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Introduction:
 

In 2000, more then 4 million Swedish citizens were given the responsibility to 
invest a part of their earned money in the new premium pension system. With 
limited knowledge in financial markets was it now up to the people themselves 
to decide how to invest. Due to the citizens lack of knowledge lead them to a 
passive behavior. This meant a new role for the financial institutions and the 
advising that followed. Since the start, there has been constant debates on how 
well the system has been working and who it has been beneficial to.

Problem 
Statement:

With the new role of the pension advisors the problem question was stated as: 
considering  the  customers’  knowledge  and  understanding  of  the  financial  
factors, how has the advising of premium pension funds evolved since 2000? 
With the sub question: what role will the future of pension funds advising have?

Purpose: The aim of the study is  to research how the knowledge among the Swedish 
public has changed, how the perception of risk has altered, how the trust and 
confidence among financial advisors have changed, what importance new laws 
and regulations have had, and how the relations between customer and advisors 
has developed with the uneven knowledge. The future of pension advising will 
be investigated.

Choice of
Method:  

This study has a qualitative approach with seven semi-structured interviews with 
different institutions that are related to pension saving. Due to the nature of the 
study a hermeneutic approach and abductive perspective is obliged.

Results: The respondents have observed the level of knowledge among the public to be 
low,  however  has  it  gotten  better.  The  laws  and  licenses  implemented  has 
changed how pension advisors are working, and increased the confidence for 
advisors.  For  the  future,  a  majority  of  the  advisors  are  calling  for  the 
government  to  take  the  responsibility  on  educating  the  public  in  private 
economy. This would, according to the respondents, simplify the advisors job. 

Conclusion: The insufficient level of knowledge has created both problems and opportunities 
for advisors. The trouble with a product/service such as advising its complexity, 
which makes  it  hard for the institutions  to explain,  and for the customers  to 
understand it. Therefore, the authors agree with the respondents, to educate the 
Swedish citizens in order for them to understand the opportunity that is in front 
of them.
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1 Introduction
The purpose with the introductory chapter is to provide the reader with a  
brief introduction to the problem background and present the topicality of the 
chosen area of research. This will be followed by the purpose of the study that  
leads up to the research questions. Limitations of the study will be presented  
in the end of the chapter.

1.1 Problem Background
The investment market has over the past decade experienced a remarkable upturn, and 
the number of investors have multiplied numerous times. The increasing interest for 
the  investment  market  has  created  bigger  requirements  on the  consumers  and the 
protection related to the financial  products. The investment industry has started to 
implement their own license for the advisors in order to raise the competence. This 
has been inadequate; hence new regulations have been implemented throughout the 
market since 2003. The intention with the laws has been to specify the quality of the 
information provided by financial advisors. (Svensson, 2008:7-8)

In 1990, the Swedish government realized that the old pension system would not be 
able to withhold the growing population of soon to be retired citizens. It was proven 
to be unstable after the effect of the economic crisis that occurred during the same 
period. (Bonoli, 2005:95-96) The new system took effect in 2000, and in 2002 the 
system paid its first benefit. The result was a completely new structure on how the 
system would work. (Bonoli, 2005:105)

The old system consisted of two tiers, a  flat-rate basic pension (folkpension) and a 
national supplementary pension (ATP), which was income-related.  At that  time, it 
was a governmental control institute that controlled the ATP fund. Their task was to 
invest the money in those funds they saw fit. (Bonoli, 2005:95) 

The new national pension system was build up on three individual parts:

(1) an  income  pension is  financed  by a  payroll  tax  consisting  of  a  16% split 
divided between the employers and the employees, 

(2) a so-called “guarantee pension” was established to replace the folkpension,
(3) and a premium reserve was created where 2.5% of a person’s earnings were to 

be placed into an individual account, where each person was free to decide for 
him-  or  herself  where  and  how  the  money  should  be  invested.  (Bonoli, 
2005:105-107)

With  the  new  system’s  structure,  for  first  time,  people  with  limited  financial 
knowledge and/or skills had the ability to decide how their money should be invested, 
and as a result  a new role  for banks and other institutions  was needed. With this 
change, the financial institutions got more power over the investors, and could now 
inform, suggest and help their clients to find suitable funds. If the individual decided 
not  to  make  an  active  decision,  the  premium  reserve  was  invested  in  the 
“Premiesparfonden” or Premium Saving Fund. (Bonoli, 2005:108, 113)
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Over the last few years, the interests for individual investors to get financial advice 
regarding their premium pension have grown. The competition has risen and advises 
is provided by banks, insurance agents, and institutions that specialize in the premium 
pension funds. (Andersson: 2007:A) The level of fees that the different institutions are 
charging  differs  between  their  customers.  Premium Pension  Authority  (PPM)  has 
their own search engine and is offering information for free while other companies 
charge more then 500 SEK a year and is then swapping the funds for the individual. 
(Andersson, 2007:B)

The total amount that the public has contributed with to the premium pension system 
is 264 billion SEK and the total value of the funds at the end of 2008 was 231 billion 
SEK, a loss of 33 billion since 1995 when the first installment was made, an annual 
loss of 0.8 %. This is mainly due to the financial  turmoil  in the last year and the 
economical downturn in the beginning of 2000. There have been complaints that the 
only winners are the banks and the funds, not the investors. (Dagens Industri, 2009)

In a recent article in Dagens Nyheter (Eriksson, 2009) the role of the financial advisor 
was  questioned.  The author  argued that  a  financial  advisor  has  to  outperform the 
market each year with the same fee as the advice. The example that is brought up is 
for a person that has 30 year to retirement and is investing 395 SEK, the same amount 
as the common fee is for advising. By the time of retirement that person will have 
approximately 27000 SEK more then someone that is paying for financial  advice, 
with the same percentage of growth each year.

Several  studies  and reports  have been  conducted  concerning  the  Swedish pension 
fund system. (Hartell, 2007; Hedesstrom et al, 2004) A large part of the research has 
concerned how the pension system is working (Weaver, 2003; Palme et al,  2007), 
how investors make their decisions (Hedesstrom et al, 2004), and what relation to risk 
these people has had (Hartell, 2007). Further studies have been concerning financial 
advising,  and  the  impact  of  the  implemented  advising  law  from 2004.  (Tofft  & 
Eklund,  2004;  Persson,  2005)  There have been studies  made concerning  financial 
advising to the private market (Forsberg & Sundén, 2008), although limited research 
pension fund advising related to customer knowledge. 

There is a risk that inexperienced investors take greater risks then intended due to 
inadequate  knowledge.  There  are  limited  number  of  studies  done  in  the  field 
concerning  customer’s  knowledge  of  financial  factors,  and  how  institutions  have 
changed  their  advising  strategy  from  that  the  premium  pension  system  was 
implemented in 2000. 

1.2 Purpose and Research questions
The purpose of the study was to get a comprehensive image of what has occurred 
regarding private pension fund advising since the new pension system was taken into 
effect in 2000. Has there been a change in knowledge and what implications has it 
had for advising and building sustainable relations between institution and customer? 
What can be taught from the financial turmoil, and how will it change the future of 
the financial advising industry? With the new pension system the Swedish public got 
a bigger responsibility and the role of the pension advising industry changed. The 
study aimed to, from the institutions perspective, research the role of the knowledge, 

2



which been reported to be low among the customers, and to see how pension advising 
has changed, with the starting point in 2000. 

This has lead the authors to ask the following research questions:
Considering the customers’ knowledge and understanding of the  
financial  factors,  how  has  the  advising  of  premium  pension  
funds evolved since 2000?

With sub question being
What role will the future of pension funds advising have?

1.3 Limitations of the Study
Since this research was written under limited resources, there were limitations to the 
study. Seven (7) institutions were interviewed. These were chosen with the intention 
to get those with extended experience and knowledge. For the same reason as above, 
only funds that were considered pure pension funds were reviewed. Concentration 
was only on researching the institutions and interviewing them on their perspective, 
therefore  not  interviewing their  possible  customers.  The focus  was on the private 
market; the business market was therefore neglected. Questions concerning risk was 
researched, however, the interviews did not focus on particular investment strategies, 
for example diversification. The focal point was towards the advisor and the customer 
side  was  in  this  thesis  deliberately  overlooked.  The  customer’s  perspective  was 
viewed from past studies, articles and in some cases the respondents own views.
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2 Theoretical Framework 
This chapter will describe the theoretical framework. It begins with theories  
concerning  saving  and  investments,  and  why  humans  save  and  invest  in  
different  situations.  This  will  be  followed  by theories  (factors)  concerning 
financial  advising for example;  risk,  relationship marketing,  loyalty  ladder  
and customer behavior.

2.1 Overview
With the purpose of making the study easier viewable for the reader this part will 
discuss in what order the theories will be presented and why they have been chosen to 
be  included  in  the  study.  In  the  beginning  will  theories  concerning  saving  and 
investment be presented, theories regarding different perspectives of savings will be 
demonstrated in order to try to explain how and why human makes their choices. The 
theoretical  framework  is  important  for  the  analysis  and  conclusion.  It  is, 
consequently, important to define and clarify the different parts that financial advising 
is consisting of. The understanding is; for the financial actors on the market to tie a 
customer to them and keeping it under a long time, the actor needs to work on its 
customer  relationship.  A further  study of  relationship  marketing  will  therefore  be 
included in this chapter. 

