Understanding the 

Customer  

Cross-selling, Value 

Assessment, 

Customer 

Relationship 

Management 

Question 1,2,3,4, Scandic Hotel 

Värnamo, 

Värnamo 

Municipality, 

Ekdahls Länghem, 

Communication with 

Customer 

Direct Marketing, 

Mass Marketing, 

Product 

Development, E-

business 

Question 5,6,7,10 Ljungbybostäder, 

Ljungby Lasarett, 

Elderly Homecare 

Ljungby, 

Tekniska 

Brand 

Communication 

Branding, Cross-

selling, Mass 

Marketing, Direct 

Marketing 

Question 8,9 Förvaltningen 

Ljungby, 

Ljungby 

Municipality. 

 
 

 

4.7 Sampling 
A sampling frame is described as the listing that includes the research population. Before 

choosing the frame it is essential to have a defined research population (Ruane, 2004). In this 

research a deliberate convenience sampling was used. A convenience sampling is refereed to as 

any readily available individuals as participants (Sachdeva, 2009). 

 

As this study is relented to Electrolux the manager had some population in mind. 

 

• Electrolux Laundry Systems employees in Ljungby. 

• Existing customers of Electrolux Laundry systems. 
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This group of people have a solid relationship, one knowing the market and the customer, the 

other aware of products available on the market but choses Electrolux due to criteria’s such as 

good customer care and variety of products to suit every laundry activity.   

  

4.7.1 Sample selection 

The population that the authors studied in this research were all using laundry equipment either 

full time or as a part of their daily work. The companies were mainly based in the Kronoberg 

region, which is in the southwest of Sweden. A half of the companies are from the private sector 

and municipalities own the other half. The contact persons were informed beforehand about the 

research via e-mail first and secondly via telephone.   

The table below shows name of the companies with brief information about them and describes 

their activity shortly, but also the contact persons that where interviewed are presented. 

 

Table 4.5: Interviewee Information (Electrolux customers) 

Company Name Company Information Activity Contact Person 

Scandic Hotel 

Värnamo 

 

Hotel chain that is the 

market leader in the 

Nordic countries. 

Offering hotel rooms 

with laundry activity 

in-house. 

Kåre Johansson 

Värnamo 

Municipality 

A young municipality 

in the Smålands 

region formed In 

1971. 

Responsible for care 

homes in the region. 

Peter Jakobsson 

Ekdahls Länghem A company that sells 

working clothes to 

other companies. 

Distribution and 

laundry care of 

working clothes. 

Marcus Ekdahl 

Karlshamns 

Municipality 

A municipality in 

Kronoberg, that is 

responsible for 

schools, healthcare 

and elderly homes. 

Managing the welfare 

system in the region. 

Pelle Karlsson 
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Company Name Company Information Activity Contact Person 

Ljungbybostäder Owner of different 

properties for private 

rental. 

Renting’s of 

apartments in Ljungby 

region. 

Barna Benedek 

Ljungby Lasarett A hospital in central 

Ljungby with 

emergency care. 

In-house laundry as 

part of the activities. 

Anders Eriksson 

Elderly Homecare 

Ljungby 

The company runs a 

facility where older 

people move to live. 

Cooking, laundry and 

minor care activities. 

Nihad Hodzic 

Tekniska 

Förvaltningen 

Ljungby 

Part of Ljungby 

municipality with an 

own organization. 

Responsible for civil 

protection, diet, water, 

sewer, sanitation, and 

street/park property 

management. 

Johan Mansfeld 

Ljungby 

Municipality 

Located in Kornberg’s 

state. Makes home for 

about 16000 

inhabitants, with 

multinational 

companies. 

Responsible for 

schools and health 

care for old people, 

water and sewer, 

streets and parks, 

swimming and sports 

fields. 

Carl-Fredrik Ledin 

Source: Interviews, Appendix  

 

4.8 Data Analysis Method 
The data analysis purpose is to sort out and compile the large quantity of information received in 

the data gatherings for the information to address the research questions, purpose and so that 

conclusions can be made (Oghazi, 2014).  

 

As mentioned before, in this thesis the authors chose to use a qualitative research approach both 

because of the fact that the customers of Electrolux Laundry Systems are in the B2B segment 
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and because it was the best approach since broad information from each source was needed to be 

able to answer the research questions properly. Analyzing of the data took the authors back to the 

theories collected to see what theories from the area of research corresponds to the data 

collected, in order to be able to draw conclusions.   

  

 4.9 Quality Criteria 
There are four tests that are often used in order to determine good level of quality for empirical 

social researches. Case studies are considered as of such research (Oghazi et al. 2012; Yin, 

2009). This states which of the tests shown in Table 3.6 is relevant for this research, with the 

exception of internal validity that is only suitable for explanatory or causal research and not for 

descriptive research (Philipson & Oghazi, 2013; Kidder & Judd, 1986). Table 3.6 further lists the 

four frequently used tools and the preferred case study tactic for each one. 

  

Table 4.6: The Four-Commonly Used Tests for Case Studies 

TEST Case Study Tactic Phase of research in which 

tactic occurs 

  

Construct validity 

  

- Use multiple sources of 

evidence 

- Establish chain of evidence 

- Have key informants 

review draft case study 

report 

Data collection 

 

Data collection 

  

Composition 

  

Internal validity 

  

- Do pattern matching 

- Do explanation building 

- Address rival explanations 

- Use logic mod Electrolux 

Laundry Systems 

Data analysis 

Data analysis 

Data analysis 

Data analysis 
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TEST Case Study Tactic Phase of research in which 

tactic occurs 

  

External validity 

  

- Use theory in single-case 

studies 

- Use replication logic in 

multiple-case studies 

Research design 

 

Research design 

  

Reliability 

  

-Use case study protocol 

-Develop case study 

database 

Data collection 

Data collection 

Source: (Yin 2009, p. 41) 
 

  

In investigations a common raised question is if the researchers are measuring what they 

intended to measure, this is called validity (Oghazi, 2009; Sachdeva, 2010). According to 

Whittemore et al. (2001) validity standards are more difficult to achieve in a qualitative study 

than a quantitative research, as the qualitative research is more intangible and ambiguous. 

Thereby it is harder to establish quality. 

  

4.9.1 Content Validity 

About establishing content validity, Dariush (1999) suggests that the researchers must prove that 

the measurements are linked to the purpose and the research questions. To ascertain content 

validity one examines the content to define if it truly represents the phenomena that the 

researchers measured (Oghazi, 2013). 

  

The supervisors of the researchers on this study looked through the interview guide, as they are 

highly knowledgeable in the area and has a broad insight of marketing research that the authors 

was about to conduct. Thereby content validity is established. 
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4.9.2 Construct Validity 

Construct validity is especially challenging in case studies, as researchers often fail to develop a 

sufficiently operational set of measures (Shah et al. 2010; Yin, 2009). The construct validity for 

this research was assessed firstly by recording and writing down the answers of the interview 

questions, as source of evidence. The collected data was documented and can be traced back to 

the interviewee. In order to eliminate the social bias that can occur when doing in-depth 

interviews, at least two of the authors were present at the interviews.  

  

4.9.3 External validity 

External validity is related to whether generalizations within the conclusions that the investigator 

made are truthful. It regards if the same research would get the same outcome of result with other 

participants and in another place (Oghazi et al. 2009; Sachdeva, 2009). External validity has 

been an on going issue in case studies as critics state that single cases provides in a poor state of 

generalization. Thus critics often compare case studies directly with survey research, where 

sample has the purpose to generalize a larger scale. Survey research depends on statistical 

generalizations and case studies in contract rely upon analytical generalization (Mostaghel et al. 

2012; Yin, 2009). 

 

It will be difficult to generalize the outcome of this research to some extent, since the findings 

are mostly based upon Electrolux Laundry Systems organization and their customers. The 

exception however, is that some findings were unattached to the company and could be valid 

outside this frame. The overall information could also be valid for companies in the same area of 

business.  

  

4.9.4 Reliability 

The purpose of reliability is to eliminate and minimize bias and errors linked to the study (Yin, 

2009). Further it can be identified as consistent, and with repeatability. If the study results in the 

same results each time for the same measure, then it is deliberate to be reliable (Oghazi et al. 

2012; Sachdeva, 2009). 
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The authors understand that interviews affect the reliability of the investigation. Though the 

primary data gathered is of high quality as the Managers at Electrolux Landry Systems are highly 

aware of the fact that they need a new sales strategy in selling accessories and customable and is 

working actively with this on daily basis. Lastly the researchers accurately gathered and selected 

the data that was useful for the study to be of great value and quality thereby also verify 

reliability of the result.   
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5 EMPIRICAL DATA 

 

In this chapter the authors get together the data collected by the interviews. The information was 

gathered by assessing nine interviews with different B2B customers of Electrolux. Firstly, the 

interview with Electrolux is shown. Then the interviews with customers are described under 

three subheadings, which are the main part of this chapter: Understanding the Customer, 

Communication with Customer and Brand Communication. These are tended to help finding the 

answer of the research questions RQ1: What sales strategies can Electrolux Laundry Systems 

implement for additional products? RQ2: How can Electrolux Laundry Systems use 

communication when offering new products? RQ3: How could the communication affect the 

customers? RQ4: How could managers and employees perceive the sales perspectives of 

Electrolux Laundry Systems? 

______________________________________________________________________________  

        

5.1 Interview with Electrolux Laundry Systems 
As mentioned in the theoretical framework, a firm's overall sales strategy can be divided in 

minor strategies that are aimed to communicate the customer successfully. Electrolux Laundry 

Systems has already a stable sales strategy for professional appliances. According to the product 

manager for Accessories and Consumables, Electrolux Laundry Systems offer total laundry 

solutions, meaning that not only can a customer purchase a single product, but also they can 

purchase a full laundry solution. However the product manager tells that this solution offering is 

not being communicated systematically to either new or existing customers. As the situation is 

today, Accessories and Consumables are occasionally being sold to some of the existing 

customers through service staff such as technicians. They do this when visiting customers for 

maintenance appointments, annually scheduled checkups or if customer shows a need for a 

certain accessory. Also an important aspect that was pointed out was the fact that the competitors 

of Electrolux Laundry Systems do not offer these products. The uniqueness of Accessories and 

Consumables is that they are customized to fit with Electrolux machines, also the products are 

ergonomically designed to prevent injuries from daily laundry work and can make the working 

process more efficient (Millon, Dorotheé: Product Manager of Spare Parts, interview 2014-02-

11; Svensson, Carl-Johan: Business Intelligence Manager, interview 2014-02-11). 
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5.2 Interview with Electrolux’s Customers 
The following text presents interviews with Electrolux Laundry System’s B2B customers. These 

are in depth interviews with open-ended questions via face to face and via telephone that were 

recorded and later written in text, which are shown first in Appendix, and explained in Empirical 

data chapter. These are the nine customers that are analyzed below: Scandic Hotel Värnamo, 

Värnamo Municipality, Ekdahls Länghem, Ljungbybostäder, Ljungby Hospital, Elderly 

Homecare Ljungby, Tekniska Förvaltningen and Ljungby Municipality. 

 

5.2.1 Scandic Hotel Värnamo 

Scandic is the market leader hotel in the Nordic region with two hundred thirty hotels after 

purchasing the chain of hotels Rica. The total number of their employees is one hundred thirty 

thousand in all their hotels. They are also the most environmental friendly chain of hotel among 

their competitors in the Nordic countries. They focus in the care of the environment, social 

responsibility and accessibility. Scandic Hotels’ motto is: “Just one goal - your enjoyment!” (K. 

Johansson, interview, 2014-05-07) 

 

5.2.1.1 Understanding the Customer  

Kåre Johansson the Owner of Scandic Hotel Värnamo (2014-05-07) tells that the one of the most 

important factors in consideration when he chooses products is efficiency outcome that can meet 

his needs. These products have to run in high speed to make him safe time, do their labor 

providing quality, good service and they have to be easy to use so they can also be easy to teach 

to new personnel when using them. The reason why Johansson chose Electrolux is because it is a 

strong brand that will remain in the market for long time. …Scandic is a very strong hotel chain 

and we have to work with strong brands that don’t get lost in the attempt (K. Johansson, 

interview, 2014-05-07).  

 

Johansson considers that a new line of products such as Accessories and Consumables is a great 

idea and very suitable for customers like him. In the hotel branch, there are many accessories that 

are being used, and that can be developed every day. Johansson mentions wagons to transport 

clean laundry to the rooms of the hotel. They can be designed in more efficient ways. The Owner 

of Scandic Värnamo also considers that cross-buying would be much better for him, because it 
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would make him save time by making less calls to purchase from less suppliers. Time is money 

today. If I can do two phone calls left per day, then I earn some money (K. Johansson, interview, 

2014-05-07).   

 

5.2.1.2 Communication with Customers  

The communication with Scandic Hotel Värnamo has till now been made by phone. Its exchange 

of information is poor and they don’t really know the actual needs of Mansfelds business now. If 

they want to sell more products, they should ask me, they should look into it, in how to provide 

me a more efficient handling. That’s money (K. Johansson, interview, 2014-05-07). To 

understand more about how they use the machines and the things that could be perform, 

Electrolux should take a group of users, people who work with these stuffs in the hotels, as a 

consultative group (K. Johansson, interview, 2014-05-07).  Invitations to conferences each year 

to see the developing of Electrolux machines is also part of his recommendations (Johansson, 

Kåre: Owner of Scandic Hotel Värnamo, 2014-05-07). 

 

Catalogs help when looking into new products. But what would help his decision process would 

be invitations to showrooms or conferences. Johansson confesses: They should be more 

aggressive in their selling and in the way of selling machines, …you are selling a benefit, you 

are selling a feeling and then the product comes alone (K. Johansson, interview, 2014-05-07).  

 

5.2.1.3 Brand Communication 

When choosing a brand the Owner of Scandic Hotel Värnamo thinks about the care companies’ 

give to their customers, together with sustainability and environmental care. I am the old man, 

almost sixty. I think in one way. The new customer out there is going to think in a completely 

different way. They want to look in sustainability. They want to look how is a company working 

in society. Not only the hard stuff, not only the machine. I think when a young hotel director is 

going to look in laundry machines in x-year ahead he is going to ask himself: is this company 

doing good stuff, not harming the nature? My race is dying out, and your race is coming in. It’s 

a new era here. Companies cannot jump on the train and start working with this later. They are 

going to stay in the station in a couple of years when the train has left. They need to work now. 

They have to transmit that their brand stands for good things. Brands need to move together with 
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the changes. (K. Johansson, interview, 2014-05-07). There is a label called Svanen that 

companies get when they care about the environment. Johansson said that these labels would 

influence in the new era of customers when choosing to purchase a brand (Johansson, Kåre: 

Owner of Scandic Hotel Värnamo, 2014-05-07). 

 

So to speak, the loyalty factors towards the brand Johansson chooses are deliverance of security 

and honesty, and in the honesty includes sustainability. Another reason why Johansson chooses 

Electrolux, he explains: …if you own and drive a Volvo, you have the feeling you are driving a 

Swedish car, so when you have Electrolux you have the feeling you have a Swedish washing 

machine, or a Swedish refrigerator, and so on. You feel secure when you buy them you know 

what you get. It is like the people in our hotel rooms, they know what they are getting (K. 