2.2 Saving and Investment
The definition of saving is something that several great economists have set out to 
define.  Keynes  (1964:63)  claims  that  saving  is  the  excess  of  income  over 
consumption and that  the problem must  be to define income and/or consumption. 
Dynan et  al,  (2004)  has  introduced other  definitions,  where all  different  forms of 
saving is included, both realized as well as unrealized, wealth, for example capital 
gains on housing. Browning and Lusardi (1996) states that saving is what remains 
after  income and current  consumption.  Jappelli  and  Modigliani  (1998)  have  three 
different approaches on saving; total saving is the same as Browning and Lusardi's, 
private  saving is  the difference  between disposable  income and consumption.  The 
third category of saving is the difference between total and private saving, regarded as 
mandatory saving.  From a psychological  point  of view saving can be seen as the 
deliberate choice of putting money a side for future needs (Wärneryd, 1999). John 
Maynard Keynes tried to define why people save with listing eight different motives, 
precaution, foresight, calculation, improvement, independence, enterprise, pride and 
avarice. (Keynes 1964:107-108) Browning and Lusardi (1996) added down payment 
as a ninth motive for saving. 

In  1956,  Modigliani  and  Brumberg  presented  the  Life  Cycle  Hypothesis,  which 
showed how individuals save money at a fixed annuity over a lifetime. They argued 
that the desirability or utility function of each individual’s total consumption in future 
and current periods were close to a horizontal line where individuals, when they earn 
more in the later stage of life, consume at a constant percentage of their income. The 
main objective of saving was for individuals to have money later and particular during 
retirement. (Jappelli and Modigliani, 1998) 

Investment  is  closely  related  to  saving.  Keynes  (1964:63)  said  that  saving equals 
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investment. Dixit and Pindyck (1994:3-4) defined investment as “the act of incurring 
an  immediate  cost  in  the  expectation  of  future  rewards”.  They  categorized  three 
different  characteristics  of investment  as,  irreversible,  uncertainty and timing.  The 
three categories all interact to optimize in the decision making process. 

2.2.1 Pension Savings
In a study constructed by Engström and Westberg (2003) the saving in the premium 
pension system was researched. They found that young individuals are more likely 
then older to be active in the premium pension system, and that people with education 
in financial markets where more active then people without. This is similar to what 
Bayer et al, (1996) noticed in their report constructed on the pension market, that with 
financial education the level of participation rose. Since the system was taken into 
action in 2000, up until the end of 2002, 67% had made an active choice. For the 
individuals  that  stayed  passive,  and  did  not  make  a  choice,  had  their  premiums 
pension  savings  invested  in  “Premiesparfonden”,  a  fund  that  targets  to  achieve 
average return of the market. (Engström & Westberg, 2008)

2.2.2 Market History
Since the implementation of the premium pension system in 2000 until the end of 
2008, the market has had several downturns and upturns. The figure below (figure 1) 
presents  the  annual  development  of  premium pension  funds.  “Premiesparfonden”, 
have done slightly worse then the PPM index. (PPM, 2009:A)

 

Figure 1: Annual development of premium pension funds. PPM-index (PPM.nu:A)

2.3 Advising
It is of great importance for the reader of the thesis to understand the fundamental 
process of financial  advising, therefore are the current law and advising procedure 
described. 

The  table  below (table  1)  presents  the  number  of  cases  reported  to  the  Swedish 
National Board of Consumer Complaints (Allmänna Reklamationsnämden) regarding 
financial advising. There is a significant growth of complaints from 2000-2005. The 
number of approved or sentenced cases is very limited, only 1,14% or 5 out of 438. 

In  a  report  by  the  Swedish  Committee  of  Financial  Advise  to  Consumers  (SOU 
2002:41:118), the knowledge and educations of the financial  advisors was seen as 
insufficient and that the competence between the advisors was regarded as uneven.
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Year Cases Approved
2000 10 0
2001 22 1
2002 32 0
2003 47 2
2004 58 0
2005 125 0
2006 44 1
2007 40 1
2008 60 0
Total 438 5

Total % 100.00% 1.14%

Table 1: Numbers of Complaints between the years 2000-20081

The  increasing  number  of  reported  cases  lead  to  a  stronger  need  for  consumer 
protection.  The  Swedish  government  compiled  a  report  on  the  subject,  and  the 
outcome of the report lead to the new law being implemented in 2004 (FASC). In a 
study by the Swedish Fund Investment Association, the trust for the advisor regarding 
general fund saving was that nine out of ten was satisfied. (Fondbolagens Förening, 
2008)

2.3.1 Difference between advising and selling
In  a  study  compiled  by  the  Swedish  Financial  Supervisory  Authority 
(Finansinspektionen) from 2007, different banks throughout Sweden were tested to 
see  how their  financial  advising  was practiced.  One of  the  shortcomings  was  the 
difference between advising and selling; the definition is not clear,  something that 
could harm the customer. The problem is that the customer considers itself to be in a 
position for getting advises, while actually being in a selling situation. The problems 
for  the  institutions  is  that  they need to  clarify  before whether  there  is  a  advising 
meeting or a sells meeting.  The same report found problems with the commission 
system, that  some institutions  advisor's salary and bonuses is based on how much 
he/she is selling for. This is a situation where there is a significant risk for unethical 
advising. (FFFS 2007:5) 

2.3.2 Financial advising acts
FASC (2003:862) states financial advising as 

“Financial advisory services that a businessman provides to a consumer and  
which  relate  to  the  investment  of  the  consumer’s  assets  in  financial  
instruments or life assurance containing a savings element2”. 

The law clearly states that a person with extended knowledge in the field of financial 
instruments has to give out suitable advises and that it has to be invested completely 

1 Information received via e-mail 3/13/2009 13:07, from Helen Eriksson at Swedish National Board of 
Consumer Complaints
2 FASC (2003:862)
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or partly in the financial instrument that the investor desire. The law is only intended 
for individuals, and therefore does information provided by newspapers and internet 
not fall under the advisory law. 

FASC clarifies three different conceptions:

• Consumer: means a natural person who primarily acts for the purpose  
falling outside business operations,

• Businessman:  means  a  natural  or  legal  person  who  acts  for  the  
purposes relating to their own business operation

• Financial  instrument:  means  traded  securities  and  other  rights  or  
obligations intended for trade on the securities market.

The  fourth  paragraph  of  the  FASC  is  regarding  the  competence  of  the  financial 
advisor.  It  is  the  businessman’s  responsibility  to  make  sure  that  the  advisor  has 
adequate knowledge in the field, to document all advises and to hand them out to the 
consumer. The sufficient knowledge is based on a test that the advisor has to pass. 

The fifth paragraph of the FASC states that a businessman in the advising activity has 
to  observe  good  practice  and  with  great  care  mind  the  customers’  interest.  The 
businessman should advice against investment decisions that is unbeneficial for the 
customer regarding the need and financial  circumstances.  It  further  states  that  the 
businessman has to customize all advises to what the customer is asking for and not 
recommend solutions that is regarded as unnecessary.

As of November 1st,  2007, a new regulation was implemented when dealing  with 
securities. The regulation, FFFS 2007:16 was an update of several old regulations, 
FFFS 2002:5, 2002:7 and 2005:10, and withhold that the individual investor got a 
stronger protection. According to the regulation,  the institutions have to categorize 
their customers where most of the customers are seen as none-professional customers. 
This  categorization  is  done  in  order  to  give  adequate  information  that  is  easy  to 
understand. (Konsumenternas Bank- & Finansbyrå, 2008)

2.3.3 Knowledge for the Financial Advisor 
The Swedish Securities Dealers Association (SSDA) is an organization that by the 
end of 2008 had 34 members that is active in the securities market. SSDA works for 
high confidence in the market and to overlook the rules that the market is constructed 
of. In 2001, SSDA founded SwedSec, a company that is responsible for licensing to 
the Swedish security  market.  Today,  more  than 7000 people  are  licensed through 
SwedSec. The system was initiated in order to raise the basic competence and thereby 
increase the confidence for the financial advising industry. (SwedSec, 2009)

SwedSec license program is compiling with what the Swedish Financial Supervisory 
Authority is demanding. Knowledge that is needed in order to pass and receive the 
license is experience, aptitude and ability. (SwedSec, 2006) A license is valid for five 
years and a new test has to be taken after that and an annual update of the new rules 
and facts is necessary. (SwedSec Licensing Rules, 2005)
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2.4 Risk
Economists  have  not  been  able  to  agree  on  an  exact  definition  of  the  word risk. 
(Malkiel, 2007:197) The Oxford English dictionary defines risk as “to expose to the 
chance of injury or loss” (1989:987). The difficulty of understanding risk, could lead 
to problems for the advisor to educate the investor in the meaning of it. When the 
fund-institutions  constructed  their  own  studies  on  how  individuals  make  the 
investment decisions, the level of risk was the most important aspect followed by the 
funds investment strategy (Fondbolagens Förening 2008). If the investor is aiming for 
a fund with a higher return a higher degree of risk has to be adopted. On the contrary, 
a fund that is likely not to move from the expected return is considered to be of little 
risk. (Duran, 2001) The importance of risk is one of the major factors when giving 
financial advises. This could indicate that the attitude towards risk is affected by the 
economical situation and that people are more aware of risk in a financial downturn. 
(Bell & Eisingerich, 2007)

Duran (2001) argues that it is fundamental for the financial advisor to explain risk in a 
way that the investor understands it. The explanation should not be in an academic 
language,  since  this  rarely  helps  the  understanding.  It  is  important  that  when 
discussing different investment alternative even if an investment has a possibility to 
rise with 50%, there is always a downside to it.  The advisor should,  according to 
Duran, see how much the investor is willing or capable to loose. By doing this in the 
initial state, the financial advisor gets a good understanding of what level of risk the 
investor is willing to take, and can at a later stage refer to the discussion. Duran does, 
similar to Cordell (2001), agree that it is necessary for the advisor to make sure that 
the customer understands risk in order to maintain a long-term relationship.

Advisors  have  a  tendency,  akin  to  the  majority  of  people,  that  when  they  make 
choices for themselves to take a more risky alternative then they would in the same 
kind of situation if making decision for someone else. One reason for this has been 
that financial advisors have been emotionally involved with their clients. One way to 
solve  this  problem is  to  have  limited  contact,  only  via  e-mail  and  telephone  and 
thereby reducing the risk for emotional attachment. This has been seen as faster and 
more cost effective for the financial institution. (Hadar and Fischer, 2007).

To create a risk profile is something that several studies and researches have set out to 
do (Cordell, 2001, MacCrimmon and Wehrung, 1990 and Weber et al, 2002). There is 
no generally accepted method on how to assess client risk tolerance. Cordell (2001) 
argues  that  there  are  four  different  components  of  risk  tolerance:  propensity, 
knowledge,  attitude  and  capacity.  Cordell  means  that  with  more  knowledge  the 
investor will be less likely to panic in a downturn market. Propensity of risk can be 
done by examine the investors real-life financial decisions. The difference between 
propensity and attitude  is  that  attitude could be found out through a scientifically 
constructed questionnaire. Here a question of feelings toward a recent economic loss 
can be examined. The final one is risk capacity and regards the financial possibilities 
where income related to expenses is examined.

Investors have different approaches on how they cope with loss aversion. The sunken 
cost  effect  is when financial  investment  decisions let  past deficits  influence future 
investment  in order to avoid future loss. According to Lewis,  2008:239-240), past 
losses should not influence future investment since this could lead to a situation where 
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the investor tries to make up for the loss and take bigger chances in a downward 
spiral. This could affect advises given out in the lieu of the financial turmoil. One of 
the main reasons why people actively seek a financial advisor is because “it gives you  
peace of mind for the future” (Powell, 2008:5)

2.5 Behavioral Finance
With the increasing number of funds and institutions offering pensions funds the role 
of the financial advisor has to change in order to co-operate with the changing needs 
of the customers. A recent development within finance is behavioral finance, which 
takes a psychological approach to understand the market and the individual.

Pompian (2008) presents four different behavioral investor types. These types makes 
it easier for the advisor to give insightful advises and reduce the probability of future 
differences between advisor and investor. The biggest reason for why advisor loose 
their clients is because of the inability to learn what it  is the customer wants, and 
thereby  not  being  able  to  build  a  firm  customer  relationship.  To  see  how it  has 
developed since 2000 is therefore necessary in order answer the problem question. 
The individual investors do all have different needs depending on their risk tolerance, 
whether their active or passive and to the level of knowledge in the financial markets.

The four behavioral investment types are:
• Passive preserver, as the name indicates, is an investor type that has a low 

level of risk a passive behavior and the biggest bias is emotionally related. 
Passive preservers have a bigger fear of loss then satisfaction of gains. This 
category of investors is in a big need of advice and advising should be on a 
basic level where details are less important then the overall picture.

• Friendly follower is a passive investor that is risk averse and is following ideas 
from friends or chooses the most popular funds. This behavioral type lacks 
independent notion and is often investing at the peak of the asset class. An 
advisor should offer education in a low-key way and can from that build a 
strong long-time relationship.

• Independent individualist is active on the market, has a high-risk tolerance, 
and is actively seeking information. The bias for an independent individualist 
is that it often is overlooking information that is the contrary of the investor’s 
own preexisting idea. The role of a financial advisor is almost the same as 
with the friendly follower, to educate the investor.

• The last of the four different behavioral types is the active accumulator, which 
generally has a high level of risk tolerance. The active accumulator has more 
confidence  then  the  independent  individualist  and  tends  to  have 
overconfidence in his or her own performance. For these strong individuals 
the advisor needs to take charge and demonstrate their ability instead of letting 
the investor make irrational decisions on continuous bases. (Pompian 2008)

2.6 Consumer behavior
Harrison (2004:55) acknowledges what D. A. Yorke’s in 1982, and B. D. Stevenson’s 
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in  (1989)  saw as  the  basic  needs  for  financial  consumers.  One of  these  needs  is 
financial advice, since: 

As financial products increase in number and complexity, consumers have a 
greater  need  for  information  and  advice  in  order  to  make  appropriate  
purchase decisions. Financial advice in itself is not necessarily a solution, but  
may be instrumental in finding one.3 

Schwartz  (2004:35-37)  shows the complexity  that  a  customer  is  exposed to  when 
being forced to choose between too many products, even similar ones. In some cases 
the customers end up not choosing anything at all. A fund investment needs a high 
involvement from the customer/client (Harrison, 2004:57), and of all the nearly 800 
PPM funds available on the market, there is a huge significance between some, while 
others are similar. (PPM, 2009:A) The outcome can be that nothing happens.

2.6.1 Buying Decision Behavior
In the  Buying decision behavior-matrix (see figure 2), a product can be defined to 
position the customer in a “complex buying behavior” when there is a significant 
difference between brands, and where the customer’s involvement in the selection of 
it is high. (Kotler et al, 2005:276 – 277) Peter and Olson (2005:183) add that when a 
product demands and shows high level of involvement and differences, there are only 
limited amounts of ways to solve the problem. Devlin (1997) adds that a complex 
product/service is less likely to make a possible customer to voluntarily look for a 
solution to the problem, that such kinds of products/services is more likely to be sold, 
than bought. They tend to be less straightforward, and a customer will require advice 
to choose. In the case of pension fund investment,  a custom made portfolio  for a 
customer  will  be  a  solution,  provided  that  the  customer  shows  interest  in  its 
investments.  The  customer  must  learn  for  itself  the  difference  between  the  many 
funds  that  is  offered  on  the  market;  consequently  a  high  level  of  involvement  in 
choosing is of great importance. 

High involvement Low involvement

Significant 
differences 

between brands

Complex
buying

behavior

Variety-
seeking 

buying behavior

Few differences
between brands

Dissonance-
reducing

buying behavior

Habitual 
buying 
behavior

Figure 2: Four Types of Buying Behavior (Kotler et al, 2005:276)

2.6.2 Involvement
Assael  (1992)  explain  that  there  are  two  types  of  involvement  in  the  complex 
decision-making,  situational or  enduring,  depending  on  to  what  extent  the 
customer/client’s involvement when choosing the product. 

3 (Harrison, 2004:55-56)
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• A  situational  involvement is  temporary  and  it  occurs  only  in  specific 
situations,  e.g.  when  a  purchase  decision  is  required  at  one  time.  The 
conditions for the customers involvement is the perceived risk and the badge 
value [brand]

• An enduring involvement is permanent and is more continuous, and an interest 
for the product/service is required, no matter if a purchase is needed or not.
The conditions recognized by Assael are that the product is important to the 
consumer and its self-image. The consumer shows a continuous interest, it has 
some emotional appeal to it, and badge value.

From what  is  showed above,  a  product  (funds)  or  service  (advising)  demands  an 
enduring involvement  if  the client  who wish to invest  its  money wants to get the 
highest outcome. A client can in addition choose to make one investment and then 
never  do it  again,  a  situational  involvement.  However,  if  this  person would do it 
several times, and after a while become more interested its behavior can change, i.e. 
become enduringly involved. (Assael, 1992:33) 

2.6.3 Buyer Decision Process
What happens when a possible buyer gets aware of a product/service is showed in the 
Buyer Decision Process, figure 3. A possible buyer has recognized the product that it 
wants or needs, and therefore has started to search and acquire information. When 
sufficient  amount  of  information  has  been  collected  the  different  alternatives  are 
evaluated, once done, a purchase is made, and after some time the customer/client 
will evaluate the purchase. This is for the first time that one can see the effect of it. 
(Kotler et al, 2005:279-287) This model is not 100% accurate, according to Peter and 
Olson (2005:168), since the process is not fully linear. Though the stages are correct 
and they come in a certain order, a person can go back and forth between some stages. 
Seldom, only one problem is recognized at a time; the model should be more complex 
than what it tends to look.

Need 
recognition  Information 

search  Evaluating 
alternatives  Purchase 

decision  Post purchase 
behavior

Figure 3: The Buyer Decision Process (Kotler et al, 2005:279)

The first stage, need recognition, can be triggered in two different ways, known as 
two stimuli:

• Internal stimuli: a person’s basic needs triggers the need factor – hunger, thirst 
and/or reproduction (Kotler et al, 2005:279)

• External stimuli: Needs are triggered from other sources – jealousy triggered 
from  admiring  a  neighbor’s  car,  the  wish  to  travel  after  hearing  about  a 
friend’s trip, etc. (Kotler et al, 2005:279)

As the definition of complex buying behavior says, a high involvement is necessary 
for the customer to make a choice, and it is a significant difference between every 
brand, one can clearly see the connection to pension funds. Add to this what Peter and 
Olson said, that there are only a limited of ways to solve the problems, and Devlin 
who states that a customer is less likely to look for a solution for that kinds of trouble, 
there is not hard to say that advising is a possible way of solving the problem. The 
enduring involvement is as well tied to the pension funds, according to Assael. 

11



The buyer decision process explains the way from that the customer gets aware of a 
product (pension fund saving), and a need for it is recognized. Afterward, it is on to 
the  information  search,  evaluation  of  alternatives,  purchase decision,  and the  post 
purchase behavior. The need recognition is triggered by one of two stimuli, where the 
external is the one that fits for the pension fund saving. After that, a person starts to 
search  for  information,  either  by  itself  or  with  the  help  of  advising,  the  person 
evaluates it, invest, and at the end see if the right choices where made. An advisor can 
help the possible customer with its search and evaluation.