Johansson, interview, 2014-05-07). The influences of brand heritage from brand strategy are at 

this moment influencing the Owner of Scandic Värnamo. Not only because it’s been use as a 

strategy by Electrolux, but because customers feel so already due to the many years the firm 

exist. Johansson says then that Electrolux has existed for many years, people have grown up with 

that brand at home. This brand means memories and feelings for them (Johansson, Kåre: Owner 

of Scandic Hotel Värnamo, 2014-05-07). 

  

5.2.2 Värnamo Municipality 

Värnamo is a young municipality formed at the end of 1971. The municipality is 1,380 km ². 

There is about 33 000 inhabitants and its population is steadily increasing. It is the second largest 

municipality in Jönköping County. Värnamo is located in the middle of the two roads E4 and 

Highway 27 crossing each other. It also meets the train coast-to-coast, from Kalmar to 

Gothenburg. Värnamo municipality's operations are divided into nine different administrations. 

The total number of are up to 2 500 people and the municipality's annual turnover is around SEK 

1.7 billion. (Jakobsson, Peter: Manager of Värnamo Municipality, 2014-05-12). 

 

5.2.2.1 Understanding the Customer  

Peter Jakobsson Manager of Värnamo Municipality (2014-05-12) mentions that the most 

important factors for him are to have machines with simple use. Jakobsson would like his 

machines to have pre-set programs so users can choose in between different washing programs. 
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It would be ideal for them to have washing programs that leave the laundry more humid or dryer 

according to the different needs they have for each occasion when washing their cleaning 

articles, such as mops. About service, Jakobsson dislikes that the service operator provided by 

Electrolux only gives service to Electrolux machines. Värnamo Municipality purchases machines 

from different operators and a more dynamic service from Electrolux to the different brands they 

have would be much helpful. We have a number of machines with another with another supplier, 

and Electrolux services don’t cooperate with them (P. Jakobsson, interview, 2014-05-12).  

 

Moreover Jakobsson purchases Electrolux, and considers their products have good quality, their 

relationship is good and the service they provide to their own machines is very well. But also all 

their other suppliers provide them with high quality products, relationship and service. Electrolux 

might be a bigger brand, but not necessarily the only best. We asked him about the use of 

additional products to facilitate his laundry process, and Jakobsson contested that they might be 

useful in areas such as: cleaning services, laundry rooms for lodging, housing and in healthcare 

centers. At the same time, these products might be suitable mostly for only Electrolux products, 

and as said before, they not only have machines under one brand, so Jakobsson believes these 

products might not be of much use for him (Jakobsson, Peter: Manager of Värnamo 

Municipality, 2014-05-12).   

 

5.2.2.2 Communication with Customers  

Jakobsson says that the communication with Electrolux works well and is personalized. It is an 

average of four times by phone, and two times by visits. They don’t need to change their 

communication because it has become balanced and it works well. There is only one contact 

person Värnamo Municipality has. It’s a salesman that has a broad knowledge of the products 

and who can even answer technical questions. People from the lab or the chemistry department 

supports the salesman when more technical answers are needed. Värnamo Municipality doesn’t 

makes much use of Electrolux website, but sometimes when they need a new machine they look 

for things that might suit them. The municipality mostly checks into catalogs. They also mention 

that Electrolux sends them some newest information and brochures by post, which they also look 

into (Jakobsson, Peter: Manager of Värnamo Municipality, 2014-05-12). 
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Jakobsson feels as an important customer, and says that every customer should feel treated as 

that. The reason of that is because Värnamo Municipality has the opportunity to express their 

selves directly to Electrolux whenever they have an idea. Jakobsson also shared an experience 

where they had the chance to help Electrolux to develop a new product for laundry equipment for 

kindergartens. Jakobsson tells that the Lego puzzles would get dirty and so kids would get sick 

due to them. Jakobsson suggested to wash the Lego puzzles in the washing machines. Electrolux 

then worked with some consulters in making a special plastic bag where the Lego pieces could 

be put in and then washed in the washing machine. Jakobsson enthusiastically tells that these 

products are being sold and other kindergartens are buying them now (Jakobsson, Peter: 

Manager of Värnamo Municipality, 2014-05-12). 

 

5.2.2.3 Brand Communication 

When the municipality looks for a brand, they seek for one that could transmit them good price 

and good quality. But the way they choose the brands they purchase is by a bureaucratic law 

processes. We have to follow some bureaucratic law processes where we must choose different 

products from different brands under some requisites. Then we make a price comparison in 

between the different suggestions we have got. (P. Jakobsson, interview, 2014-05-12). Only 

Electrolux machines can’t be bought. It’s under law that the municipality has to buy more than 

one brand for their business. However Värnamo Municipality keeps their eyes in more 

competing companies when choosing them. Then they make a comparison between the different 

supplier’s machines to the requisites the municipality is asking for. If the machines match the 

requirements then products are purchased. These requirements vary depending on the need. As 

Jakobsson mentioned before, one of his criteria when looking for a brand is price, when seeking 

for price Jakobsson won’t get an Electrolux machine because they are among the most expensive 

in the market. That is one of the reasons why they choose other brands too (Jakobsson, Peter: 

Manager of Värnamo Municipality, 2014-05-12). 

 

5.2.3 Ekdahls Länghem  

Ekdahls Länghem is a company located in Länghem, company cleans and sells clothes and is a 

customer for Electrolux for less than a year. (Ekdahl, Marcus: Owner of Ekdahls Länghem, 

2014-05-07). 
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5.2.3.1 Understanding the Customer 

For Ekdahls Länghem company it is very important that the products are of a good quality and in 

case something happens then the service will be provided fast so the machines would be able to 

operate again. If there would be something to improve the only factor that Ekdahl mentioned was 

that another machine would have been chosen, which also shows weight of clothes. The reason 

why Electrolux was chosen is because this company was the only one that could provide with 

good service, this factor is considered to be very important. The owner of Ekdahls Länghem also 

mentioned that he would try to get some of the Accessories and Consumables to see how these 

products could benefit and specifically consumables, because company who makes the products 

also probably knows what is better for their products. (Ekdahl, Marcus: Owner of Ekdahls 

Länghem, 2014-05-07). 

 

5.2.3.2 Communication with Customers  

 Ekdahl was positive about the communication aspect between companies and evaluated it as 

good, so far no suggestions can be made of a way how to improve the communication because 

Electrolux is a supplier for nearly a year and in this time there is not much that can be improved 

in a relationship, meaning that it is hard to judge just yet. Some website improvements could be 

made because it doesn’t seem completely fulfilling its purpose, It doesn't seem so good I don't 

know what exactly but I didn't really like something (M. Ekdahl, interview, 2014-05-07). When 

there is a need for a product Electrolux is contacted not the other way around, in case there is a 

problem or other difficulties Ekdahls Länghem is always the one who gets in contact with the 

supplier. So far Electrolux hasn’t contacted Ekdahls Länghem to ask if things are running well 

with the products, but then again, as mentioned before, companies are not working together for 

long. (Ekdahl, Marcus: Owner of Ekdahls Länghem, 2014-05-07). 

 

5.2.3.3 Brand Communication 

For Ekdahls Länghem, brand, didn’t matter much because the company had a washing machine 

with a different name before and judging by its quality the owner of Ekdahls Länghem contacted 

the same company and it turned out to have changed its name to Electrolux. For company that 

doesn’t purchase machines often loyalty principle is simple, when products are freshly bought 

and will be used for at least next five years there is no plan for getting a new product. Electrolux 
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is the only company that offered service after the purchase, and that is why Ekdahls Länghem 

will stay loyal to Electrolux  (Ekdahl, Marcus: Owner of Ekdahls Länghem, 2014-05-07). 

 

5.2.4 Karlshamns Municipality  

Karlshamn Municipality is a municipality in Kronobergs state. Karlshamns municipality consists 

of Karlshamn and several small towns that are located near. It is responsible or schools, health 

care for elderly, water, sewer streets and parks, swimming and sports fields. (Karlsson, Pelle: 

Manager of Karlshamns Municipality, 2014-05-05) 

 

5.2.4.1 Understanding the Customer 

Manager, Pelle Karsson (2014-05-05) explained that there are few very important factors when 

choosing the company to work with and one of them is that the supplier has to provide 

Karshamns municipality with the right products. Advantage has the products with long lifetime 

expectancy, which leads to the importance of quality, because in that case it would create savings 

because of the products long lifetime. Another important factor that is taken into consideration is 

fast service. It was pointed out that good service availability was something that other companies 

couldn’t offer. When it comes to the new product line of Electrolux, Accessories and 

Consumables. Pelle Karsson in the interview (2014-05-05) stated: It could improve and make 

washing and drying easier in my opinion. Important to notice though that it is not only Karlssons 

decision to make. 

 

5.2.4.2 Communication with Customers  

Karlshamns municipality is satisfied with the communication with Electrolux because of the 

reason that Electrolux books meetings and contacts Karlshamns municipality in many other ways 

too. The meetings are so called information meetings where important information is exchanged 

about future plans and also about the products that might be interesting. The municipality of 

Karlshamn is happy about the fact that it has a contact person that knows the situation and 

municipality’s organization, instead of explaining the needs every time when contacting new 

salesperson. Electrolux website could have some improvements, because sometimes it is difficult 

to find the necessary information about the products (Karlsson, Pelle: Manager of Karlshamns 

Municipality, 2014-05-05). 
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When there is a need for a new product municipality contacts Electrolux. After that a meeting is 

set up, where Electrolux presents their available offers. Municipality is satisfied with the 

communication because it is different than if a company just sends booklets or tells about the 

offers through phone. Electrolux actually invests time to find the best solutions, and also by 

visiting Karlshamns municipality (Karlsson, Pelle: Manager of Karlshamns Municipality, 2014-

05-05). 

 

5.2.4.3 Brand Communication 

When it comes to brand influence for Karlshamns municipality it didn’t matter because it just 

receives offers that are being looked through, the decision is made only leading by the offers 

made and comparing them. Because of this reason Karlshamns municipality is not using only 

Electrolux products but also products from other companies, basing everything on the needs of 

the municipality. In this case relationships or loyalty cannot play any role even if municipalities 

personnel wanted it to (Karlsson, Pelle: Manager of Karlshamns Municipality, 2014-05-05). 

 

5.2.5 Ljungbybostäder  

Ljungby Bostäder is largest housing company in Ljungby municipality that has over 1200 

apartments and 170 rooms in four different towns including Ljungby with a turnover of 

approximately 85 million SEK. Ljungbybostäder has been working with Electrolux for more 

than ten years (Benedek, Barna: Operating Manager of Ljungbybostäder, 2014-05-08). 

 

5.2.5.1 Understanding the Customer  

The reason why Electrolux is the chosen supplier as Benedek mentions is because Electrolux is a 

local company and together both companies have developed a good long-term relationship. Also 

according to Benedek, Electrolux has the products with the highest quality even though for 

Ljungbybostäder as a housing company the most important aspects are security for their 

customers and comfort, which is why Electrolux has developed a new booking system for 

Ljungbybostäder and the company is slowly implementing it. Electrolux fixed the only problem 

that occurred already, by developing a solution for it. The line of Accessories and Consumables 

are already products that Ljungbybostäder is using and slowly acquiring for their buildings, and 

so far company is satisfied with them (Benedek, Barna: Operating Manager of Ljungbybostäder, 
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2014-05-08). 

 

5.2.5.2 Communication with Customers  

Communication with this company was different than with most from Electrolux side, because 

Benedek mentioned that a contact person calls or visits at least once every two months to find 

out about the satisfaction of products and also Electrolux informs about the news. Benedek is 

very satisfied with the communication but in his opinion there could always be improvements for 

example Electrolux website, because Ljungbybostäder is ordering Electrolux products through a 

different website (Benedek, Barna: Operating Manager of Ljungbybostäder, 2014-05-08). 

 

Unlike other companies Ljungbybostäder see themselves as important customers to Electrolux, 

because they are the leading housing company in the city. Benedek explains that when 

Electrolux has a new offer a call is being made and meetings are set or, in other cases 

Ljungbybostäder meets Electrolux in trade-shows to get to know about the news and future 

plans, and after Electrolux helps the company to come up with new solutions but not the other 

way around. (Benedek, Barna: Operating Manager of Ljungbybostäder, 2014-05-08). 

 

5.2.5.3 Brand Communication 

Operating Manager of Ljungbybostäder Benedek (2014-05-08) in the interview stated that: The 

brand mattered in only case that it was a local brand but other than that I can’t really say if it 

did influence us, meaning that it was more that Electrolux itself was based in a very close 

location, and together these companies have been working for many years and the relationship 

have become very close and strong. Concluding that companies were working together even 

before the development of a strong brand and when Electrolux used to have a different name 

(Benedek, Barna: Operating Manager of Ljungbybostäder, 2014-05-08). 

 

5.2.6 Ljungby Hospital  

Ljungby Hospital is a hospital with a medicine, surgery and psychiatry, also belongs to the state 

of Kronoberg. Medical emergency treatment and support is available twenty-four hours a day. 

Ljungby Hospital has been working with Electrolux and also their competitor products for 
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multiple years. (Eriksson, Anders: Technician, purchasing responsible for Ljungby Hospital, 

2014-05-14) 

 

5.2.6.1 Understanding the Customer 

For Ljungby Hospital it has always been the main aspect for the clothes to be washed with high 

quality and good speed, but even now hospital has to send the nurse clothes to another company 

that would wash them because the volume of clothes is just too high to wash them all at the 

hospital. Also the energy saving aspect matters because it is a requirement when purchasing 

machines. Eriksson concludes that Electrolux strong side is the big machines that can wash large 

volumes, but competitors have better small machines that also are needed by the hospital. In 

difference Electrolux service is much closer and better than others can provide (Eriksson, 

Anders: Technician, purchasing responsible for Ljungby Hospital, 2014-05-14). 

 

About Accessories and Consumables, the technician and purchasing responsible Eriksson (2014-

05-14) states: I don’t know if we would buy it from them, it is difficult for us, we have rules that 

we need to follow. Meaning that it is a long and complex decision at the first place because they 

have contracts with other companies about similar things and possibly it is not even possible for 

them to purchase these side products from Electrolux. The second aspect is the actual importance 

and the benefits Accessories and Consumables could give, might even be that they are not of a 

big importance for the hospital (Eriksson, Anders: Technician, purchasing responsible for 

Ljungby Hospital, 2014-05-14). 

 

5.2.6.2 Communication with Customers  

Communication between companies happen in a way that hospital contacts Electrolux but 

Eriksson can’t recall that Electrolux would have called and asked if Ljungby hospital is satisfied 

with the products. Representatives of the companies meet at trade-shows where they find out the 

newest information about Electrolux products, and then also is discussed more personal and 

specific interests. Other than that they have a phone number for a sales person at Electrolux that 

already knows and has worked with Ljungby hospital for a while (Eriksson, Anders: Technician, 

purchasing responsible for Ljungby Hospital, 2014-05-14). 