2.6.4 Customers knowledge
The  British  equivalence  to  Swedish  Financial  Supervisor  Authority,  Financial 
Services Authority (FSA), did in 2004 put aside £10 million a year in order to educate 
the consumer understanding in financial markets. (Harrison, 2005:34) The Swedish 
Financial Supervisor Authority did in 2007 report that they intend to raise the level of 
knowledge  in  the  financial  market.  A  first  step  is  to  educate  teachers  at  upper 
secondary level as well as co-operating with financial institutions to refine pension 
information,  and to better  educate the Swedish public in what risks there are with 
investing. (Finansinspektionen, 2008) 

The  customer’s  knowledge  differs  severely,  and  this  creates  both  problems  and 
possibilities for the advisor and the financial institutions. The possibility with having 
customers that is relatively new and inexperienced is through education, getting more 
involvement  and  closer  relationships.  (Eisingerich  &  Bell,  2006)  In  a  study  by 
Prahalad and Ramaswamy (2000) the importance of getting the customers to work 
with the advisor is examined.  The outcome of the study is that  if the advisor can 
encourage  the  customer  to  take  part  of  the  decision  making  process,  the  level  of 
service productivity will rise. The financial advisor needs to educate their customers 
in what the financial products characteristics are, the complexity, the intangibility and 
the long-term horizon. Previous mentioned risk is another important characteristics 
that the customer needs to be aware of. With a bigger involvement the customer start 
to take responsibility for both capital gains and capital losses. (Eisingerich & Bell, 
2006) Financial advisors can through their position decide how they want to educate 
their customers, this possess great opportunities. A novice investor puts bigger value 
in  the  professionalism  that  the  advisor  has,  when  deciding  to  maintain  with  the 
institution. (Bell & Eisingerich, 2007) 

The downside with educating the customers is the possibility of losing them. With 
greater  experience  and  knowledge,  the  more  aware  will  the  customer  be  of  the 
surrounding possibilities. This could lead to a step away from personal advising that 
for examples the banks are offering to a self-managing portfolio, with the help of an 
on-line provider, e.g. Avanza. Well-educated customer or experts sees the advantages 
with the technical advantage that the institutions are offering, instead of the personal 
service that a novel investor has a greater need for. A financial advisor needs to be 
aware of this  in order  to customize its  advises and through the relationship  put a 
bigger emphasize on the technological services. (Bell & Eisingerich, 2007) 

Whatever  the  cause  for  a  person recognizing  a  need,  the  outcome will  lead  to  it 
searching for information on how to satisfy it. If a person recognizes that it ought to 
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invest  its  money  in  funds/stocks  it  will  lead  to  a  search  for  more  information. 
However, what can happen is that the person’s need is never recognized, or that it is 
triggered  when  an  institution  inform  what  can  be  done.  The  entire  process  can, 
therefore, be created and lead by an advisor for an institution. It is, considering the 
definitions of an internal vs. external needs, more likely that the need to invest one’s 
money for future retirement is triggered by an external stimulus, than by an internal 
since it is not a basic need to save money. The understanding is that the institutions 
today work in new ways of attracting the customers.  The new pension system has 
created a possibility for institutions to gather new investors. It could therefore be of 
importance for the institutions to work in a new way. 

2.6.5 Choice Overload
Iyengar  and  Lepper  (2000),  made  an  experiment  in  a  grocery  store  where  the 
customers at two different occasions had to choose from six kinds of jam and the 
second time of 24 different sorts of jam. The experiment evidently demonstrated the 
difference in how choices are made, and that an individual, in reality, postpones their 
decision if there is extended amount to choose from. In a later research by Iyengar 
and Jiang (2003), they studied how 800 000 American employees at Vanguard made 
their decisions regarding their 401(k)4 choices. The outcome of the study was that 
people postpone their decisions because of choice overload. The study showed that 
with more funds to choose from, the individuals get more passive then with fewer 
funds to choose from.

The growth of PPM funds offered has for the last nine years developed from 465 in 
the beginning up to 773 by the end of 2008 (PPM, 2009:A). This cultivation has made 
it difficult for advisors to stay updated of the funds that the institutions are offering. 
Another problem with the increasing amount is the difficulty for customers to choose 
a fund that fits their demand. Schwartz (2004:210) argues that the human being is 
confronted in every day life by choice overload, with too many decisions to make, 
and not sufficient amount of time to think it through. This could lead to stress and 
depression. When the number of choices is increasing the information required for 
making correct decisions increase as well. 

The probability is higher that customers regret their choices when faced with several 
opportunities.  The possibility of future regrets makes  people put off from actually 
making  the  decision.  People  often  tend  to  have  higher  expectation  on  their  own 
investments then the market in general. If the investment does not live up to the high 
expectations, the individual tend to blame the surrounding environment.  (Schwartz 
2004:206-207)

2.7 Customer relationship
With the growing competition, the financial actors on the market need to diversify it 
in order to have any possibility to get market share. (Roig et al, 2006) Recent studies 
have found that in today’s society,  successful marketing often has relationship as a 
foundation. (Rust & Chung, 2006) Therefore, a deeper study in marketing is needed 
to answer the research problem. To create a connection, and to keep a customer is 

4 401(k) is a US retirement plan that resembles a defined contribution plan, where the employee defers 
a percentage of the salary to his/her 401 account. (irs.gov)
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essential for building a long-term relationship, therefore it is of importance for the 
study in order to answer the problem questions.

2.7.1 Relationship Marketing
As stated by Grönroos in 1994, marketing was facing a new paradigm,  relationship 
marketing (RM) (Ravald & Grönroos, 1996). Though there are no clear definitions of 
what is meant with relationship marketing due to it not being generally accepted until 
the 90’s, two leading researchers within RM give their definition.

• Grönroos  defines  it  as  “RM  is  used  to  add  an  additional  value  for  the  
customer is  added on to  the product/service  it  has purchased”.  (Grönroos, 
2000), 

• Gummesson says that “RM is marketing that centralize relations, networks  
and interaction” (Gummesson, 1998:16) 

The values are used to keep the customer coming back, and to feel secure of that they 
have chosen the best product/service there is. Companies who chose to apply RM will 
see client retention and lower marketing costs, hence increase the profitability, and a 
higher return on relationship.  RM is often viewed as the opposite to transactional 
marketing, where a lot of one-time sales are what the company should strive for. The 
problem with this is that the only reason for the client returning to purchase from the 
same company again is the price, or because of switching is too high, while in RM 
you build a relationship over time where you have few clients that purchase over a 
longer period of time. (Gummesson, 1998:19,27-29)

Relationship marketing means that a company focuses on each and every customer, 
hence every single one as an own segment. This leads to a change in marketing, to 
leave mass marketing and the 4P’s, price, product, promotion and place, for personal 
communication the 30R’s. One of the fundamental values of RM is to go from being a 
product, to market oriented, instead of only offering what is produced, the company 
does what it can to satisfy needs, creates a value and has a high quality on customer 
experience.  As  Michael  Baker  said  in  1976  that  marketing  is  about  “mutually  
satisfying exchange relationships”5 therefore RM should be a win-win relationship. 
RM works only in a market economy where both competition and cooperation are 
present. (Gummesson, 1998:21-28,40) Ravald and Grönroos (1996) add that RM is 
about creating value for the customer through the relationship. Sarel and Marmorstein 
(2007) adds that if banks can identify those customers that can be profitable under a 
long term, and address these customers’ special needs, the banks would then generate 
higher returns to their shareholders, and enhance their competitive position. 

2.7.2 Three levels of commitment
There are three levels of RM, and the levels depend on what kind of connection and 
commitment the company has to the customer, which can be done through price or 
diversification. Level (1) connects the two parts through money, (2) through money 
and social, and (3) as number (2) with added-on structural (see figure 4). 

If (1) is chosen, a low level of customization is made, and the only thing that should 
be used as a sales pitch is the price. However, this is not a solution if a company 

5 Gummesson, 1998:26
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wishes  to  keep  the  client,  since  they could  possible  switch to  a  cheaper  brand if 
introduced to the market. Relations can last longer if only a more social connection 
(2) is being offered. This is done by offering some customization of the products and 
by having a more personal communication towards the client. It is when the service 
delivery is structured (3) and formed after the customers need that you have build up 
the strongest link. What this does is that the relationship is build to last longer, by 
receiving  automatic  feedback  from the  customer  while  performing.  (Gummesson, 
1998:35; Blomqvist et al, 2004:31-33) 

Level Connection/s
Service

customization

Important
Marketing
Element

Differential
potential

(1) Monetary Low Price Low

(2)
Monetary & 

Social
Medium

Personal
Communication

Medium

(3)
Monetary,
Social &
Structural

Medium-High
Service
delivery

High

Figure 4: Three levels of commitment (Gummesson, 1998:35; Blomqvist et al, 2004:31-33)

2.7.3 Complexity Connected to Cost and Training
Porter (1985:117-118, 216) concludes that there are two ways to create value to ones 
customer, either by reducing the buyer’s costs, to have low fees, or by increasing the 
buyer’s performance, the customer perceives the higher price giving them more value. 
In addition, Porter states that it is impossible for a company to have a strategy to be 
leaders  in  both  cost  and  diversification.  In  a  study conducted  in  the  UK,  Devlin 
(1997) sees that the simpler the customer perceives the product/service to be, the less 
is its incentive to pay for it. In case of a more complex product, diversification is the 
preferred way to get market shares, and for this a company can charge a higher price. 
Another factor added to the findings of Devlin, is the aspect of a company’s image 
and reputation can be considered as a value for choosing a more complex product. 
(Roig et al, 2006) Devlin (1997) adds that brokers and advisors play an important role 
when it comes to enhance the customers’ level of knowledge of complex products. In 
Roig et al, (2006) they suggest that companies should select and train personnel to act 
as contacts for customer, and to educate them. (Roig et al, 2006) If the environment, 
that the product/service exists in, becomes more complex, e.g. increased complexity 
of product/service itself, plus making the forecasting and demand harder to advice on, 
Rust and Chung (2006) suggests simplifying the guidelines step-by-step in order to 
perform the service. Though Devlin’s study were conducted in the UK, there is not a 
big  different  between  people’s  perception  of  paying  more  or  less  for  a  product, 
depending on its simplicity/complexity.  Therefore is this research valuable for this 
study.

2.7.4 Loyalty Ladders
One of the keystones in RM is customer loyalty, both form customers and from the 
company. By moving the customer up the “ladder of loyalty”, a company can build a 
long-term  relationship  with  its  customers.  (Gummesson,  1998:29).  When  the 
company  get  the  customers  attention,  the  market  attain  some  information  on  the 
customer,  however,  it  is  not  until  the  company  has  secured  a  purchase  form the 
customer,  that  an  analysis  can  be  performed.  With  this  information,  small 
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customizations can be made, and the customer can be processed. With hard work and 
through the use of statistics a plan can be formed to get the customer to return for a 
longer  period  of  time,  creating  long-term  value  to  the  firm.  (Christopher  et  al, 
2002:47-48)

Ladder of Loyalty
In Rachel and Rachel’s book “Up the Loyalty Ladder” they describe the five steps of 
making a non-client into an advocate. Christopher et al (2002:48) discuss the same 
idea, however, with updated names and with an added step, making it six. Zeithaml et 
al  (2009:177-179),  is  using  the  same  concept  of  the  loyalty  ladder,  but  have 
minimized the ladder to four steps, integrating two steps with others. See figure 5 for 
more.

Often a customer  will  move up the ladder  one step at  a  time,  however,  there  are 
examples of where a customer can go from being a prospect to an advocate at once. 
(Rachel  &  Rachel,  1995:181)  A  prospect/stranger  is  affected  by  several  offers 
everyday, hence it is important that a company that wants to build a relationship with 
this client rise above the others. Even though a deal is later struck (purchaser), the 
company needs to keep up with its service so the client does not badmouth them, but 
instead stays with the company, and develops within it. (Christopher et al, 2002:47) In 
Zeithaml’s book the two recent steps are merged and named acquaintance, though the 
description is similar. The company should diversify itself and work on getting the 
customer to buy the product more than once. (Zeithaml et al, 2009:178) Supporters 
and Advocates are close, and the only thing separating them is that the advocates are 
open with their connection with the company and even gives it free advertising, e.g. 
through word-of-mouth. 

Christopher et al, (2002:48) emphasis that an Advocate to the firm is very important 
since it  will  give a lot  of free marketing  to the company,  and is  what  companies 
should  strive  for.  A  customer’s  word-of-mouth  is  considered  a  great  sources  of 
information.  A customer who has passed through these two steps is,  according to 
Zeithaml, on the “friend” basis. Yet the customer is performing the same service for 
the company as in Christopher et al’s two ones. A client who has climbed all the way 
up  is  considered  a  partner  to  the  firm,  and  here  the  company  provides  it  with 
customized services, special bonus programs etc. This can be created since the firm 
has  sufficient  information  and  statistics  tied  to  the  customer.  (Christopher  et  al, 
2002:47-48; Zeithaml et al, 2009:177-179) At this point, according to Zeithaml et al 
(2009:179),  both the company and the customer  are  meeting  each other  for  more 
reasons than to conduct business. 

Relationship Continuum
Another  form  of  ladder  is  presented  in  Zeithaml’s  et  al  (2009:177-182)  as  the 
Relationship Continuum, and displays how a company should act in order to attain a 
customer as a client. It can be implemented at step one from the ladder of loyalty 
(explained above), the prospect. Here it can be dissected and used on the other steps 
as well. No matter where the client is in the Ladder of Loyalty, even though it does 
not wish to or is impossible to move, the customer stays with the company. The client 
is first  acquired when the first purchase is done. To make the customer come back 
again, Zeithaml et al says that the company must  satisfy the needs of the client to 
retain it.  The  importance  of  satisfying  the  customer  can  be  emphasized  through 
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Ravald’s and Grönroos’ article from 1996, where they report the findings that Heskett 
et al found in 1994, that the most important criteria for customer loyalty is to satisfy 
it. The last step, enhance is associated to how much information the company has on 
its client, and the level of relationship that the two have to each other. The customer is 
loyal to the institution, which can produce greater services and customizations due to 
the collected data. (Zeithaml et al, 2009:177-182) 

2.7.5 Fitting the two models to each other
Though the two models are called the same, and with similar metaphor of a ladder 
that  a customer can climb upwards on, the steps have different names, and are of 
different  amounts.  However,  these  can  easily  be  fitted  to  each  other  since  the 
definitions are similar, as explained above. Since Zeithaml et al is the newest source, 
2009,  those four steps  of  the  loyalty  ladder  will  be used when applying  it  to  the 
findings. See figure 5.

2.7.6 Applied to advising of pension funds
The task of advising pension funds is applicable to relationship marketing, since the 
client, in this case an investor, needs to be confident that the possible advisor will 
work on the behalf of the investor. 

Applying  the  three  levels  of  commitment,  something  as  pension  funds  can  be  a 
question of price, where the customer only choosing a company since it is cheaper 
then the others, thus not getting any particular kind of service, and/or investment plan. 
If a company can show what a possible client will get by paying more, then a higher 
level of communication is important, a more common discussion of the evolvement of 
funds. Last level is when a company can offer a customized plan for its client that for 
the customer is more valuable than then the price it is paying.

The  ladder  of  loyalty  works  when  applying  it  to  the  market  for  pension  funds 
advisement. A prospect is, as explained above, an investor that knows that a particular 
institution  offering  pension  funds  exist,  however,  is  it  aware  of  competitors. 
Institutions  should  therefore  convince  the  customer  that  their  particular  service  is 
better than the competitors. It is between the two zones acquaintance and friend, that 
most of the work must be made, hence making sure that the investments made for the 
client  satisfies  the  possible  expectations,  which  will  move  them  up  the  ladder. 
According  to  Zeithaml,  when  the  client’s  expectations  are  meet,  a  friend,  the 
institution would be recommended to others by their client and the money-factor, the 
price of advisement, is no longer an importance to the client since they consider the 
relationship to be strong. On Partner-level, a customer is considered more than an 
investment, and the institution is more eager to please this ones particular requests, 
and might give more advises on better investments. A fee might still exist, however, 
the institution might add more to what customers usually get, e.g. lower trading costs 
when switching between fund portfolios, or better loans if it is a bank.
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Figure 5: Loyalty Ladders (Christopher et al, 2002:48); (Lundgren, 2008:16); (Zeithaml et al, 
2009:177-182)

2.7.7 Criticism of Relationship Marketing
In his article form 1997, Palmer questions whether or not one can use RM as a tool to 
apply to a global market, and if anything can be considered to be RM. Just because a 
theory works on a national  level  it  does not automatically mean that  it  will  work 
international, companies still have to develop other theories for other cultures, since 
the national is bound to that particular culture. Another comment is that what can be 
considered to be relationship marketing in one culture might just be ordinary courtesy. 
Example given by Palmer is companies in Japan where, what the western world refer 
to as RM, is long-term commitments to their customers and clients, and is a core-
value to most. (Palmer, 1997)

As mentioned above, RM is a rather new concept. Back in 1997 Gummesson, who 
then had two decades of research on the subject, stated that much of what was written 
about RM was still theory-less. Same article mentions that the theory that has been 
developed within RM have not been implemented within the companies in a rightful 
way, which might reconnect to the lack of theories on the subject. (Kavali et al, 1999)

No interaction 
or 
transactions 
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between  the 
institution and 
the client

The  institution  should  try  to 
provide  a  value  proposition  to 
the  possible  client,  thus 
differentiating  itself  from  other 
competitors.

Some information on the customer is 
acquired,  and customizations can be 
made.  The  customer  trusts  the 
institution and is open to more of the 
institution’s  products  and 
recommends  the  product/service  to 
others. 

The client’s level 
of  trust  is  rising 
and in return  the 
institution  can 
customize 
products.

Z
eitham

l et al (2009)

Strangers Acquaintance Friend Partner
Advocate The  institution 

can  now through 
statistics  and 
knowledge  about 
the  customer 
perform  tasks  to 
extend  the 
relationship  with 
the customer.

C
hristopher et al (2002)

Supporter The  customer 
recommends  the 
institution  to  its 
friends,  thus  the 
customer  does  the 
institution’s 
marketing.

Client The  customer 
likes  the 
institution, 
however,  it  only 
supports  it 
passively

Purchaser Has  done 
business with the 
company  several 
times, although it 
can  still  be 
negative  towards 
the institution

Prospect Someone 
who  once 
have  done 
business with 
the 
institution

Someone  an 
institution can 
persuade to do 
business with 

Acquire Satisfy Retain Enhance

Relationship Continuum
Italic – Zeithaml et al
Bold – Christopher et al

(Christopher et al, 2002:48); (Lundgren, 2008:16); (Zeithaml 
et al, 2009:177-182) 
This model is created by Olsson & Åhlén, 2009
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3 Methodology
This chapter describes for the reader what method has been chosen, how the  
choice of  topic was made, and what epistemological approach the authors  
have.  It  further  gives  information  on  who  the  authors  are,  what  
preconceptions they have in the subject, and how the theories were chosen.  
The second part of the methodology chapter describes the practical method  
where the description of how the interviews were made, criticism of sources,  
and a table is presented to give an overview of the respondents. At the end,  
there  is  a  discussion  concerning  the  truth  criteria,  which  clarifies  the  
reliability, the validity, and the generalizability of the study.