Eriksson pointed out that competitors were better at building relationships because they visit 
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them time-by-time and ask about the products but otherwise hospital can’t complain about 

communication all. For Eriksson, personally, website matters a lot when he searches for 

information, but it is hard to recall if Electrolux website was easy to understand or if it was a 

good website. Judging by the interview Eriksson didn’t seem to think that they are important 

customers for Electrolux, and Ljungby hospital didn’t feel like one either because the only time 

when communication happens is when the hospital contacts Electrolux (Eriksson, Anders: 

Technician, purchasing responsible for Ljungby Hospital, 2014-05-14). 

 

5.2.6.3 Brand Communication 

For Eriksson personally brand influenced him and partly the decision itself because Electrolux is 

a Swedish brand and also an old brand, that is why perceived to have products with good quality, 

also because the brand is Swedish, it created the feeling of safety when it comes the products. 

The reason why hospital is loyal to Electrolux is because Eriksson feels like they are supporting 

something that is their own, because it is a brand located in the same city, also because the 

reason that Electrolux is close means that it is always possible to acquire service or spare parts 

(Eriksson, Anders: Technician, purchasing responsible for Ljungby Hospital, 2014-05-14). 

 

5.2.7 Elderly Homecare Ljungby 

Elderly Homecare Ljungby is a house, which includes 40 rental apartments where the staff takes 

care of old people, they are also equipped with restaurant for residents, fitness facility and 

appropriate areas for homecare and assisted living. And as a customer for Electrolux they have 

been only for ten months (Hodzic, Nihad: Sections Manager of Elderly Homecare Ljungby, 

2014-05-14) 

 

5.2.7.1 Understanding the Customer 

Hodzic emphasizes that for the business of elderly housing, quality is the main concern because 

the people that are living there usually have old clothes and if the washing machine ruins them 

then Elderly Homecare Ljungby has to cover their expenses. Hodzic is happy with Electrolux 

service availability because they are located in the same town, meaning that it takes no time for 

Electrolux to come and fix the machines in case own technicians can’t do it. Also clearly was 

explained that there is no urgent need for getting Electrolux Accessories and Consumables 
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because it is something extra and not a primary need, and at current moment there are concerns 

involving the budget that is why price would matter a lot (Hodzic, Nihad: Sections Manager of 

Elderly Homecare Ljungby, 2014-05-14). 

 

5.2.7.2 Communication with Customers  

Elderly Homecare Ljungby is very pleased with the communication aspect because that it is very 

personalized and company has a contact person from Electrolux that knows the situation and the 

problems, instead of calling through reception, they can call the contact person directly. When 

there is a need for something they always contact Electrolux but so far Electrolux hasn’t 

contacted first. Hodzic pointed out that it is actually a good thing, but it would be good that 

Electrolux would call once a in a half a year to find out how the customer is dealing with their 

products (Hodzic, Nihad: Sections Manager of Elderly Homecare Ljungby, 2014-05-14). 

  

5.2.7.3 Brand Communication 

When choosing products, brand mattered, because for Hodzic, Electrolux brand represents 

quality, local company. And that is why Electrolux at the first place was already perceived as a 

possible supplier for the company. Reason for keeping Electrolux as a supplier instead of another 

company is because so far they have provided Elderly Homecare Ljungby with the most 

important concepts: quality, price and service (Hodzic, Nihad: Sections Manager of Elderly 

Homecare Ljungby, 2014-05-14). 

 

5.2.8 Tekniska Förvaltningen 

The Public Works Department is responsible for civil protection, diet, water, sewer, sanitation, 

and street/park property management. The administration also sells plots and manages land 

issues. The responsible committee is the municipal government. The management consists of 

seven departments and has approximately 230 employees, of which almost 196 are working 

outside the municipal building. The department is responsible for technical management 

administration, municipal technical inquiries, sales of residential and industrial land as well as 

rents and security consulting. The department is also responsible for the design of streets and 

water protection (Mansfeld, Johan: Property Manager of Tekniska Förvaltningen, 2014-05-15). 
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5.2.8.1 Understanding the Customer 

In the interview with Tekniska Förvaltningen, the authors get to know that having Electrolux as a 

local business, located in the same city influences the managers decision criteria. Johan Masfeld, 

Property Manager of Tekniska Förvaltningen tells that they have always had good experiences 

with Wascator (Wascator used to be one of the brands of Electrolux). They have good machines, 

and they have a long live time, which is what I consider the best of it (J. Mansfeld, interview, 

2014-05-15). Other factors that are under Tekniska Förvaltningens criteria are: economy, 

lifetime, service nearby, and green thinking. Mansfeld tell the authors that when they are decided 

to buy a machine they set a budget related to the expected time the machine will live. If the 

product stays longer than the estimated time, then it means it’s a good machine and will show 

profit. In difference to their competitors Mansfeld considers that Electrolux is located in town 

and their products outlast longer (Mansfeld, Johan: Property Manager of Tekniska 

Förvaltningen, 2014-05-15).  

 

According to Johan Mansfeld, Property Manager of Tekniska Förvaltningen (2014-05-15) 

Accessories and Consumables of Electrolux, Tekniska Förvaltningen considers that it might be 

necessary when constructing a new building. They say it’s a good affair to get a whole solution 

from one same company, where they can get to reduce square meters of a laundry room and gain 

efficiency. They also made a suggestion about the speed of the machines. The company has 

heard that the new sustainable or environmental friendly machines have a lower labor speed than 

the not environmental friendly machines. This happens because the use of energy is less, so the 

machine has to work for more time. The green machines take longer time; the laundry process is 

longer then. Sometimes we face this dilemma in between time and the green thinking. This is not 

just Electrolux; it’s an overall problem (J. Mansfeld, interview, 2014-05-15).  

 

5.2.8.2 Communication with Customers  

Mansfeld tells that there is a good business and good relationship with Electrolux. The way 

Electrolux gets information from Tekniska Förvaltningen is by phone calls, when Mansfeld calls 

them due to some need they are having, and this happens more often when they are building new 

buildings. In difference to the other interviews, Mansfeld said that they don’t have a direct 

personal contact with one single salesman. They call the main office and ask to be contacted to a 
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salesman. The salesman doesn’t necessarily need to be somebody that has helped them before. 

Tekniska Förvaltningen do so due to the little time they have to wait for a specific person to 

answer. As the other interviewees, Mansfeld also considers that wasting time is losing money 

(Mansfeld, Johan: Property Manager of Tekniska Förvaltningen, 2014-05-15). 

 

Tekniska Förvaltningen uses Electrolux website only sometimes when they are looking up for 

solutions ideas, when constructing new buildings, or new laundry rooms. They don’t see into 

catalogs much. They rather get ideas from the websites and from consulting salesmen at 

Electrolux. One of Mansfeld recommendations to Electrolux is to upload many total laundry 

rooms solutions so they can choose in between the ones that suit their needs the most (Mansfeld, 

Johan: Property Manager of Tekniska Förvaltningen, 2014-05-15). 

 

As said by others interviewees Tekniska Förvaltningen also feel they are important customers to 

Electrolux. Their reason is because Electrolux have been using their laundry rooms mounted 

with Electrolux products to show to other interested customers who want to see the products in 

real life. Mansfeld also thinks they have contributed with ideas, due to the different requirements 

their buildings have. They are glad to mention that once Electrolux provided them with a new 

product, and they were the first customers in trying that new machine. The authors asked on how 

that approach to sell this product was made and Mansfeld answers that some salesmen in 

Electrolux maintain a close contact to employees in his company. That way the product was sold. 

They recognize then that having a good relationship and keeping in contact is very important for 

both parties. It is sort of a business partnership, if Electrolux is doing well, his company is doing 

well and the other way around (Mansfeld, Johan: Property Manager of Tekniska Förvaltningen, 

2014-05-15). 

 

5.2.8.3 Brand Communication 

Johan Mansfeld, Property Manager of Tekniska Förvaltningen (2014-05-15) mentions that when 

seeing the Electrolux logotype it makes him feel home. It is a Swedish old brand, and transmits 

positive feelings to him. Mansfeld knows they have good products, and confesses that it would 

be great if all his products were Electrolux and nothing else than that. This is because for him 

Electrolux stands for quality. As the other interviewees mentioned as well, the brand of 
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Electrolux makes people feel secure, with products of quality and of long lifetime. This is 

because people have had positive experiences with Electrolux. If Mansfeld would see a new 

unknown brand in the market then he wouldn’t buy it. When I buy a washing machine I think 

about the costs of lifetime, and the costs of reparations of each year. If you buy a cheaper 

machine the time of reparations per year may be higher, and then the total cost becomes much 

more expensive (J. Mansfeld, interview, 2014-05-15).  

 

5.2.9 Ljungby Municipality 

Ljungby municipality's is located in Kronobergs state. It is an area located in the province of 

Småland in southern Sweden. The Ljungby municipality consists of the town of Ljungby and 

several small towns that are fairly close to the city. Its population is of twenty seven thousand 

people, and they are two thousand companies located there too. Ljungby municipality is 

responsible for schools and health care for old people, water and sewer, streets and parks, 

swimming and sports fields (Ledin, Carl Fredrik: Purchasing Manager of Ljungby Municipality, 

2014-05-14). 

 

5.2.9.1 Understanding the Customer 

As mentioned before, municipalities do their affairs through the law LOU, which stands for law 

on public procurement. Here Ledin explains more in detail about how this transaction, which is 

also used by other municipalities is made. They make announces with specific requirements on a 

database which is sent to the whole Europe. The different suppliers answer back, telling about 

their offers. The municipality goes then through an evaluation criterion. The factors influencing 

the municipalities’ criteria are among the following ones: price, quality, sustainability, working 

relationship inside the company, also; they are not allowed to have kids working. It is about the 

whole process when producing their products. The factors they more specially see in acquiring a 

machine are: good quality process, which includes, good quality products, clean clothes, speed 

and environmental friendly products (Ledin, Carl Fredrik: Purchasing Manager of Ljungby 

Municipality, 2014-05-14).   

 

Ledin makes also mention of the formal requirements when choosing a company, they are: The 

suppliers can’t have debts in taxes, they cannot be in bankruptcy, no serious debts at all, they 
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must have an economy capacity, they must have references in similar assignments, the personnel 

must be competent, they must have a qualified management system, environment management 

system, capable to do a proper delivery time, they must accept when the assignment ends, 

qualified equipment, well treatment when explain thing, etc. One of the reasons why Ledin 

doesn’t purchase much of Electrolux machines, as mentioned before in the interview with 

Värnamo Municipality is because sometimes Ljungby municipality evaluation criterion might 

take in consideration price, and there they might opt to choose another brand rather than 

Electrolux, because they have higher prices (Ledin, Carl Fredrik: Purchasing Manager of 

Ljungby Municipality, 2014-05-14).  

 

5.2.9.2 Communication with Customers  

The communication between Ljungby and its suppliers goes through emails exchange, and by the 

use of a database. The municipality of Ljungby also gets into their suppliers websites when they 

are doing an inventory and want to see what the market is offering. The municipality’s needs are 

asked online where they meet different companies. Once they get into the decision process in the 

buying process their communication raises up, and it gets much personalized and more frequent. 

They exchange information by phone and by face-to-face meetings. The manager of Ljungby 

municipality feels the communication they are having with their suppliers is good because they 

know what they need, and they like that they call sometimes. But Ledin would like it to improve 

some aspects. Such as having a monitor that could track the whole process of deciding, buying 

and using of the products the municipality buys. Someone who helps them follow the process of 

their agenda, because there are a lot of requisites which Ledin usually needs help in following 

(Ledin, Carl Fredrik: Purchasing Manager of Ljungby Municipality, 2014-05-14).  

 

The municipality of Ljungby considers that a good communication and keeping in contact is 

important for a firm to maintain the good relationship with their customers. …I think that they 

develop products when we set requirements, they are somehow developing their products to 

match what we need. They have to manufacture according to us. It’s the way seller meets 

customers’ needs (C. F. Ledin, interview, 2014-05-14). Meaning that a good relationship benefits 

both parties. This happens when a business as the municipality asks for very specified 

requirements every once in a while, which keep changing all the time. This helps the suppliers to 
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keep a good line (Ledin, Carl Fredrik: Purchasing Manager of Ljungby Municipality, 2014-05-

14).  

 

The authors mention here two examples on how requirements help a company to develop. The 

need for more environmental products makes firms to think on new products who harm the 

environment less. Another requirement made by the municipality is to enforce worker rights; this 

improves a company’s internal labor development. Ledin knows setting requirements is good, 

because both parties and proximate firms evolve, giving the result of a more developed society 

and a less harmed environment. They develop products when we set requirements; they are 

somehow developing their products to match what we need. They have to manufacture according 

to us (C. F. Ledin, interview, 2014-05-14). Ledin knows that their requirements can’t be too high 

because then they won’t have any concurrence (Ledin, Carl Fredrik: Purchasing Manager of 

Ljungby Municipality, 2014-05-14). 

 

5.2.9.3 Brand Communication 

The manager of the municipality of Ljungby tells that when he chooses a brand, he does it due to 

a more personalized reasoning. Ledin relates the logotypes with the good marketing he’s been 

seeing on TV, and other sorts of advertising. He mentions Volvo, which gives him a feeling of 

home. Ledin enjoys seeing the commercials on TV with Swedish celebrities. He confesses that 

makes him proud of himself. Electrolux represents for him the city he lives in. Electrolux brand 

also stands for a traditional old Swedish brand which makes him feel secure with quality 

products (Ledin, Carl Fredrik: Purchasing Manager of Ljungby Municipality, 2014-05-14).  

 

The manager of the municipality of Ljungby in a personal question the authors made to him, 

Ledin admits that if it would be under his own decision, he would purchase products from both 

Electrolux and Miele because they both have good quality machines. Ledin wouldn’t buy a brand 

that he hasn’t heard about before, and neither the cheapest brand of the market because quality 

might be lower than the rest of the products, he ends (Ledin, Carl Fredrik: Purchasing Manager 

of Ljungby Municipality, 2014-05-14).  
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6 ANALYSIS  

          

Chapter five presents and assesses the data written in empirical data chapter in relation to the 

theory described previously in chapter two. Analysis logic is based according to the interview 

with Electrolux, where was stated the release of a new product line and evaluation of 

communication. Three factors will be discussed: Understanding the Customer, Communication 

with Customer, Brand Communication. At the end of the chapter the authors illustrate a pattern-

matching table to demonstrate similarities and dissimilarities in between the different 

interviewees regarding communication and information exchange. 

______________________________________________________________________________   

 

6.1 Understanding the Customer 
The name of the strategy regarding Electrolux desires to increase and spread the market of their 

new line of products is cross-selling. Cross-selling is the practice of selling and additional 

product or service to an existing customer. Which implies the use of information sharing, such as 

the practices of marketing communications, the use of interactive technology as e-commerce, 

and the development of customer intimacy (Akçura & Srinivasan, 2005). All this is required in 

order to be able to understand customers’ needs, to then cross sell them in a more effective way 

matching customer’s preferences. As mentioned before, Electrolux Laundry Systems offers 

complete laundry solutions, where customers can purchase a whole laundry solution instead of a 

single product. However the manager of spare parts Dorotheé Millon (Interviews, Appendix B) 

tells that their new line of products has no communication structure for their customers. 

According to the interviews made with Electrolux’s customers, concerning factors influencing 

decision, they have named multiple variables that should be taken into account by the supplier. 

 

The variables taking part in customers’ decision that were discussed on the interviews are: 

quality, time saving, service, relationship, long term savings, sustainability, price, law 

regulations, security and product simplicity. Where quality, service, price, sustainability and 

relationship were the most voted. All the interviewees evaluated quality as a highly important 

aspect when purchasing laundry products from Electrolux. All companies highlighted the 

importance of service availability. Six out of nine companies considered sustainability as an 
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important aspect. As expected many companies felt intimidated by price, for example some of 

them were affected by their budget boundaries, so they searched for other options. Price was also 

part of law regulations where five out of nine customers had formal law requirements in their 

decision criteria. Four out of nine companies mentioned the relevance of long-term cost savings 

when purchasing from Electrolux. Also the same amount of interviewees mentioned the dilemma 

of the importance of non-sustainable products with fast speed or sustainable products with 

slower speed performance (Interviews, Appendix D, F, H, I).  

 

According to Jakobsson, Karlsson, Benedeck and Mansfeld (Interviews, Appendix E, F, I, K), in 

cases when Electrolux keeps close relationships with them, they have felt important and secure. 

At the same time they felt their supplier was taking care of their needs, decisions, ideas, and also 

their technical service. Johansson & Mansfeld (Interviews, Appendix D, I) highlighted the 

importance of maintaining and nurturing a constant contact with customers, because it lets the 

supplier understand its customer needs. As the authors have understood, customer needs are in 

constant change, and the marketer must understand these changes.  K. Johansson, interviews 

(2014-05-07) said: The new customer out there is going to think in a completely different way. 

They want to look into sustainability. They want to look in how a company works in society, 

because we are in a time where things are changings, and customer change, and if you want to 

sell things you have to look on what customer wants. 

 

As mentioned in theory, cross-selling also helps to establish durable relationships between firm 

and customer (Morgan & Hutt, 1994). A close relationship will help the marketer to get 

information about market changes and customer changes. As mentioned above, today the 

customer looks for sustainability and cares about how manufacturing affects the nature and 

society. Therefore it is important for the marketer to have a long-term view, generate frequent 

contact and information exchange about customer’s regarding situation and preference changes, 

to enhance interrelation and long-term financial relationship (Sun et al. 2006; Vorhies et al. 

1999). Companies’ challenge is to understand customer needs and in order to do that they have 

to develop customer intimacy. Detailed customer information on demographics and customer 

preferences will be gathered to do so. Once such information is obtained, firms will better handle 

the data and see opportunities for cross-selling in more personalized way (Ansari & Mela, 2003; 
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Kamakura et al. 2003). At the same time when customers are clear in specifying their needs to 

the company, a much better and suitable offer will be given to them (Akçura & Srinivasan, 

2005). That’s why relationship marketing is used as a significant strategy, meaning that firms 

adopting cross-category loyalty focus less on customer acquisition, but large investments are put 

in CRM systems to facilitate cross-selling and to improve customer relationships (Mundt et al. 

2006). 

 

Accessories and Consumables are the new line of additional products from Electrolux Laundry 

Systems. These products are made to facilitate the laundry process, and also to be sold as a 

whole solution. Electrolux hasn’t started yet to communicate this line of products, and as 

mentioned above they don’t have a structured communication of how to do it (Interviews, 

Appendix B). Electrolux contacts their customers by phone, and most usually it is their 

customers contacting them when questions arise concerning products and services. The only 

action Electrolux Laundry Systems takes to promote their products is by the use of word of 

mouth from technicians to customers after every service visit, which is yet poor. According to 

the research conducted, about half of the customers believe that its a good idea to acquire 

Accessories and Consumables to their laundry activities, since they believe that its a convenient 

adding to the Electrolux equipment’s they already have. The idea of making one phone call to 

get all products they need rather than contacting other suppliers is appealing to the interviewees 

especially to Johansson (Interviews, Appendix D). The decision on choosing Accessories and 

Consumables of the other half of the customers is affected by law regulations and contracts with 

specific requirements that not always match Electrolux offers, and the remaining customers have 

an uncertainty on the product’s benefits being worth it’s price (Interviews, Appendix H, J,).  

 

6.2 Communication with Customers 
According to the interviewees highly evaluated was the importance of communication with the 

supplier, but at the same time two interviewees mentioned that they felt as if they had been 

forgotten. Scandic Hotel Värnamo and Ljungby Hospital (Interviews, Appendix D, L,) said that 

they don’t feel recognized as important customers because their purchasing volume is not very 

high. Ljungby Hospital explicitly mentioned that competitors were building a better relationship 

than Electrolux. Scandic Hotel Värnamo and Ljungby Hospital wanted to feel more recognized, 
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and receive more updates about products. They also suggested the idea of being invited to 

information conferences, and meetings. This way minor existing customers can also get notified 

about their supplier condition and future plans. By this, mass marketing communication suits this 

suggestion, where the group of existing customers, meaning customers that are less profitable 

and general audience can get a chance to learn about the firms products and service information 

(Prins & Verhoef, 2007). Four out of nine interviewed customers evaluated their relationships 

with Electrolux as very successful and beneficial, while three of them admitted that they have 

developed new products together with Electrolux due to the close relationship. Tekniska 

Förvaltningen (Interviews, Appendix I) stated that its beneficial for both companies to be 

interrelated, in that manner supplier develops better products and keeps fresh in the market, and 

the customer gets their problems and needs solved. Judging from the interviews, it seems that 

Electrolux understands that creating value is not only about knowing customer needs but about 

predicting and realizing customer future needs and acting according to them by cooperating and 

assisting the customer (Vorhies et al. 1999; Danneels, 2003). Due to the differences between 

each customer and their needs it is not recommended to have one single approach for all of them 

(Gosselin & Bauwen, 2006). That is why all customers cannot be considered as key accounts 

(Bowman & Narayandas, 2004). 

 

As mentioned above, not all customers should be approached the same way, since some are more 

profitable than others. The data gathered shows that four out of nine customers were approached 

more personalized and frequently (Interviews, Appendix E, F, I, K). This is due to their 

importance to Electrolux. Ljungbybostäder and Tekniska Förvaltningen said that they are often 

contacted to discuss about buying new products, service, and requirements for machine 

improvement (Interviews, Appendix I, K). Literature explains that direct marketing, in difference 

of mass marketing, focuses on individual approach for existing customers. It is mentioned that 

well applied direct marketing communications increases customer share and gives positive 

effects on purchase frequency (Sun et al. 2006). Also a correlation between mass marketing and 

direct marketing is mentioned to give positive results. When mass marketing communication 

advertising is first sent to the general market creating a broad awareness of the product and after 

that a more in-depth product information is delivered to the selected group of more profitable 
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customers. This strengthens the message and information exchange in a more personalized way 

(Prins & Verhoef, 2007). 

 

Ljungby Municipality and Tekniska Förvaltningen mentioned they were contacted with 

communication tools that are mentioned before, which works well for them.  In contrary, bad 

handled direct marketing strategies tend to affect negatively when large amounts of advertising 

and attempts of contacting are made. Resulting as an inverted U-shaped effect (Venkatesan & 

Kumar, 2004). This could happen to the following interviewees, Värnamo Municipality, Elderly 

House and Tekniska Förvaltningen, mentioned that if they would be contacted more often, they 

wouldn’t be able to reply due to the lack of time they have, which may not end up giving good 

results (Interviews, Appendix E, I, J). Judging by the interviews with Electrolux and its 

customers, it seems that the strategy used by Electrolux is similar to “Life-cycle value 

management strategy” which aims to focus on sales, service and R&D units, which are mainly 

responsible for products continuous improvement (Keränen & Jalkala, 2014). By doing so it 

makes it possible for product development and the R&D unit to predict the needs of customers 

and develop offers accordingly.  

 

Regarding Accessories and Consumables cross-selling and communication strategies could be 

implemented in offering these products. First of all product information has to be sent as 

promotion, most often by emails. Once information has been sent the marketer chooses a way to 

contact existing customers. Most often only already existing customers are contacted. This is 

because direct marketing tools require personal information and specific buying details that can 

only be obtained from existing customers (Prins & Verhoef, 2007). The tools to reach the 

existing customers are: phone, email, post mail, or face-to-face (Steenkamp & Gielens, 2003). 

Once a response is obtained, the new information goes through analysts who make calculations 

of what could be the possible profit out of the campaign. Eventually companies can offer 

products matching customer needs according to the collected information. The reason why cross-

selling and direct marketing aren’t applied to all customers is because it would be unprofitable. 

Theory recommends to do smart selling, which means to do a selective classification of only 

profitable buyers. Most firms make the mistake of using cross-selling to all their clients, but the 
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study reveals that firms forcing to gain customer awareness are losing capital by investing on the 

wrong customers (Shah & Kumar 2012).  

 

In relation to web usage and e-commerce, when customers are interested in a product, they get in 

contact with the business providing it. The easiest and fastest way to do it is by accessing the 

firms website. A dialogue begins with the establishment of relationship between the firm and the 

customer. This underlines consumer trust as an essential aspect to develop e-commerce. Beatty et 

al. (2011) mentions that a vendor’s site must have trust-building characteristics into their 

websites. Building consumer trust raises customer retention and sales, therefore common sense 

and simple practical rules when managing a site are not recommended. Most of the customers 

pointed out the importance for their suppliers of having a good website, because when they 

search for new products they look on the Internet to find ideas regarding solutions. Four out of 

nine customers mentioned that Electrolux website could be improved. This is because it is 

slightly confusing to find information, or it does not have enough information, furthermore 

Ljungbybostäder purchases Electrolux products through a different website, the authors consider 

this as a drawback for the company (Interviews, Appendix K). 

 

6.3 Brand Communication 
According to the interviewees five out of nine customers weren’t influenced by the company’s 

brand. Four out of these five customers couldn’t be influenced because they had to follow law 

regulations to purchase from companies with the most suitable offer ignoring the influences of 

branding. The rest of the interviewees said that brand did influence their decision. The most 

common associations made to Electrolux brand was that it provides: security, honesty, quality, 

sustainability and that it has been in the market and survived for long. An interesting aspect is 

that costumers were influenced by brand heritage, meaning that the fact of being a Swedish 

brand influenced their decision (Interviews, Appendix D, H, I, J). This interpretation of attitudes 

and benefits towards a brand is called brand image, where symbolic benefits of a brand are also 

considered as a benefit (Keller, 1993). Brand image is interpreted by each customer based on 

their own preferences (Dobni & Zinkhan, 1990). Mass marketing works as an indirect brand 

advertiser, increasing firm’s brand awareness, which affects customer’s purchase decision when 

choosing a brand (Prins & Verhoef, 2007; Munoz, 2004). As mentioned by the majority, brand 
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heritage was an influencing factor. Graeff (1996) supports this by saying that brand raises feeling 

of belonging when acquiring specific products.  

 

Competitive mass marketing strategy can be an alternative to help Electrolux. It could be useful 

when new products with the same features are being launched by different brands at the same 

time. In a way costumers identify the most predominant brand of the market. This gives total 

credit to the head brands. When Electrolux launches their products and commercializes them, it 

raises customer awareness regarding Electrolux values. According to the theory due to brand 

awareness, when other competitors commercialize their products Electrolux brand’s name has 

the possibility to be recognized as the leading brand of the market. This is due to the resonance 

of its name being the largest on the Swedish market (Prins & Verhoef, 2007). 

 

6.4 Pattern Matching Table 
Pattern matching table was made in order to get a simpler overview of similarities and 

dissimilarities of the interviewees. The table shows which factors were considered by Electrolux 

customers to influence the evaluation of the communication levels between the companies. The 

results showed that quality and service are very important reasons when choosing supplier. The 

table illustrates that Electrolux provides them all with available service and with good quality 

products. Every company interviewed had at least one aspect that did not influence them. The 

companies are a mix of large, middle-sized companies and governmental organizations.  

 

Table 6.1: Pattern Matching Table  
 Scandic  

Värnamo 
Värnamo  
Municipality 

Ekdahls  
Länghem 

Karlhamns  
Municipality 

Ljungby 
Bostäder 

Ljungby  
Hospital 

Ljungby  
Elderly  
home 

Tekniska  
Förvaltningen 

Ljungby 
Municipality 

 

Quality Yes Yes Yes Yes Yes Yes Yes Yes Yes 
Speed Yes No Yes No No Yes No No Yes 
Service Yes Yes Yes Yes Yes Yes Yes Yes Yes 
Good Relationship No Yes No No Yes No No Yes No 
Long term savings Yes No No Yes No No No Yes Yes 
Sustainability Yes Yes No Yes No Yes Yes Yes Yes 
Law regulations No Yes No Yes No Yes No Yes Yes 
Brand Yes No No No No Yes Yes Yes No 
Communication 
Level 

Poor Very good Fine Very good Very good Poor Fine Very good Fine 
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7 CONCLUSION AND IMPLICATIONS 

          

In this chapter will be written the conclusions from the analysis, the empirical data chapter and 

the literature review. The goal of the conclusion is to answer the research questions proposed at 

the beginning of the study. In this chapter will be discussed managerial and theoretical 

implications, followed by limitations and suggestions for future research. 

______________________________________________________________________________ 

 

7.1 Discussions 
The research is based on interviews with nine Swedish companies, which helped the authors to 

answer the four research questions presented in chapter 1. The study reveals that successful 

usage of communication and sales strategies allows companies to increase customer-

understanding, relationship with customers, and thereby supply the customer with a more 

suitable offer. The research questions will be shown in subchapters 6.1.1 – 6.1.4. 

 

7.1.1 Strategies for additional products 

What sales strategies can Electrolux Laundry Systems implement for additional products? 

 

According to the results of the case study, the authors suggest that the sales strategy Electrolux 

Laundry Systems can implement in order to sell additional products is cross-selling. This is 

because according to the literature cross selling is the strategy of selling additional products to 

customers. Within cross-selling there are two main ways to do effective selling. As previously 

mentioned. “Smart-selling” and “Use the right metric” are two cross-selling strategies that advise 

how to cut costs of unprofitable customers when selling additional products (Shah & Kumar, 

2012). Smart-selling, identifies and recommends excluding unprofitable cross buyers from 

campaigns to only do advertising on profitable ones. This way companies can cut unnecessary 

expenses from unprofitable customers. Large amount of investments are often made to reach 

customer’s information, which in many cases bring profit loses. By identifying and avoiding 

these loses firms could save important costs. Use the right metric, reminds that companies may 

be giving wrong rewards. It advises to give labor incentives to employees on how much profit 

has been gained instead of how many products have been sold. 
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It is also important to mention “Life-cycle value strategy” (Keränen & Jalkala, 2014) where great 

importance lays on sales and marketing units, which are responsible for overviewing benefits 

realized by customers, afterwards the R&D unit is provided with the information that would help 

in developing a better offer. This strategy lays major importance on good communication 

between the units within the company. In order to implement this strategy it is required to have a 

long-term relationship with customers. Even though Electrolux Laundry Systems is using a 

similar strategy, the aspects of Life cycle value strategy should be considered as well, because 

according to data collected some customers made suggestions about communication 

improvements, which could then lead to developing better offers. 