3.1 Preconceptions
In this part of the thesis the authors will present themselves, what experience they 
have and how this can lead the thesis in different directions. It will be kept short, and 
the main focus will be on the educational background, for the reason that this has lead 
up to the chosen topic of financial advises concerning pension funds, an area that is 
relatively unknown for both of the authors. 

Preconceptions have been defined as the knowledge that the authors have before the 
research  or  what  will  be  developed  in  the  beginning  of  it.  (Johansson  Lindfors, 
1993:76). The authors are well aware of that the preconceptions will influence the 
thesis,  however,  it  could  be  of  both  positive  and  negative  affect.  It  is  of  big 
importance that the reader has understood the author’s background and perceptions 
for the validity of the study. The author’s preconceptions could influence the choice 
of  theoretical  framework,  which would affect  the  empirical  result  and conclusion. 
With  preconceptions  in  a  topic,  the  authors  share  Johansson  Lindfors  (1993:40) 
argument about the difficulty of being objective for a chosen subject

The authors of this thesis  have different backgrounds, both educational  and work-
related.  One  grew  up  in  Danderyd  and  the  other  in  Enköping.  The  dissimilar 
upbringing has obviously formed the authors differently,  however,  it  should be of 
limited influence for the thesis. But authors attended the same program, International 
Business Program, at Handelshögskolan at Umeå University. One of the authors has 
extended experience from studies abroad with influences from USA, United Kingdom 
and Taiwan, while the other author has experience from Germany. 

Work  experience  is  different  where  one  author  has  been  working  with  finance, 
accounting,  IT-relations  and cooking.  The other  author  has  experience  from hotel 
management, and construction. The dissimilar backgrounds possessed by the authors 
could lead to different approaches of the problem. (Johansson Lindfors, 1993:25)

3.2 Choice of Topic
In the problem background a few examples were provided for the choice of topic and 
this is further developed below. Finance and marketing has been the concentration for 
the  authors  throughout  their  study period,  and  at  C-level  the  interest  for  the  two 
subjects  grew stronger.  The  interest  for  financial  advising  grew for  both  authors, 
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however, from different perspectives. One author has an investment perspective, and 
the other to customer relationships. With the financial turmoil that has been for the 
last year and a half pension funds has frequently been in the news. The perspective is 
from the financial advisors viewpoint at the private market. 

3.3 Choice of Method
There  are  two  different  research  strategies  that  dominate  the  academic  world, 
qualitative and quantitative. The choice of method is essential in order to generate 
new knowledge, and to answer the problem statement (Holme & Solvang, 1997:13). 
The purpose of the study decides which one it is. In a study where a large number of 
people are examined, a quantitative study is preferable with a questionnaire as a tool 
to collect the data. A quantitative research begins with the process of searching for 
relevant theories, which leads to hypothesis that is tested in the empirical part through 
the theoretical framework. (Bryman & Bell 2003:23)

A qualitative study has been chosen because of the nature of the research. Compared 
to a quantitative study emphasize is on the written word instead of numbers (Holme & 
Solvang,  1997:149).  There  are  several  different  forms  of  qualitative  research, 
however, the appropriate one was a semi-structured interview where the interview 
questions were set, with the possibility of follow-up questions. (Hartman, 2004:234) 
By conducting this form of interview a researcher can get a feeling of the respondents 
validity to the subject, provided by the answers. (Lantz, 2007:33) This approach is by 
Bell  (2000:122)  known  as  a  focused  interview,  where  the  researcher  has  chosen 
certain themes where the questions will circulate around, however, much freedom is 
given to the respondent to talk around them. For the researcher to formulate these 
themes, some pre-knowledge is required as well. Another advantage with a focused 
interview  is  that  the  frame  created  through  the  pre-decided  theme  is  so  that  the 
analysis will be easier to perform. According to Lantz (2007:30), performing an open 
interview could  be a  possibility,  since  this  would give  more  freedom to how the 
questions  were  asked.  However,  this  fits  better  for  a  research question  where the 
researcher wish to collect information and definitions, therefore better for a subject 
where little knowledge can be found prior to the study. Second reason for a qualitative 
method  being  chosen,  is  because  both  authors  had  previous  experience  from 
qualitative  researches,  and  knew  how  to  analysis  such  data.  A  semi-structured 
interview was used since it  provided the possibility to get a closer relation to the 
respondents, which lead to further in-depth answers. 

Eneroth (1984:65-70) argues that there are three main problems with a qualitative 
method. (1) There is the possibility that the intersubjectivity is not guaranteed through 
involvement of the method and the result. (2) Not gathering adequate data, and (3) to 
get the third party to understand how the data was gathered with the chosen method. 
Constantly  discussion,  continuously  gathering  data,  and  being  transparent  evaded 
these  problems.  Bryman  and  Bell  (2003:298-301)  argues  that  there  are  four 
weaknesses  with  qualitative  research.  Namely,  that  it  is  too  subjective,  not  as 
generalizable  as  quantitative  methods,  problems  with  replication,  and  lack  of 
transparency.  The authors are aware of these problems,  and that  generalization  of 
conducting a study with interviews is a weakness for the chosen method, however, it 
was the appropriate one for the purpose of the study. The difficulty with replicating 
the  study  is  taken  in  to  consideration  due  to  the  semi-structured  interviews. 
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Awareness of the possibility to get another result if interviewing other people in the 
same  positions  is  understood.  With  open  interview  answers,  by  not  leading  the 
respondents, and by quoting, possible subjectivity were eliminated. 
Nevertheless,  there  is  still  feasible  that  the authors  have been  too subjective,  and 
through the process have missed out on certain details. This was minimized through 
an extended literature research. 

3.4 Epistemological orientation 
Johansson  Lindfors  (1993:10-11)  argues  that  there  are  two  main  epistemological 
schools for research in social science, positivism and hermeneutics. Bryman and Bell 
(2003:13-14) means that there are several different meanings of the word positivism, 
and authors have different views of it. Some consider it to be descriptive, while others 
have a more critical attitude towards it and sees it as too superficial.  Positivism is 
closely  related  to  natural  science  and  the  context  is  applied  to  describe  social 
phenomena. 

This study has a hermeneutic approach, where a text or situations is analyzed from the 
researchers  perspective.  (Johansson  Lindfors  1993:77-79)  The  hermeneutic  spiral 
(figure 6) is used when analyzing the material starting with the literature, and where 
all  information  helps  to  create  a  deeper  understanding  for  the  research  area.  It  is 
important to be open for the problems and continuously having a dialogue where new 
ideas  are  allowed.  (Alvesson  & Sköldberg,  2008:212)  The  authors  have,  through 
interpretation  of  the  interviews  and  theories,  continuously  developed  new 
understanding in the subject.

Figure 6: Hermeneutic spiral (Eriksson & Wiedersheim-Paul, 1997:231)

The relationship between theory and research has two extreme schools, inductive and 
deductive. Deductive starts with theory and tries to generalize the research with the 
help of a tool, e.g. a questionnaire based on relevant theory. Inductive theory is based 
on the empirical findings and theories are then drawn from the material. This study 
has an abductive approach, which started with basic research in theories, construction 
of  the  interviews,  and continued throughout  the process  with  researching  relevant 
theories. Abduction should not be seen as a mix of inductive and deductive, it tends to 
lean to a more deductive approach with the scope of the study and the theories being 
refined throughout the research process. Criticism against an abductive approach has 
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been  that  there  is  a  risk  for  the  researcher  missing  relevant  information  in  the 
empirical data. (Johansson Lindfors, 1993:55,60) This was coped with by being open 
to the problem, and by having a critical view to the empirical data. 

3.5 Primary sources
The reason an author  has  primary  sources  is  to  provide an  objective  view of  the 
respondents connection between source and the reality it is representing, and which 
relationship the respondent have to what is told. (Holme & Solvang, 1997:131-132) 
For this study, the interviewees’ connection to the market for advisement of pension 
funds, and for what institution they were working for.

It is important to analyze the origin of the source; to be sure that the source is what it 
says it is. (Holme & Solvang, 1997:131) Therefore, before contacting, some research 
on the institutions was made, and before the interview started, the respondents were 
asked about  their  background information.  This  was  to  be sure that  they had the 
knowledge and that they were the right people. 

Trost (1993:19-20,73) suggests that an interviewer should collect  some knowledge 
before conducting an interview, since it would help the interviewer to create questions 
that would provide as much information as possible. Trost states that this could help 
the authors to create questions that could lead to new findings that could improve the 
research.  To gain  further  knowledge,  reports  and  articles  about  financial  advising 
were read. When further knowledge had been acquired and a structured guide for the 
interviews been created, possible sources were contacted to book an interview. Trost 
(1993) suggests interviewing between four or five respondents to make sure not to be 
left  with  too  much  information  to  analyze  in  the  end,  and  still  collect  sufficient 
amounts of data. 
Though often used during a quantitative, Hartman (2004) discuss that a researcher can 
use an “appropriate selection” while conducting a qualitative study,  as long as the 
researcher has a plan for choosing a certain number of respondents. When choosing 
that form, the respondents included are perceived to be those that can provide the 
researcher with the knowledge searched for. (Hartman, 2004:284) A sample of seven 
(7) professionals would be adequate to collect sufficient data, since it would produce 
information  from many angles.  Pre-knowledge of  the subject  was  collected  while 
conducting the research, as well as possible sources to interview. The respondents are 
a source of knowledge, and the information provided needs to be adequate for the 
researcher to use it.  (Hartman, 2004:280) When contacting possible sources for an 
interview it is important that from the beginning state once business, be honest of 
one’s intent with the study, and give a possible time frame for the interview, this will 
only work to ones advantage since an interview object is more sure of giving full 
answers if it trusts the interviewer. (Trost, 1993:35) 
After a background check on the sources, contact was made via telephone where a 
request  to  perform an  interview was  stated.  Table  2  is  an  overlook of  the  seven 
respondents and other valuable information about the conducted interviews.