 

7.1.2 Communication when offering new products 

RQ2: How can Electrolux Laundry Systems use communication when offering new products? 

 

There are two marketing communication strategies the authors have previously discussed about 

how Electrolux Laundry Systems can use communication to offer their new products; they are 

“Mass marketing” and “Direct marketing”. Direct marketing is the most related communication 

strategy to cross-selling. As cross-selling, direct marketing also requires in-depth communication 

and advertising to existing customers. This helps to establish information exchange due to the 

relationship that already exist between customer and firm. Marketers use their knowledge of 

customer preferences and demographics to reach them with advertising that matches customer 

desires better, that way better communication and better offers can be established.  

 

B2B marketing communication requires more personal relationship between seller and buyer, 

meaning direct marketing, that’s why mass marketing doesn’t apply much in B2B marketing. 

Mass marketing is mostly use for business to customer. Nevertheless mass marketing does affect 

business customers, because the advertising is sent to a general audience, which also embraces 

company’s customers. This way mass marketing works as an indirect advertisement for the 

company’s brand and makes the audience aware of product scope that might raise the interest of 

customers about other products. More specifically, mass marketing not only works as a product 

advertiser, but also as a brand advertiser creating brand resonance in general audiences. 
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Electrolux Group is in this case benefiting Electrolux Laundry Systems brand awareness, 

because they often use mass marketing communication, which builds up the recognition of 

Electrolux Laundry System and all their other appliances.   

 

The authors conclude that the way Electrolux Laundry Systems could use marketing 

communications is by contacting their already existing customers through direct marketing 

communication. This can be made by the use of campaigns, email, post, face-to-face meetings, 

phone calls, and maybe even phone text messages or phone text media messages. Companies can 

achieve this by contacting already existing customers. Information about these customers already 

exists, due to that it is easier for marketers to approach their customers with advertising that 

match customer needs and wants. As said by Hutt & Speh (2010) this is called information 

exchange and happens through CRM techniques using personalized treatments to ensure 

customer retention. The more information is obtained the better the offer will be made. At the 

end it is a benefit for both company and the customer. This would maintain and nurture long-

term relationships, where companies can trace their customer every once in a while to see what 

new needs have emerged. At the same time, customers get the opportunity to ask for their new 

necessities and obtain them as a correlation with their partner company. As said by Sun et al. 

(2006) and Netzer et al. (2008) this is a natural and ongoing process because market and 

customer needs are in constant change, and that’s why it is important for marketers to keep track 

of these changes. 

 

7.1.3 Possible effects of communication  

RQ3: How could communication affect the customers? 

 

If companies work closely enough and customer is of high importance many benefits could 

follow, as increase of trustworthiness from both sides, which would lead to decrease in 

transaction costs as mentioned by Wicks et al. (1999) and Katsikeas et al. (2009). This is why 

trust is an important aspect that could benefit both the supplier and the customer, to achieve their 

goals faster and more cost efficient. According to data gathered and Keränen & Jalkala (2014) if 

the communication is personalized and companies have developed good relationships over the 

years then customer suggestions are taken into consideration and together with supplier more 
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suitable products can be made, which would increase benefits of products that would be of high 

importance for the customer and the supplier. 

 

It is important to send the right amount of information when advertising and getting in contact 

with the customers. When communication is poor it becomes a negative aspect and it might 

damage the relationship. If customer is not contacted often enough then customer might feel 

unimportant and forgotten, which would harm customer loyalty meaning that customer could 

easily switch to another supplier. This is mentioned due to the data gathered where there are 

some costumers that are not satisfied with the little contact they get from their suppliers.  At the 

other side a problem could be leaded from excessive customer contacting, which would cause an 

adverse outcome on the customer side as an inverted u-shaped effect. Too much information due 

to time is too difficult to handle, and it may cause annoyance and disturbance on the customer. 

Therefore companies cannot give the same attention to every customer, and their marketers and 

sellers have to be able to identify these differences, because some of them might require more 

constant contacting and information than others. 

7.1.4  

RQ4: How could managers and employees perceive the sales perspectives of Electrolux Laundry 

Systems? 

 

The research suggests that in order to perceive the sales perspectives of Electrolux Laundry 

Systems, it is required to create a general understanding where having a good communication 

between units within the organization is crucial. Customer information on demographics and 

preferences has to be obtained, processed and elaborated together with the other departments of 

the firm. A good communication between the company’s units is a requirement. As told by Hutt 

& Speh (2010) CRM helps in achieving this communication between departments. It enhances 

both communications with the customer and also provides information for product development, 

market forecasts and supply chain management. Thereby all units in the company can get the 

same customer information within a short amount of time. Following this statement, every 

department as for example marketing department or the sales department, not only have their 

own target, but also together with every employee and managers, they are united to achieve the 

common goals. 
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In B2B markets companies increasingly prioritize suppliers that not only focuses on the actual 

product, but also on customer value and close relationship. Suppliers’ willingness to have a good 

communication level is highly evaluated by the customers, for reasons of trust and secureness. 

As said by Hutt & Speh (2010) and Keränen & Jalkala (2014) keeping solid communication and 

good relationship between employees and managers, would give tangible benefits due to the 

effective correlation that would lead to develop better products and services that meets customers 

needs. In addition this generates customer retention, which is mentioned to be more beneficial 

than acquiring new ones due to profits and cost savings.  

 

7.2 Theoretical Implications 
The authors have based this research in order to accomplish the purpose and the research 

questions that are presented in chapter one. The theory used in this research has confirmed the 

results. The theories that have contributed with this thesis are cross-selling, marketing 

communications, CRM, branding, new product development, customer value assessment, e-

business and trust. The most mentioned authors who have indirectly helped in conducting the 

research are (Katsikeas et al. 2009), (Oghazi, 2009), Keränen & Jalkala, (2014), Montgomery et 

al. (2011) Bertschek et al. (2006). Primarily the authors: Akçura & Srinivasan (2005), Sun et al. 

(2006), Prins & Verhoef (2007) and Shah & Kumar (2012) who have contributed for this study 

with the very relevant information regarding cross-selling, marketing communications and value 

assessment. This demonstrates the sales strategies in need when offering additional products to 

existing customers in the B2B Swedish segment and the communication tools when contacting 

new customers in today’s market where it is required to have more in-depth customer 

information to succeed as a company.  

 

7.3 Managerial Implications  
The research revealed that succeeding in communication is very important today in the B2B 

market. Having a successful communication with customers gives benefits such as higher 

customer satisfaction, customer loyalty, more successful product development and greater sales. 

The authors have gained knowledge about communication tools companies’ use when offering 

additional products. The outcome of the research can be implemented to improve existing 

relationships and to build future ones in todays B2B market.  
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• Assign a single salesman or marketer to be the contact person of a customer to learn 

about customer’s organization, business, competitors and goals in order to make the 

communication more personalized. This makes the customer feel more important and it 

improves the sales process. 

•  Visit or contact the customer time by time to improve customer relationship. This 

provides a better information exchange between customer and seller. This will later 

increase the chances of sales and customer satisfaction. 

• Working together with customers for new solutions and products is important because in 

the end the customer is the one who can formulate better what is needed and what can be 

improved. In that way both companies get benefit. One improves product development 

and the other gets better products matching customer’s needs. 

• Informational conferences and updates for the customer should be made approximately 

once a year in order to keep the customer informed. It might also lead to better 

relationship, better communication and sales improvement further on. 

• It is good to remember that all customers cannot be approached with the same strategy 

and they should be categorized because not all of them will be equally profitable and 

important. Focusing on wrong customers might end up in financial loses.  

• In B2B markets, communication through websites also plays an important role and many 

companies search for possible suppliers on the Internet. Quality, ease of use and the 

websites credibility will influence customer decision.  

• When it comes to B2B many companies consider time as a very important aspect, 

therefore companies that can provide a complete solution can gain a significant advantage 

over competitors.  

• Sustainable products are becoming more required. Companies should keep this aspect in 

mind because today’s customers are looking for products that don’t harm the 

environment and help society to develop. That is why communicating that company’s 

products stand for environmental care is an increasing impact on customers.  

• In order to gain advantage from brand communication it is good for the company to stick 

with the benefits it provides. This way, customers get a positive insight of it and might 

increase its customer loyalty, or consider it as a future possible supplier, in case they are 
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not. 

• In B2B, service is also crucial because many companies evaluate time; therefore 

companies need to communicate that they can provide quick and quality service. This 

will influence customer’s decision. 

 

7.4 Limitations 
There are some limitations that the authors have thought should be pointed out. The research was 

conducted about one certain group of company’s customers, Kronobergs region. That might have 

left an uncovered perspective on how communication is used in a broader scope of B2B markets 

and the possible improvements from other customers’ perspectives. The fact that the government 

owns half of the interviewees gave results that are based under law by governmental regulations. 

This implies that the decision criteria are no longer coming from the customer’s perspective but 

instead from democratic requisites. Then the results are less biased. Another limitation is that the 

information used in the research lacks of secondary data.  That could have contributed to the 

reliability of the research. Time aspect was a part of the limitations because more time would 

have given the possibility to conduct more interviews, which could have provided the study with 

a wider perspective.  

 

7.5 Future Research 
The authors have accomplished to confirm the used theory in this study, yet there is information 

that can still be achieved by conducting further research. This research was focused on nine 

companies of the region of Kronoberg, which leads to space for further research uncovering 

other regions to reach broader results. According to the research and literature the market is in 

constant change and companies need to keep track to this changes. For example, the customer of 

today has raised awareness on sustainability and social care, in that manner the present market 

has to start to move towards customer’s preferences. It is already established that it is important 

to maintain a close relationship with customers and to develop customized solutions. Researches 

can be conducted investigating the market to try to predict where the next step will be. This topic 

has always been an important subject for suppliers and companies’ in general. What happens 

next? Would mass manufacturing and consumerism stop and divert its route to become 

environmental friendly as well? Maybe customers will stop the consumption behavior of buying 
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and throwing, and buying again, maybe products will become reusable and recyclable. It’s 

difficult to know, and that’s why studies can be conducted involving customer and market 

change preferences, and also on communication development. At the same time studies could be 

made about the possible drawbacks and negative effects of maintaining close relationships with 

customers. So far, focusing on profitable customers in a more personalized way is a very 

effective strategy, but mistakes still can occur and reasons for avoiding them still can be 

explored.  

 

7.6 Concluding Remarks  
This study has shown that sales strategies have developed substantially due to new technologies 

and the changes of market structure. In the current situation of the market, sales and 

communication goes hand in hand, in order to achieve better understanding of customer’s 

situation. It’s also important to have a solid internal communication between managers and 

employees, meaning that every employee in the firm should be aware of the common goals and 

sales objectives. In todays market climate it’s important to have the right communication tools in 

order to target the right customers and exchange information through the right communication 

channels. B2B marketers should put proper amount of effort to customize their message to the 

individual customer, since the nature of each customers (business) differs, and the way of 

communication can affect the outcome of the sales approach. The business of today is not only 

about developing and selling high technological products, it is also about working close with the 

customer to gain better understanding on needs and requirements, both before and during the 

development of the product. In this way a greater success will be achieved and chances are 

bigger to have a loyal customer.  
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Appendix A: Information about Electrolux Laundry Systems 
 

Electrolux Laundry Systems, named formerly as Electrolux Wascator, is a company side of the 

Electrolux Group. They supply laundry equipment, such as washing machines, as barrier and 

side load washers, ironers, tumble dryers, finishing equipment, additional appliances related to 

the laundry process, and more. Electrolux solutions are for uses in apartments, houses, hotels, 

health care houses, businesses, commercial laundry and coin operated public laundries. They 

focus in innovating the design of their products to be customized to meet their customers’ needs 

in the consumer and professional level. Their products are also known for being sustainable; it is 

so that their machines are 95% recyclable and economic efficient. Today it is said that Electrolux 

Laundry Systems has about 1108 employees working for three manufacturers located in Sweden, 

France and Thailand, and 19 other independent companies diversified in the rest of the world. 

They also have a net of 120 importers serving Electrolux from different countries. In the United 

States, Electrolux Laundry solutions were released with the name Wascator, and they were sold 

by Laundrylux, who was able to sell and market Electrolux washing machines in North America.   
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Appendix B: Electrolux Interview 
 

1. Could you explain us in detail what accessories and consumables are? 

2. Can you specify us in what market/s are your accessories and consumables sold? 

3. How do you approach your customers to sell accessories and consumables? 

4. Who are your customers now? Who would you like to be your customers in the future? 

5. Are your accessories and consumables manufactured in other countries as some of your other 

products? Would it be more profitable to sell to the same country of manufacturing, to save 

shipping, and other type of costs? 

6. Are you alone in the market? Do other manufacturers manufacture these products? 

Competitors? 

 

 

Interviewers  Erick Vitella, Toms Kreslins, Kevin Salehi 

Interviewees and Position Dorotheé Millon (Product Manager Spare 

Parts); Carl-Johan Svensson (Business 

Inteligence Manager) 

Company Electrolux Laundry Systems 

Setting Meeting 

Duration 1 hour 20 minutes 

Date 2014-02-11 

 

Interviewees Introduction 

We are implementing a new line of products, which go under the name of Accessories and 

Consumables. Our market is very short, and we have only a few clients as our first costumers of 

these new product line. We haven’t started any marketing or advertising campaign so far, 

because we still don’t know in what direction to send this product’s information. This is why we 

would like you, as young minded students to help us to come up with a way to theoretically 

understand and see the different possibilities we might have to venture ourselves into one or 

multiple markets.  
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Interview 

 

1. Could you explain us in detail what accessories and consumables are? 

 

Interviewees: Accessories and Consumables is the name we have on our new line of products. 

These products are meant to be helpful during the laundry process. They are ergonomically 

designed to provide more effectiveness and less harm to the employees performing the task of 

doing the laundry. These products are basically everything you may need in a laundry room. 

Like: trolleys, the wheels of the trolleys and other devices, hangers, laundry table, washing 

machine coins, and even detergent or washing powder. 

 

2. Can you specify us in what market/s are your accessories and consumables sold? 

 

nterviewees: We haven’t really started with a specific market. But we can say that our products 

have started to be sold in Sweden in the market of B2B. This new line of accessories and 

consumables is new to us, and we are still in the beginning of this journey. The reason why our 

market is only Sweden by now is because the brand is more familiarized here. Thinking about 

implementing these products to other countries, take many cultural barriers, as behavioral, and 

we will definitely have to use totally different strategies than the ones we would use in Sweden, 

Nordic countries and the same with Scandinavia.  