PPM  was  interviewed,  since  they  are  the  authority  responsible  for  the  premium 
pension  system.  At  least  one  institution  that  followed  the  market  was  wanted, 
however, it was not allowed to have its own PPM funds. After researching the market 
two  reliable  sources  were  chosen,  both  had  many  years  of  experience, 
Pensionsnyheterna and Fondbolagens Förening.  The first  thought was to interview 
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three more institutions who had a their own PPM funds, however, the authors realized 
that AMF Pension and Avanza where similar compared to the third, a bank. The two 
institutions shared the view on advising, and they both did not have offices where 
they conducted it. Therefore, one more bank was added in order to get the as much 
information from the market. Both banks, Swedbank and SEB, have offices around 
Sweden, and they offer face-to-face meetings with their customers. 

A  few  institutions  that  were  selected  for  interviews  did  not  have  the  time  to 
participate. In these cases other institutions were selected to replace them. The losses 
suffered were not fewer interviews conducted, only information from those replaced. 
An  example  was  where  an  institution’s  local  office  in  Umeå  where  asked  to  be 
interviewed,  however,  due  to  them  not  being  available,  an  advisor  at  their 
headquarters was suggested instead. In this case any possible information connected 
to a regional  level was lost,  however,  it  was not considered a loss to interview a 
source on national level. 

3.5.1 Interviews
The interviews will act as primary sources. They where conducted between February 
27 and March 16 of 2009. The dates where chosen through a discussion between the 
authors  and  the  respondents.  Transcription  of  the  interviews  where  sent  to  the 
respondents for confirmation, together with possible follow-up questions during week 
12. Further knowledge of the interviews can be found in table 2.

According to PPM, 83 fund-managing companies were active on the market at the 
end of 2008. (PPM, 2009:A) From these a sample of seven (7) of these actors where 
chosen. In the initial state six (6) interviews were to be conducted, however, in the 
process of the interviews one more bank was added as a complement. According to 
Holme and Solvang (1997:130) this can happen during the research and interview 
process,  since  it  is  first  during  the  review of  sources  an  author  can  see  if  more 
information is needed. The authors see no risk of any biased information collected 
through the other interviews, only improving the end result. 

3.6 Conducting a qualitative interview
A qualitative interview can be seen as a discussion between two people. Though one 
is an interviewer and the other a respondent, the person asking the question should not 
act  as if one is in a position where it could control the other. If so happened, the 
interviewed could loose its feeling of security, therefore failing to give its view on the 
subject. (Kvale, 1997:13) Therefore, each respondent was informed that there was to 
be one interviewer, and one who were listening in on the conversation. The purpose 
of the study was explained before the interview started, as well as that the respondents 
were aware of the scope. By presenting the purpose of the study and the background 
of  it,  the  trust  and  confidence  from  the  respondents  grew.  (Holme  &  Solvang 
1997:105)  The  interviews  are  the  primary  sources  for  this  study.  A  source  is 
considered as primary if it is collected during the research process, e.g. a protocol 
from a meeting. (Bell, 2000:94)

Due to the complex structure of a qualitative study, it is hard to use the same tools to 
analyze  ones  findings,  as  if  one  where  conducting  a  quantitative  study  where  a 
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researcher can use statistical tools, finding correlations and making stochastic models. 
When choosing a more qualitative approach, the researcher has to find other ways to 
analyze its data. (Kvale, 1997:19) Interviews will provide many peoples views of the 
complex and versatile world, and hopefully present sufficient information to answer 
qualitative  questions.  (Kvale,  1997:14)  In  a  quantitative  study  the  questions  are 
structured in a special order, something that is not needed during a qualitative one. If 
semi-structured, the pre-written questions are structured, however, the respondents’ 
answers can lead to possible follow-up questions, and decide where to go next within 
the question frame. (Kvale, 1997:32) 
An interview is  topic-oriented,  meaning that  it  is  two people  having a  discussion 
about a subject that they both are interested in. (Kvale, 1997:34) 
An interview guide was prepared for the interviews. It contained six categories, with a 
number  of  questions  and  sub  questions.  All  interviews  started  with  introductory 
questions.  During  the  interview,  if  the  respondent  started  to  talk  about  a  subject 
concerning  another  category,  a  notation  was  made,  and  the  authors  made  sure  to 
return to the prior subject later. 

Introduction: Background questions regarding the institution and the respondent
Advising: How has it evolved?
Knowledge: Both from the advisor and the investor’s perspective
Risk: In what way has the perception of risk changed
Relations: How  the  relations  with  the  customers  have  changed,  and  their 
movement.
Future: What lessons can be learnt from the past

3.6.1 Type of interview conducted
Holme  and  Solvang  (1997:104-105)  discuss  two  different  kinds  of  interviewees, 
respondent  and  informant.  A  respondent  is  a  person  involved  in  the  field  of  the 
research,  e.g.  people  working  with  financial  advising,  e.g.  the  respondents  from 
Swedbank and SEB. An informant interview is one with an individual that does not 
work with the particular subject, however, still has knowledge about it, for instance 
Pensionsnyheterna and PPM. The purpose of using both respondent and informant is 
to gather nuanced knowledge. The questions used in the interviews were moderated 
based on the institution that was interviewed. This was done in order to get different 
perspectives  and  in  some  cases  more  specific  questions  were  used  to  pinpoint  a 
certain problem. For an overlook of the interview questions, see Appendix A. In the 
analysis and conclusion will the word “respondents” be used for everyone, however, 
the authors argue that it is of importance to be aware of the different concepts.

3.6.2 Interview approach
Kvale (1997:11-12) gives two ways a researcher can approach a subject, 

• as a Prospector or
• as a Traveler 
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A Prospector chooses locations on where to perform its interviews, and “digs” to find 
huge amount of data during. The Traveler on the other hand, wanders around trying to 
find different interview subjects and can through this find the facts that s/he needs. 
(Kvale, 1997:11-12) Adapted to the study, if chosen to act as Travelers, the authors 
would have visited several institutions and interviewed any they came across, and as a 
result  conducted several  interviews.  However,  by doing this,  enormous amount  of 
data  would  have  been  collected.  Therefore,  Prospectors  where  selected,  were  the 
preferred institutions were chosen for an interview. The selected ones choose whom 
they  considered  most  knowledgeable  within  the  area  of  the  subject.  Each  main 
receptionist at every institution where contacted, the purpose was stated, letting them 
be guides to the interviewees.

3.6.3 Conversations
Kvale describes a research interview as a structured conversation, and he perceives 
there to be three different forms:

• Everyday spontaneous conversation  – the subject  and not  the  end result  is 
most important. (Kvale, 1997:25)

• Professional interviews – the purpose and structure of the research is different 
depending  on  the  subject  of  choice.  This  is  one  step  away from a  dialog 
among the three alternatives, where there is a one-way interview, thus not a 
conversation in its original form. (Kvale, 1997:25)

•  Philosophical  discourses  –  Both  parties  are  on  an  equal  basis,  and  they 
question each other’s logic during the conversation. The goal of the interview 
is to find the truth. (Kvale, 1997:26)

The purpose of the study, and the research question, lead the authors to choose the 
professional interview method.

3.6.4 Pilot Interview
Bell (2000:122) suggest researchers to conduct a pilot interview, since this could help 
him/her to change, add, and remove questions and themes to the final version of its 
interview guide.  The purpose of a pilot  study is to find what could be of interest 
within  the  subject,  and  not  find  information  for  the  continued  study.  (Kvale, 
1997:137)  However,  after  the  first  interview,  then  considered  a  pilot  study,  only 
minor changes had to be made to the question guide. The changes were unnecessary, 
too widely formulated, or that the question resembled another. The first interview was 
face-to-face, recorded, and transcribed. The rest of the interviews where made over 
the telephone.  (Trost,  1993:28-30) The pilot  study was included,  since it provided 
adequate information. A telephone interview with follow-up questions was conducted 
in order to bring the interview to the same level as the lot.

3.6.5 The interviews
When performing interviews, no matter if they are over the phone or face-to-face, it is 
for security reasons one should record them. This is to make it easier to later go back 
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Institution PPM
Pensions-
nyheterna

Fondbolagens-
Förening

Avanza AMF Pension Swedbank SEB

Name
Rune 

Lindohf
Mikael Nyman Fredrik Pettersson Claes Hemberg Fredrik Nordström Gustav Burman Helen Råstedt

Position
Educator & 
Informant

Editor in chief Chief Analyst
Head of 

communication
Executive Director Advisor Advisor

Established 
contact

Through 
PPM’s 
website  and 
confirmed 
by  other 
sources.

Chief  editor  of 
Dagens  Industri 
recommended 
journalist  Hans 
Bolander,  who 
then 
recommended 
Nyman

Recommended  by 
main  receptionist 
and  confirmed 
through  internet 
sources

Main  receptionist 
recommended, 
and  it  was 
confirmed through 
some research.

Main  reception  to 
Head  of 
Communication 
who  suggested  the 
respondent

Main  reception 
to  Umeå  Office 
who 
recommended  a 
name.