 

3. How do you approach your customers to then sell accessories and consumables? 

 

Interviewees: We actually haven’t started any marketing or advertising campaign to reach our 

clients. We are doing it very basic. We tell our technicians to offer our line of accessories and 

consumables every time they meet our customers. In order for this to happen, our technicians are 

first learned about these products. They are told to mention that these additional products are 

ergonomically designed to match the viability of the laundry process, which is made by 

Electrolux washing machines, tumble dryers, and others. Due to its ergonomic designs the 

employees  doing the tasks of the laundry process have less use of physical strengths, which 

gives the employees less chances to harm themselves, making the laundry process less time 
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consuming and more effective.  

 

4. Who are your customers now? Who would you like to be your customers in the future? 

 

Interviewees: By now our customers are our distributors and the companies working as 

outsource technicians for Electrolux. It is through them we can get to the rest of the people. But 

we would like to acquire hospitals, care centers, restaurants, hotels, buildings, student buildings, 

etc. As just mentioned “student buildings” is something in our favor when entering the Swedish 

market in comparison to markets in other countries. Let’s say southern European countries, like 

Spain, Portugal, Italy or France; where young people don’t have the cultural behavior to go and 

live by themselves in a single flat. They most probably will keep living with their families, or 

move into an apartment with a friend. These apartments just mentioned usually make use of a 

personal small sized washing-drying machine, and their laundry rooms are used to be minuscule. 

Our products wouldn’t sell in those markets. As mentioned before the entry strategies may be 

totally different as the ones used in Sweden, Nordic countries and Scandinavia. So there is a 

chance to venture first in Sweden and continue expanding in countries that share the similar 

cultural behaviors. After the Nordic countries, the UK could come after, and then northern 

Europeans countries, such as Germany, Belgium, The Netherlands, etc. 

 

5. Are your accessories and consumables manufactured in other countries as some of your 

other products? Would it be more profitable to sell to the same country of manufacturing, 

to save shipping, and other type of costs? 

 

Interviewees: Yes big part of our spare parts and machinery is manufactured in different 

countries. Our three manufacturers are located in Sweden, France and Thailand. We have also 

been thinking about something like “product selling over-ships”, which would help to avoid 

shipping costs. Let’s say we are delivering machinery from one country to another one. Our 

Accessories and Consumables are not big machinery, so they don’t take much space. We could 

send things in the same cargo of the other parts we usually send. We also think this could work 

when sending cargo to other countries that has purchased from Electrolux. We could use the 

same principle.  But as mentioned before, we know every country thinks different. So it is better 
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to just continue where we already started.  

 

6. Are you alone in the market? Do other manufacturers manufacture these products? 

Competitors?  

 

Interviewees: Apparently we are the only ones in the market that is selling these products. We 

haven’t seen, neither heard of any of our competitors coming up with this idea. But yes, these 

products as you might have seen them, they have always been produced by the same companies 

that do things for home, like for example: ÖoB, IKEA, Class Ohlson, etc. Their products might 

be cheaper, and the customer is used to go to them when they need them. But the customer could 

also come to us and get a better product. We offer more.  
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Appendix C: Questions for Electrolux customers (English) 
 

 

1. Do you face any business challenges that could be performed by a more efficient laundry 

process? Yes/No. If you could improve your laundry process what would you like to 

improve? 

2. What are the most important factors to you when it comes to your laundry process? (How 

does Electrolux differ from competitors) 

3. Why do you choose Electrolux services over their competitors? (Is there anything you 

may not be able to find elsewhere?) 

4. What areas of your business could be performed by the use of Electrolux accessories and 

consumables (additional products)? 

5. How does Electrolux approach you in order to get information from you? 

6. How is the communication between you and Electrolux? Do you find it personalized? In 

what ways it could be improved? 

7. Do you think Electrolux uses their website and Internet functions to get closer to you? 

8. In what way does the company (Electrolux) brand influence your choice? 

9. What are the criteria for your loyalty towards a brand (Electrolux)? 

10. How does a new product offering happen from Electrolux side? (Do you help them with 

developing ideas and products; would you consider yourself an important customer to 

ELS?)  
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Appendix D: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Kåre Johansson (Company’s Owner) 

Company Scandic Hotel Värnamo 

Setting Phone Interview 

Duration 1 hour  

Date 2014-05-07 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: I feel very satisfied with the outcome of the efficiency of the machines. The 

efficiency of the laundry process works good for me. It is really efficient because the machines 

that Electrolux are providing us with are in a really good standard, and it measures very well 

what we need. When they sold the machines to me they were very good at asking me questions 

like: how much laundry I have, and what kind of process I was looking for; and they provided us 

with machines that were very efficient. I’ve been having them for a couple of years now, and 

they have always been very good. One thing that we think would be a good thing to make better 

is the functionality of our tumble dryers. To clean those tumble-dryers filters is a little bit 

difficult. The thing that could make it a little bit easier for the customer is to make the cleaning 

process of the filter in the dryer. To make it simpler and easier to fix. When I check with the stuff 

that do the laundry. This is what we come up with spontaneously which needs to be provided 

better. 

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differ from their competitors?) 

 

Interviewee: Speed is very important, and of course that things have to be very clean. But it is a 

not only one person doing the laundry. All the employees do that when they have a moment to 
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get there and put the laundry in. That is why it is important that the use of the machines have to 

be simple to use. We can see that these machines are also very easy to use and also to teach to 

new personnel to use them, it has a good display and it is easy to work with, that is really 

important. Then the machines are also really good in providing us clean laundry, and that is 

basically what we need, and that works well. 

 

Answer Related to Branding 

About the differences in between Electrolux and their competitors is actually a bit difficult for 

me to say, because I haven’t tested so much laundry machines from other brands. In my opinion 

Electrolux is the biggest brand. For example, if you ask a lot of people: name a brand who works 

with laundry machines; I tell you ninety-nine percent is going to name Electrolux. I mean it is 

such a strong brand so that would happen. I think this happens because it is an old brand and it 

has existed with us for quite a long time. A lot of people have raised their kids with this brand.  

But it is also a brand that stands for something Swedish. For example if you own and drive a 

Volvo, you have the feeling you are driving a Swedish car, so when you have Electrolux you 

have the feeling you have a Swedish washing machine, or a Swedish refrigerator, and so on. You 

feel secure when you buy them you know what you get. It is like the people in our hotel rooms, 

they know what they are getting. 

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

Interviewee: That’s because Electrolux is a very strong brand, and for us it is very important to 

work with a brand that we know is going to stay in the market for a long time. I mean Electrolux 

is like Volvo, it is very Swedish and efficient. I mean Scandic is a very strong hotel chain and we 

have to work with strong brands that don’t get lost in the attempt. I can say that a strong brand is 

the most important thing. When you are born and raised in Sweden we have always seen the 

brand. We have bared it from our childhoods. I mean my parents had Electrolux machines. 

That’s why it gives us the image of a very strong brand. It’s gives us a feeling of brand heritage 

and brand familiarity. That’s what I say about why Electrolux is a strong brand in a lot of 

people’s minds, and it is because we have seen it since we were born. 
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Interviewer: 4. How can your business perform by the use of Electrolux accessories and 

consumables? 

 

Interviewee: Accessories and consumables sounds very interesting because if you look at the 

things around the washing process. I mean we wash the towels and other things, and then we 

have to use wagons to transport them up to the rooms and so on. If Electrolux could provide us 

with very useful wagons that could transport our towels around the corridors, it will be very 

helpful for me. If I would be running the Electrolux washing machines sales department and one 

of my customers tells me he has a hotel and wants to buy some washing machines; I would tell 

him that he should buy some wagons that are exactly provided for the use of hotel corridors 

naming their specific characteristics. Why me as a customer should call another company to buy 

wagons that I really need to transport my towels? Why should I do it? I want to do it in one 

phone call with as much efficiency as I can. It would be so much smarter if I could buy a kit of 

all the stuff that I use for under, during and after process. I wouldn’t buy just a table, because the 

stuff needs to be transported up in my big hotel. Time is money today. If I can do two phone 

calls left per day, then I earn some money.  

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Interviewee: I get contact by phone. Today if I need any help from Electrolux, I pick up the 

phone and tell them I have problems with my machines or something like that. But today I can’t 

say that we have a lot of information exchange between us. They sell the products to me, and 

they contact me sometimes. I know that they were here and they were doing some photo 

shooting for their own magazines because we have a very nice organization in our laundry. 

That’s the only communication we have been having in the last couple of years. Except that we 

haven’t been much in contact. I would say it is to little contact in between. They don’t know 

what I need. They don’t take the opportunity to see that I need a lot of stuff around the washing 

machine. If they want to sell more products, they should ask me, they should look into it, in how 

to provide me a more efficient handling. That’s money. 
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Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

Interviewee: Electrolux should take a group of users, people who work with these stuffs in the 

hotels, as a consultative group. Then create wagons that can be used in the hotels according to 

the users. They should think about multifunction to keep laundry and cleaning materials. It has to 

be a bit of thinking to create these things. I see a lot of designers that provide and do things and 

they don’t speak with users. I see a lot of hotel rooms today that are designed only by the 

designer. For example, when we do renovations, we don’t do lamps that stand on the floor, we 

do hanging lamps from the roof, why? Because its much more easier to clean the floor. I can say 

from the cleaning firm that cleans my rooms, that I have taken away three minutes of each room, 

and that shows me the money. If I am selling twenty-two thousand rooms a year, you can 

multiply that by three minutes and you will get a lot of hours that I reduce as a cost. I think there 

are a lot of things Electrolux could provide the hotels in the process of taking care of the laundry; 

they can make it more efficient. So if I earn three or four minutes in each washing process in one 

year, that is hundred thousands of crones, that is a lot of money, and money talks. 

 

Maybe they should get a reference group of x-hotel management people and sit together for a 

conference each year and see the process of the laundry, not just when they sell the machine to 

me and when they do the service, maybe they should use the users more to develop these stuff, 

because I can think of things that they design but don’t think of, because I am an user and I know 

how it functions. We are living in the era of personalized products. Moreover they should do 

some check ups with their customers more often. They should use me, the customer as an 

experiment, and get information from me. 

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

Interviewee: We have so little communication, so I cant say we have had big communication 

through websites or so. I mean our communication has been through phone and personally. I 

can’t say I have been in contact with Electrolux through the use of Internet. I haven’t contacted 
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them lately, but I think that if I pick up the phone and contact them I will get a good response. 

When contacting Electrolux we will always get a good response because as a big brand you can’t 

give bad feedback, because then they wouldn’t be behaving as a big brand, and they have to take 

care of the brand. As Scandic we also take care of our brand.   

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Interviewee: When choosing a brand, it is all about how they take care of their customer. I own 

this hotel, and I tell my employees, we don’t sell a room, we don’t sell food. What we sell is a 

feeling that we are taking care of people. Then the food and the room are things that we add to 

the product. The product is the feeling. I think a lot of companies that sell things should think 

more about selling feelings.  

 

I am the old man, almost sixty. I think in one way. The new customer out there is going to think 

in a completely different way. They want to look in sustainability. They want to look how is a 

company working in society. Not only the hard stuff, not only the machine. I think when a young 

hotel director is going to look in laundry machines in x-year ahead he is going to ask himself: is 

this company doing good stuff, not harming the nature? I think we are in a changing of a period 

now. My race is dying out, and your race is coming in. It’s a new era here. Companies cannot 

jump on the train and start working with this later. They are going to stay in the station in a 

couple of years when the train has left. They need to work now. They have to transmit that their 

brand stands for good things. Brands need to move together with the changes. Scandic is a very 

strong grand that works with sustainability. We use a label called “Svanen” that tells that we are 

a company taking sustainability for the care of the environment. We don’t use stuff that is not 

good for the nature. Then we get the label called “Svanen”. I think a lot of companies, such as 

Electrolux may be having this label. I think it is more and more important that you as a customer 

can think: how is this company taking care of the environment? Because you and your 

generation will be taking care more of the environment than my generation. I think the brands 

have to communicate this more.  
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A lot of companies have these sustainability departments. Electrolux have it also. It is nice words 

on their websites and it is nice programs, and everything. But sometimes it feels they do it for the 

show but not from their heart. They know that they have to do it but if we check this in a lot of 

big companies, we will only see a façade. Such as H&M, they have a façade of: “we are the good 

guys”, but behind that, they are big crooks as a lot of other companies. Your generation has the 

responsibility to break down that façade; but a company, as H&M is already such a big company 

that it would be very difficult to make them change. It reminds me that in the 70’s, in my 

generation we would do protests against bad behaviors related to war in the streets. But today 

with the use of Internet and Facebook it has become so easy for people to start a revolt for 

companies who are not doing the rights things. 

 

You have to see the whole situation now. Because we are in a time where things are changings, 

and the customers change, and if you want to sell things you have to look on what the customer 

wants. Not just whole on to one thing. I’ve been in the business for ten years, and you cannot sell 

the same products for the next ten years, then you will be out of the business. 

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Interviewee: Deliverance of security and honesty are the most important criteria for my loyalty 

towards a brand; and in the word honesty I would put the sustainability work. I am an honest 

company that does the right things, I don’t have child working in a factory somewhere in 

Bangladesh to provide me with stuff that I can sell.  

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

Interviewee: I am a pretty small customer to Electrolux. I don’t buy new machines every year, 

but is good stuff, so I put service in them and then I can use them for long time. Maybe I am not 

a big customer, but I mean, I am only one hotel in a big hotel chain. So that’s why they should 

look at every customer in the chain. I mean we are a franchise hotel and there’s only five 
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franchises in Sweden, the other hotels are own by Scandic. Now in autumn is Scandic going to 

the stock market. Some cash will come in to the company and the brand will become much more 

stronger, so it is a very exciting moment. At the same time I am not in anyway included in the 

developing process of new products, but I think I should be involved. I have things I could help 

with. Maybe they have other hotels that help in it, but not me. 

 

When I need to buy some stuff, I look into catalogs. There is different ways to get the 

information. It is not just one way that I get the information from. For instance, I would be very 

happy if Electrolux would invite me to a show room to show me what they have produced and 

developed. I then feel I want to get a new machine maybe next year, and then I would purchase 

Electrolux. So it’s me getting in contact with then whenever I need a new machine, rather than 

they contacting me. They should be more aggressive in their selling and in the way of selling 

machines. Not just selling me a machine as sellers are selling a car. You are selling a benefit, you 

are selling a feeling and then the product comes alone. When you reach that level then you are 

home free as a brand. 

 

As a recommendation I think Electrolux could provide a radio added to their machines, so when 

the employees are in the laundry room they can listen to some music, because the laundry room 

is pretty dull work. They should have a radio or a handset, or something like that. I just came up 

with this idea now. Because making laundry is a dull business, so make it more fun. Integrate a 

television in the next washing machine that would be more fun!  



  
 

109 

Appendix E: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Peter Jakobsson (Manager) 

Company Värnamo Municipality 

Setting Phone interview 

Duration 1 hour  

Date  2014-05-12 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: It would be nice to have a set of multiple pre-set programs. So they can simply tap 

quickly the ones they need for every occasion. The programs should be simpler to use, where 

you can just push a bottom, and then the machine can run the programs itself. The functions have 

to be pre-programmed and easy to use. Also the programs should be made in accordance to the 

mops we use to clean the floors, and to the type of floors we have, because we have different 

type of floors, and every each needs a specific way of cleaning. For example, a humidity 

program would be good. The types of floors we have are: Plastic carpet, stone floors, linoleum 

floor, toilets floor, etc. That kind of programs might exist already, but there should be more 

programs like that. 

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differ from their competitors?) 

 

Interviewee: Proper humidity of cleaning mops and simple washing programs. As said before 

what is the most important factor for us is the washing quality, and the need we have of keeping 

the mops in the right humidity. They should not be too dry or too wet. The mops have to be 

ready to be used right after washed. But that is something that we would like to be improved 

with new programs if possible. So to say, some floors will need to have dryer mops, and some 
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other would need more humid mops. 

We think their service organization isn’t that good. They have only one service operator in our 

city, which performs our warranty repairs. This is not so good in every situation especially when 

we have an agreement with another laundry machine company. We have a number of machines 

with another with another supplier, and Electrolux services don’t cooperate with them. They use 

as well kind of have one service provider per city. We think that is not so good. So to speak, 

those who make reparations on the machines for Electrolux aren’t allow to give service to 

another company’s machines. 

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

Interviewee: The machines have worked well. Electrolux is known for good quality with their 

products, and they also keep a good relationship and service with us. But at the same time I don’t 

see much difference from their competitors. In the market their competitors are certainly offering 

the same thing. The actors who are in this industry have the same range as Electrolux. Then is up 

to the client to choose, for example, some feel batter about Volvo and some feel batter about 

Toyota. The same happens with washing machines: Miele, Cilinda, Electrolux, etc. But for sure 

Electrolux is the largest in the industry. It's not that Electrolux has better service either; all our 

distributors have good service.  

 

Interviewer: 4. How can your business perform by the use of Electrolux accessories and 

consumables? 

 

Interviewee: Electrolux accessories and consumables would be helpful in our areas of: Cleaning 

Services, laundry rooms for lodging and in the healthcare centers. At the same time we see that 

the ergonomically designed accessories would not be so helpful, because half of our machines 

are not from Electrolux. We buy already from other sources, and we are happy with that. 
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Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Interviewee: We take a personal contact with a seller in Electrolux that we have been working 

with. He is not only a seller; he can take also technical issues. If he cannot answer that, then he 

talks to somebody from the lab, or chemistry department to get more information, but he can 

often respond. It's usually us who contact him. When we require something, as if a machine has 

broken or become old. The lifetime of the machines are from fifteen to twenty years, and if 

something has broken then we don’t need to buy it, we just replace the part that has been broken. 

When the machine is old and we need a new one, then we tell him what kind of machine we have 

been using before, and he replies with an offer of machines that is similar to the one we had 

before, and that can most preferably suit our needs.  

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

Interviewee: Our communication already works great. It happens over the phone, and through 

visits. It is two times a year that we met face to face; and by phone, it is four times a year. When 

he comes here, it is he coming by himself only. There is nothing I want to change about our 

communication. When I need help I contact them and they answer, and when they have news 

they contact us. We have found a good balance in our communication. If they would they keep 

on calling often it then would become a bit too much. They are doing well, they are aware of us, 

of our needs. They don’t want to disturb they know that. 

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

Interviewee: I usually don’t look much on their website, but sometimes when I need to check 

some specific machines then I get in and go through them. When he comes here, he usually has 

some catalogs with him. If there is any changes going on then he provide us with the newest info. 

They also send us brochure, and newest info by post. 
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Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

Interviewee: Price and quality are the main factors influencing my decision. Then the 

municipality requests the products we need. It is not that we will only choose Electrolux. We 

have to follow some bureaucratic law processes where we must choose different products from 

different brands under some requisites. Then we make a price comparison in between the 

different suggestions we have got. We choose some suppliers, then we check if they follow the 

required rules, then we compare prices, and then we buy. 

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Interviewee: We procure competing companies according the Act LOU, which stands in English 

for: Law on public procurement. This means that if one municipality, state, department or city, 

has to buy products, then they have to not only buy from one company but they have to go 

through many other ones, under law requisites. 

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

Interviewee: Yes we are an important customer to Electrolux, as every customers is. We have the 

opportunity to express ourselves directly to Electrolux. We do this directly with Johan, the seller. 

We also got the opportunity to visit the factory. Some of the producers went to look at it. They 

have also allowed us to influence them. If we have any idea they want to hear at it. Once we had 

a kindergarten where kids used to play a lot with Lego. Those Lego pieces would get dirty, and 

so the kids would start getting sick. Then we came with the idea to wash the Lego pieces in the 

washing machines. But they were stacking in the pump engines. We talked to Electrolux about 

this, so we got a special laundry bag that would protect the Lego pieces to don’t break and to 

don’t get stuck in the pumps. Johan and me came up with that idea, and he got it back together 

with some consulter at Electrolux. Now the product exists to buy, and I am glad about it. They 

have listened to us and got benefit from that.  
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Appendix F: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Pelle Karlsson/ Cleaning Manager 

Company Karlshamns Municipality 

Setting Phone interview 

Duration 30 minutes 

Date 2014-05-05 

 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: I can’t see how we could make this process more effective. 

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differ from their competitors?) 

 

Interviewee: Stable machines and the most important is in case machine doesn't work so it would 

be fixable quick and service has to be quick that is of a great importance. And how they differ 

the most from the competitors it that they have better service than the other competitors can 

provide. 

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

Interviewee: It is a very good company and they have good machines that have a good quality 

and again they also have very good service. I don’t think there is anything that I couldn’t find 

anywhere else, all the companies have the same offer and there is no big difference between 

them. 
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Interviewer: 4. How can your business perform by the use of Electrolux accessories and 

consumables? 

 

Interviewee: Yes accessories and consumables could help. It could improve and make washing 

and drying easier in my opinion. 

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Interviewee: Sales manager visits us, and a couple of times we had a meeting and they also 

contact us by e-mail. Sometimes we have so called information meetings. I think it is a good 

combination of communicating 

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

Interviewee: Yes I would say it is very good, it is on personalized basis and it is always the same 

person so he knows us and we know him. I think the communication between us is good today, 

even very good and I can’t see any improvements how it could be made better. 

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

Interviewee: Internet can be better because it is sometimes difficult to find things on website, so 

in my opinion website can be better. 

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Interviewee: No it didn’t matter, because the first time we were buying the machines I asked 

information from tree companies and it was evaluated and brand didn’t matter only the offer 

mattered.  
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Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Interviewee: We have other companies too as suppliers but Electrolux mainly because of the 

service organization they have. 

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

Interviewee: We get information from sales manager, also through e-mail and in some cases we 

have meetings, but from our side there are no suggestions coming of what they should improve. 

Yes, every customer seems to be important, but when it comes to top customers I don’t think we 

are between the top customers because we buy maybe four machines a year, we are not the 

biggest but still I think we are a good customer  
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Appendix G: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Marcus Ekdahl (Company’s Owner) 

Company Ekdahls Länghem 

Setting Phone interview 

Duration 30 minutes 

Date 2014-05-07 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: I am not sure actually, because we are not such large laundry customer and we 

don’t have large investment so my discussion with Electrolux wasn’t so deep so we had a 

discussion we them and I asked what they would suggest and I just followed their suggestions. If 

I had to pick an improvement in the laundry process maybe it would be better if they would show 

the weight of the laundry in the machine, so that little could be improved because it is a bit 

confusing otherwise. 

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differ from their competitors?) 

 

Interviewee: Important is stability and quality of the machine so it would run for a long while 

and in case of a problem I know that I can get service in a couple of hours so I guess you could 

call it stability. The difference is that other machines were cheaper comparing to Electrolux but 

they didn’t have any service mechanism after the buy so that is the reason why we chose 

Electrolux 

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 
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Interviewee: Most developed service mechanism after the buy if there is some problem I know 

that Electrolux will always be there. I looked into other machines but none of them stood out. I 

haven't been in this business for so long so I can’t compare but they have been in business for a 

long time that is why they have the right knowledge and that is why I trust them and they know 

better in my opinion. 

 

Interviewer: 4. How can your business perform by the use of Electrolux accessories and 

consumables? 

 

Interviewee: Yes I would look into it and I guess I would. Yes I would try to buy them and see 

how they would work and they have he knowledge about their machines so they would know 

better what is good for their machines. 

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Interviewee: I contact them, they don't really contact me, I have a contact person and he knows 

how my business looks like and if I need something I will contact him. 

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

Interviewee: Yes I think the information exchange is personalized because they know about my 

business specifically and I just met Electrolux so for now I don't think there is much to improve 

and I think it is quite good as it is. 

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

Interviewee: It seems fine I can't really judge it was long time ago, it doesn't seem so good I don't 

know what but I didn't really like something. I don’t order anything through their website. 
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Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Interviewee: No brand didn't really matter, because in the beginning I didn't even know they 

were Electrolux I just knew about a machine years ago and I had it and I heard it had the best 

machines they just changed the name later because nobody recognized it before. 

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Interviewee: Because now I bought a machine and I will use it for few years and I am kind of 

tied up to it, because I will not buy a new machine any time soon. 

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

Interviewee: I have no idea; I don’t know how often they come up with products. I have been a 

customer for soon a year I contacted them and I said I need a machine for them. We are not a big 

laundry company so there is not much communication and suggestions, of course if I would 

wash in large amounts then I would have probably suggestions but for now I don’t really think 

there is.  And no I don't think I am big or important customer for Electrolux.  
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Appendix H: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Carl Fredrik Ledin (Purchasing Manager) 

Company Ljungby Municipality 

Setting Meeting 

Duration 1 hour  

Date 2014-05-14 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: Our laundry processes are fine the way they are. The thing is that we work under 

the law of LOU, which stands for law on public procurement. There we make announces on a 

database to the whole Europe with specific requirements. Then different suppliers can answer us 

about their products. We specify the requirements we need. After the companies have contacted 

us we do an evaluation criterion. There we can choose some of them depending on if they meet 

our needs or not. We need products depending on the different situation; and they could be 

measured according to: price, quality, sustainability, working relationship inside the company, 

also, they are not allowed to have kids working. It is about the process on how they have made 

the products.  

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differ from their competitors?) 

 

Interviewee: The most important factor is to have a good laundry process, and that includes: 

good quality products, clean clothes, speed, environmental friendly machines. But as said before, 

we decide according to requirements. If the company doesn’t follow the requirements then we 

have to talk to them, and warn them about it, that we wont work with them anymore if they don’t 

change their way of producing products. We don’t buy only Electrolux, we cannot choose a 
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company only because it is nearby us. We choose them according to the requirements. It could 

happen that one company from another city can do a delivering in a specific day, and another 

company in the same city as us, wont. So we choose the one that follows our requirements.  

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

Interviewee: Electrolux might meet all of our requirements, but then again, it might interest us 

the prices of the machines, and there we might choose other brands, as you might know 

Electrolux has higher prices for their products. We do different processes when choosing criteria 

for different occasions, like our kindergartens might want things in one way, the elderly house 

will need other requirements and so on. Sometimes we choose the cheapest price, sometimes we 

take quality as evaluation criteria and sometimes we take quality on demand, and so on. Some of 

the formal requirements we go through are: They cannot have debts in taxes, they cannot be in 

bankruptcy, no serious debts at all, they must have an economy capacity, they must have 

references in similar assignments, the personnel must be competent, they must have a qualified 

management system, environment management system, delivery time, they must accept when the 

assignment ends, equipment, how they will explain things to us, and so on. 

 

Interviewer: 4. How can your business perform by the use of Electrolux accessories and 

consumables? 

 

Interviewee: No need for additional products right now. We already buy some accessories, and 

we are satisfied with that. As said before, if these additional products meet our requirements then 

we might buy them. 

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Interviewee: Communication goes very much through emails. We ask questions on our database 

about a specific procurement, and then they ask us more about our needs. Then we answer back a 

general answer to the database, so every one of our suppliers get the same answer. In that way no 
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one misses any information. After we have been sending some mails with some suppliers that 

match our requirements better, then we meet up, we do phone calls, it becomes more 

personalized, we get a contact person who takes care of the communication in between the firm 

and us. 

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

Interviewee: The communication between my suppliers and me is good. It’s personalized and 

they know what I need. I also think our communication can be improved. Sometimes we need a 

monitor of the lifetime of our machines, the purchased we have made, and if everything is in 

order according to our requirements, its like we have to follow an agenda. It happens that I 

contact them sometimes and they also contact me sometimes. They contact us when it has to do 

with service, and also when they want to approach and sell us more things. They ask us if we 

want to get more services with their spare parts. I consider it’s good that they contact me, I feel it 

is important that they keep in contact with me. 

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

Interviewee: I make a lot the use of the websites and internet, like for example the database 

where I communicate what I need to my suppliers. I make use of the mail. I also get into their 

websites to see their products. We do an inventory to see what exists in the whole market. 

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Interviewee: The reason why I choose a brand, I guess is a more individualized reason. It has to 

do with me seeing their logotypes. I guess it has been good marketing with their logos. When 

working with different products, I get to see all these brands and then I choose. Their images ray 

in me directly. When I see Volvo, I feel home, I have seen them very much with Zlatan and 

Robin and they are people who has achieved things. All Swedish people know them, so we start 
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feeling very Swedish and proud when we see them. I feel Electrolux is a very known traditional 

old Swedish brand. It’s based in Ljungby and we live here, so we feel related to this brand 

because of that also. I can feel that, when you live in a city where a brand is located, and then the 

whole city gets that image, and its people start using it. It represents the city.  

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Interviewee: When I buy a brand I do it because it makes me feel security and quality. But 

remember they have to follow our requirements. Otherwise we don’t buy them. We don’t choose 

a brand because we are loyal to it. We choose them according to the requirements mostly. Its not 

that only one firm matches my requirements, because there is different requirements and they are 

changing from time to time, to department to department, so its many firms who please these 

requirements. But if I buy a washing machine I would buy Electrolux or Miele, I know they 

would provide me with good quality machines. But also the brands in the market nowadays on 

top are quite the same.  A bit of difference they might have like maybe service and support. I 

wouldn’t buy a brand that I haven’t heard from before, or I wouldn’t buy the cheapest of the 

market either.  

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

Interviewee: When they come up with new products they don’t really contact us much. Not to us 

maybe because we are the municipality. Yes I think that they develop products when we set 

requirements, they are somehow developing their products to match what we need. They have to 

manufacture according to us. It’s the way seller meets customers’ needs. When we have to 

follow law rules, manufacturers develop by following these rules. For example, sustainability 

rules and workers rights rules is also part of their internal develop. I would say I am an important 

customer because we buy a lot to different companies. So our cash flow is big. In order to don’t 

get the same old things we always change our requirements, and in that way the products we get 

are new and different from the ones we ordered in previously. Not maybe one supplier develops, 
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but many suppliers, they need to in order to sell. If they cannot match our needs then they wont 

sell. They have to manufacture in a way to meet our needs. At the same time we cannot set too 

high requirements, because in that way we wont have any concurrence. At the same time 

Electrolux will always develop because they want to be better. They don’t develop following our 

specific needs. Somehow they develop because they want to be better than the others. They have 

their own organization, where they develop everything.  
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Appendix I: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Johan Mansfeld (Property Manager) 

Company Tekniska Förvaltningen  

Setting Meeting 

Duration 45 minutes 

Date 2014-05-15 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: Electrolux is our local business, and we are very pleased with their products, and 

sometimes we have even had the opportunity to try their machines as first customers. We are the 

real stage management. We buy machines, and then we provide it to schools or any other care. 

We have always had a good experience with Electrolux Wascator. They have good machines, 

and they have a long live time, which is what I consider the best of it.  To improve; I have heard 

that the speed could be improved. Because when you buy environmental friendly machines it 

usually takes longer time do the labor, because it’s not much high power in, it’s less electricity, 

so the process is slower. The green machines take longer time. The laundry process is longer 

then. Sometimes we face this dilemma in between time and the green thinking. This is not just 

Electrolux, it’s an overall problem.  

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differ from their competitors?) 

 

Interviewee: The factors I use are; economy, life time as quality, service nearby, and green 

thinking. We do estimation, when we buy a machine we expect it to work for 10 years, and we 

write down our budget. In ten years the machine is worth nothing, but if we can use the machine 

for fifteen years, then you have five more years over the budget we calculated, and that is a good 
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business. If your product stays longer than the estimated then I see it as high quality and the way 

Electrolux differs from their competitors. 

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

Interviewee: I choose Electrolux because it is located here in town. But the experience I have is 

from before. I used to buy Electrolux as well in the other jobs I have had and then I realized 

about the quality of lifetime of their products.  

 

Interviewer: 4. How can your business perform by the use of Electrolux accessories and 

consumables? 

 

Interviewee: Sometimes we can maybe have the use of this in health care, but as I see, we are not 

so much focus into these small details. Somehow we don’t need it, because we already have 

these products, and suppliers to it. But I think we might need some of this when building new 

buildings. Then we look on how to get a whole solution to reduce square meters for the laundry 

and gain efficiency. If Electrolux provides us with a whole solution then it would be something 

interesting when we are building laundry rooms, but this doesn’t happens everyday. The 

laundries of hotels, health care, and sport areas, might need the use of accessories and 

consumables. In the beginning of a project then we talk to Electrolux, we put it up on the 

database to ask for suppliers to offer us with different products. Then we chose the one that 

matches the most our requirements. But we try always only with Electrolux, because we know 

that one.  

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Interviewee: I call them when we are building some buildings. Sometimes people from this 

office know somebody working at Electrolux, and then they tell them about new machines 

coming up. So I mostly contact them when I need to buy a new machine then I tell them my 

specifications. Then they ask me about what I need, they get an idea, and they come back to me 
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with offers. Then I choose one or more offers based on the specifications of the measurements of 

the house and the size of the laundry.  

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

Interviewee: We call Electrolux, and we also know them pretty well. We say hello and have a 

small chat when I meet them in the city. Our communication is personalized. I don’t really call 

one same person. I call the main office, and then they pass me to the sales man who has the time 

to take care of me. Because I cannot have the time to wait for the right guy to be available to see 

me, so I talk to the one who answers quicker. I wouldn’t like them to call me from time to time, 

because I actually don’t have the time. There’s always many companies calling me to sell me 

things, and time is expensive. Time is money. I rather take contact with them when I need 

something rather than vice verse.   

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

Interviewee: I have used their websites just sometimes, when I am working in a project then I 

look at it when I am looking for specific information. In a sort of trying to find an idea of what I 

can do with the laundry rooms we are constructing. I try to look up for washing room solutions. I 

don’t make orders through their websites. When we are building a room we often have a contract 

with an entrepreneur, and he contacts Electrolux to buy the whole room. I don’t use catalogs. As 

a recommendation I think they could upload washing room solutions of an entire laundry room 

in its website, for specific rooms depending on the different houses and uses people like me 

needs. 

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Interviewee: When I look at Electrolux logo I feel home. Electrolux is a Swedish old brand, and 

it transmits me a positive feeling. I choose Electrolux because I know they have good products. I 
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want my things to say Electrolux, not anything else. It’s a good brand and it stands for quality. 

When using an Electrolux machine, you feel security; you feel quality and long time life.  

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Interviewee: I have had a good experience with Electrolux. If I see a new brand, I don’t know 

won’t know much about it. When I buy a washing machine I think about the costs of lifetime, 

and the costs of reparations of each year. If you buy a cheaper machine the time of reparations 

per year may be higher, and then the total cost becomes much more expensive.  

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

Interviewee: I feel I am an important customer to Electrolux, because sometimes when we have 

constructed a laundry room, they have come and used our laundry rooms to show their products, 

to other customers. To show how a laundry room is in the real life, and not on the website. 

Sometimes we help Electrolux with suggestions, ideas, due to our different requirements to the 

different houses we have. Once they came to offer us one of their products. Then we were the 

first to try it, it was a wardrobe dryer. When they have a new product, then it happens that 

someone of their sellers know somebody in our office and then they talk. For example this 

wardrobe dryer was acquired by some employees from our company, talking to some workers 

from Electrolux. It is definitely good to have a good relationship and good contact with our local 

business. It’s important because if Electrolux is doing well, then we are doing well. It’s a kind of 

a business partnership.  
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Appendix J: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Nihad Hodzic/ Sections Manager 

Company Elderly Homecare Ljungby  

Setting Meeting 

Duration 60 minutes 

Date 2014-05-14 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

Interviewee: I don’t have any problems or challenges that need to overcome but staff would 

know better because I am responsible for managing and taking care for overall problems and I do 

not get that much in detail. Every problem we had so far Electrolux came here and fixed it. 

Electrolux came before we moved in and they did teaching for our staff about how to operate and 

take care of the machines better. And form what I can see products over time have developed 

because I used to work in another facility where we also had Electrolux machines and over the 

time the development is visible.  

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differs from competitors) 

 

Quality is very important because quality is time. For older people very important is to keep the 

quality of their clothing, many of them have old clothes that are already weak and in case we 

wash them badly and if material gets damaged we have to pay them for the clothes we ruined 

that is why we valuate quality very highly. Time also matters but not as much as quality.  

And about the differences between companies I can’t really tell because I work only with 

Electrolux and I haven’t worked with other companies, but what I looked at as important factors 

were, good price, fast support and quality! 
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Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

I don’t really know it depends on people who decide about the contracts. Well Electrolux 

services are very good because they come fast and take care of everything. So the location makes 

it very important, it is located here in Ljungby so it gives a lot of good benefits, like price and 

time that in this case competitors couldn’t. 

 

Interviewer: 4. What areas of your business could be performed by the use of Electrolux 

accessories and consumables? 

 

It is hard to tell if that would be useful because right now at this very moment I don’t have an 

urgent need for them and I have to follow the contracts. Price matters in this case because we 

need to see our budget and this would be a secondary need. Time for us doesn’t matter that much 

and I guess they are tended to improve time. 

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

They don’t usually, it’s me or the technical specialists in our company that call them. And I call 

them in case I need something or if I have a problem. But when I want to buy a product for them, 

they ask me questions so they could find the most suitable products. But so far it’s hard to say 

because we have been working with them for nine or ten months. For now it has been that I tell 

them my problem and they give me solutions. 

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

I would say it is very good if I had to grade it between one and ten I would say it is a solid eight. 

It is about contacting, when I call them they know who I am and that makes me feel more 

important. It would be much worse if every time I would have to call them through the reception 
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and that would make me feel like I am just bothering them with my problems. So I have a 

personal number for a contact person. I don’t know how the communication could be improved 

but in my eyes everything can be improved. It would be good if they would call me like once per 

six months but not more.  

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

I don’t use their website usually so I can’t remember how it looked like and how good it was. 

The website matters if I need to find some information. Personally I always prefer to call them.  

 

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Yes it mattered, because it is a local company so it is like supporting your city. If it wouldn’t be 

in Ljungby it still would matter a bit because their brand represents quality so that is why we 

wanted to see their offer. But for us it mainly matters that it is from Sweden so it is from home. 

In my opinion people all around the world prefer and trust the local brands.  

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Because they can provide the main concepts that I am asking for: quality, price and service 

support. As soon as they cant provide one of these aspects good enough then I will change the 

supplier.  

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

It’s hard to say because my task is just to buy what I need I can’t buy something new because it 

is in rules for the budget. And about us as a customer, I don’t think that our company is an 
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important customer because of the quantity purchased. We don’t help them with the ideas 

because whenever we have requirements their products always suit to all of them and we are 

very happy about it. Well yes maybe the machine about folding clothes would be good to have 

but we haven’t made any suggestions for them at least as far as I know.  
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Appendix K: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Barna Benedek (Operating Manager) 

Company Ljungbybostäder 

Setting Meeting 

Duration 30 minutes 

Date 2014-05-08 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

No I don’t think there is anything major, the only thing there could be improved is booking 

system that is why we just started with new electronic booking systems. Meaning that every 

person in the building can book the laundry room electronically so that no others would take 

their booking time because there were a lot of problems with that before. But now Electrolux 

developed this system and it is being implemented slowly.  

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differs from competitors) 

 

In our case it is safety for the people who use the products in the building. A couple a years ago 

we had them in the basement and people didn’t like it so we try to make it more comfortable for 

people. 

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 

 

Because it is a local supplier so we prefer buying from them than other companies and also in my 

opinion they have the best products. I don’t think they differentiate from competitors with 



  
 

133 

something major and we don’t want to mix products of other brands. We want to stick with one 

supplier it just makes less of a mess. 

 

Interviewer: 4. What areas of your business could be performed by the use of Electrolux 

accessories and consumables? 

 

Yes I think we would buy them and we already have accessories like furniture from Electrolux 

and I think we would not refuse their offer 

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

I have a contact person that visits us time by time and when he visits us he has news and lets us 

know about the new products and he also contacts us by mail. I think he visits us or calls us 

approximately once in two months 

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

I think the communication is very good and it is personalized because he knows us very well and 

we keep in contact all the time. I think it can be improved but I don’t know in what ways exactly 

it could. My guess though would be that they could work on their website and make 

improvements in it. 

 

Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

I don’t use the website so much instead we have the close contact with them that we prefer using 

calls and meetings instead. But we do order products from Internet and other websites. We 

actually order Electrolux products through another website. 

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 
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The brand mattered in only case that it was a local brand but other than that I can’t really say if it 

did influence us. It is really hard to tell. 

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

Because they have good products, also they are located close and over the years we have 

developed very good relationship. 

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

I agree with you that our company is an important customer for them, because we are the leaders 

for housing in Ljungby and we have twelve hundred apartments. 

They make their offers by calling us and setting up a meeting, also we meet them in trade shows 

and there we talk and find out about the news. And about the developing new ideas I don’t 

actually think we help them with that, I would even say it is the other way around and they come 

up with something new that we find useful.  
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Appendix L: Interview with Electrolux Customer  
 

Interviewer  Erick Vitella, Toms Kreslins 

Interviewee and position Anders Eriksson (Technician, Purchasing 

Responsible) 

Company Ljungby Hospital 

Setting Meeting 

Duration 60 minutes 

Date 2014-05-14 

 

Interviewer: 1. Do you face any business challenges that could be performed by a more 

efficient laundry process? Yes/No. If you could improve your laundry process what would you 

like to improve? 

 

It was always an important aspect that speed can be improved and as this is hospital then it has 

always been important for the clothes to be washed in a good quality but about that I can’t 

complain at all. 

 

Interviewer: 2. What are the most important factors to you when it comes to your laundry 

process? (How does Electrolux differs from competitors) 

 

The quality is always point number one so that the material doesn’t lose its shape and strength 

and then also in many cases the speed because here washing machines are working a lot and they 

have a lot of working hours and that is why time matters, even now we send the clothes for 

nurses to another washing company that do it for us because it would be too much capacity to 

wash them too. Energy savings and that the supplier is being environmentally friendly matter 

also because law and regulations require it.  

 

Interviewer: 3. Why do you choose Electrolux services over their competitors? (Is there 

anything you may not be able to find elsewhere?) 
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Because their service is close I would say. I would say that some times it depends on the contact 

with the seller and we have special needs and different companies puts focus on different things, 

for example I think that Electrolux focuses on bigger machines that can wash bigger volumes. I 

don’t really know if it differs in other ways. But their strength is most likely service because it is 

fast to get spare parts and service from them. Also I could mention quality because they don’t 

break that much. 

 

Interviewer: 4. What areas of your business could be performed by the use of Electrolux 

accessories and consumables? 

 

It sounds very good and I think the thought is really good but I don’t know if we would buy it 

from them it is difficult for us and we have rules that we need to follow (agreements, contracts 

with other companies and budget). And it depends also on the price of course. 

 

Interviewer: 5. How does Electrolux approach you in order to get information from you? 

 

Well I would say that we contact them instead of them contacting us, but we see them and meet 

them on these trade-shows and we discuss there the new products they have and what they could 

offer us. We have a contact person that we call and we tell our problem and after he comes here 

with a solution and then we chose from the offers.  

 

Interviewer: 6. How is the communication between you and Electrolux? Do you find it 

personalized? In what ways it could be improved? 

 

I think it is good but then again if I compare with their competitors, I would say that the 

competitors are better and they build them in a more friendly way than Electrolux. So I have to 

give this aspect to their competitors. I think it could be better because I think they could make a 

call and ask how are things and just drop by and visit us time by time. Their communication is 

more personalized with their competitors.  
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Interviewer: 7. Do you think Electrolux uses their website and Internet functions to get closer 

to you? 

 

If we have problems and we need to search for something them we search their website to find if 

they have the parts or products we need. About the Electrolux I cant say anything much because 

it was long time ago when checked it last but in my opinion it is very important to have a good 

website. Clear and understanding website. 

 

Interviewer: 8. In what way does the company (Electrolux) brand influence your choice? 

 

Yes it influences me in the meaning of seeing them as a possible supplier but I don’t know if it 

affects the decision, because Electrolux logo represents quality and local company, those are the 

first things I think of. It is different because if I know that it is Swedish I feel that it is safer and I 

feel better about it. 

 

 

Interviewer: 9. What are the criteria for your loyalty towards a brand (Electrolux)? 

 

I think the reason that it is because it is located close to our facility and because it is a Swedish 

brand so it seems closer mentally. 

 

Interviewer: 10. How does a new product offering happen from Electrolux side? (Do you help 

them with developing ideas and products; would you consider yourself an important customer 

to ELS?) 

 

About the new product offering, I don’t think they call or send any e-mails. And I don’t think we 

are important customer for them because we don’t buy that much products for them. When it 

comes to suggestions, we don’t make any because when we have a problem then they already 

have a solution for it. Now we need a dryer because our old one heats the laundry room very 

much, and we called Electrolux and told them about it so now we got information about the 

offers from them.                                                                                                                                                                                                                                                                                                                                                                
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