Main  receptionist 
gave  us  the 
number  to  the 
information 
department,  who 
recommended.

Date for the 
interview

3/12/09 3/5/09 3/5/09 3/3/09 3/3/09 2/27/09 3/20/09

Location for 
interview

Over the 
phone

Over the phone Over the phone Over the phone Over the phone His Office Over the phone

Collecting 
information

Double 
notes

Double notes Double notes Double notes Double notes
Recorded and 

notes
Double notes

Length of 
interview 
(minutes)

27 29 26 28 32 33 27

Post interview – – –
Follow-up 
questions

Follow-up 
questions

Small chat & 
follow-up 
questions

Follow-up 
questions

Table 2: Information on interviewees
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and listen to what was said. An author could later transcribe the interviews and add 
them in the appendix, yet recently researchers have come to terms with summarizing 
the interviews and give the readers an overall idea. (Trost, 1993:23, 28-30)
If  it  had  been  possible  all  interviews  would  have  been  performed  with  similar 
procedures, however, this was not possible due to some reasons. Firstly, most of those 
set to interview were all located in Stockholm, and due to limited resources face-to-
face  meetings  were  not  possible.  However,  they  all  said  that  they  gladly  did  the 
interview over  the telephone.  Secondly,  the recording devise that  where available 
could  not  be  connected  to  any  of  the  phones  available,  and  the  pre-existing 
applications on those present gave out a distinct tone every 15th-20th second in the 
respondents  ear,  which  lead  the  first  one  to  request  not  to  be  recorded.  It  was 
therefore decided not to continue recording in order to keep the same level of fairness 
to the other respondents. With one author working as interviewer, and the other as 
back up and taking notes, the problem was solved. While one was interviewing the 
other bullet pointed the main conversation and asked follow-up question if needed. 
An interview conducted over the telephone has the weakness of the interviewer losing 
non-verbal reactions. (Holme & Solvang, 1997:105) These possible losses were fixed 
through the respondents’ reviews of their transcribed interviews.

3.6.6 Transcription, Translation, and Clearance
Trost (1993:61-62) says in his book that it is always good to give the people, who 
have been interviewed, a chance to read a transcription of what was said during their 
interview. The respondent could then correct possible misinterpretations that occurred 
during the interview, or those made by the authors. It is a chance to get clearance that 
the person still wishes to be included in the thesis. It can be considered a nice gesture 
to send a copy of ones work if the respondents wish. Bell (2000:124) agrees since this 
can eliminate that the respondent gets an unpleasant surprise by being e.g. wrongfully 
quoted etc.

If the authors wish to perform an interview in another language than that used to 
present the thesis, then there are ways to solve the problem to be sure that valuable 
information will not get lost in the translation process. In Bryman and Bell (2007) it is 
argued that authors who wish to do so should conduct the interview in that language 
that the respondent wish for, then transcribe the interview into the same language. 
This will later be translated to use for the analysis. (Bryman & Bell, 2007:496)

When  finished,  each  interview  was  transcribed  to  make  sure  of  minimal  loss  of 
valuable information. The one acting as secretary was the first one to transcribe since 
that one had better notes compared to the other. However, this one changed possible 
misinterpretations or fallouts afterwards. Since the interviews were made in Swedish, 
they were transcribed into that language. As a final resort to make sure of correct 
responds of the question, each respondent received a transcription of its interview, 
thus a chance was provided to change possible errors. Once approved, the interviews 
were translated into English. Some of the respondents wished to get a copy of the 
report once it were finished. 

3.7 Analytical Framework 
The structure of the empirical data is presented interview by interview. This makes it 
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easier for the reader to follow, and to diversify the different interview objects. The 
empirical findings that were derived from the interviews where analyzed in two steps. 
First step was after they had been transcribed, the interview was analyzed by itself, 
and as a second step where they compared against and together with the others. Since 
the data that was derived from the interviews was not quantitative, meaning that it 
does not validate for a statistical regression or similar to confirm its validity, the focus 
was instead of descriptive kind. The analysis has been constructed with six different 
subject areas, introduction, relation, risk, knowledge, education and future in order to 
make it more transparent and easier to copy for future research.

3.8 Criticism of Primary & Secondary Sources 
To have a critical approach throughout the research and thereby evaluate the truth 
criteria  of  the  different  sources  is  essential  in  order  to  give  the  study  a  better 
credibility. (Hartman, 2004:214)

3.8.1 Biased through own history
Every human being has a personal history, forming his/hers own thoughts, ideas and 
beliefs, which will be used when analyzing the world. Every comment provided is 
therefore  colored  by  those  predetermined  thoughts.  An  author  must  therefore  be 
aware that the answers received during a conducted interview are not 100% correct 
(Bryman & Bell, 2007:429)

Since the respondents all belonged to different institutions, competitors to each other, 
the answer to the questions, especially when describing ones own business, possible 
biased information could have been presented. The respondents have their own life 
experience, values etc.; their answers are probably subjective even though they had 
the  intention  to  be  objective.  Each  interview  started  by  asking  for  the  person’s 
background information, to clarify that the person had certain knowledge. 

3.8.2 Misinterpretation
There is always a possibility, which must be taken under consideration through out 
the  entire  process  of  interviewing,  transcription  and  analyzes,  and  that  is  the 
possibility of misinterpreting what is being said, read, and analyzed. Everyone has 
their own set of history, and the authors are not excluded from this. Actions can be 
taken to eliminate most of the errors that can occur, as those mentioned above, e.g. 
interviewing in the respondent mother tongue. (Bryman & Bell, 2007:493) There is a 
possibility  that  the  respondents  may  have  misinterpreted  questions,  therefore 
clarifications of the questions were offered, if asked for. Answers could, however, 
have been provided to a question not fully understood, or wrong answers can have 
been provided intentionally. 

3.8.3 Genus
Some  interviews  can  have  different  outcomes  depending  on  the  gender  of  the 
respondents. In Ryen (2004:100-101) there is a discussion that the gender can cause 
the  outcome  of  the  interview  can  be  different.  Trost  (1993:22-23)  has  the  same 
discussion about that possible bias can occur due to the difference between genders 
on the respondent and the interviewer, however, this can mostly happen if the theme 
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of the subject is gender, or if the respondent can feel threatened by the other gender. 
This could not be considered a problem for this study. 

It is a coincident that most of the respondents were men. When contact was made for 
an  interview,  caution  where  taken  to  ask  for  the  most  competent  person at  the 
institution who could answer these questions. Hopefully any one was not eliminating 
due to gender or other parameter. 

3.8.4 Choice of Theories
The theories chosen for the theoretical framework is of mixed nature. The authors 
agree  with  Johansson  Lindfors  (1993:87-88)  that  the  choice  of  theories  has  two 
phases: the research, and the use of the theories. Both theories that are considered 
well established and renowned were used, together with relatively new and not as 
renowned  ones.  The  fundamental  theories  in  the  theoretical  framework  has  been 
chosen  for  different  reasons,  however,  relevant  for  the  thesis  in  order  to  answer 
different perspectives of the questions. Old theories, for example Keynes, regarding 
saving and investment has been chosen for the reason that they are still considered 
relevant,  and  new  theories  concerning  behavioral  finance,  for  instance  Pompian 
(2008), presents an update of advising strategies. 

3.8.5 Secondary Sources
Secondary  sources  are  sources  that  already  are  pre-existing  data  that  has  been 
researched by other (Andersen, 1998). The secondary data that has been used in this 
thesis  has  been  collected  from  Umeå  University  Library,  its  databases,  different 
authorities and other relevant sources for the purpose of the study. By describing the 
literature  research  provide  a  better  transparency  and  the  possibilities  for  future 
replication of the study.

Holme and Solvang, (1997:130-137) means that there are four phases that criticism of 
sources  has  to  go  through;  observation,  origin,  interpretation  and  usability.  The 
observation  phase is  concerning where the information  is  gathered from.  For this 
study,  databases available  through the Umeå University’s  library where used. The 
origin  of  the  source  is  important  in  order  to  determine  if  there  is  a  relationship 
between the source and what it tries to explain. This was coped with by using peer-
reviewed sources to the outmost extent. The third step of criticizing sources is the 
interpretation of the source, where the importance of understanding the situation from 
where the research has been made. Few of the articles included in the theory chapter 
were constructed for the similar purpose as the study.  The last  step is concerning 
usability,  whether a source is correct for the study’s purpose. This is based on the 
credibility  of  the  source,  and  has  been  dealt  with  through  critical  review  and 
discussions.

The  sources  have  been  critically  reviewed  in  order  to  evaluate  the  truthfulness. 
Certain sources, that has not been peer-reviewed was discussed before omitted. The 
literature for the methodology chapter is considered credible because of its similarity 
and for the reason that it  is used as course literature.  The sources for relationship 
marketing  are  all  from well-known experts  in  the  field  and  therefore  considered 
credible.  Sources referring to saving and investment are mainly from journals that 
have been peer-reviewed. 
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In the problem background was Swedish newspaper articles used in order to highlight 
the topicality with financial advisors and pension funds. In the theoretical framework 
were working papers with the well-established professors used. 

Previous research in the field of financial  advising linked with pension funds has 
mainly  been  at  academic  bachelor  and  master’s  level.  Finding  relevant  financial 
advising articles related to customer knowledge from Sweden was difficult, most of 
the articles concerning this topic was from the US and rarely applicable to the study. 
Relationship marketing is something relatively new and extended research within the 
field of finance has not been done. 

3.8.6 Information search
The process of building a theoretical frame started with using the databases that are 
offered via trough Umeå University Library. Those that were mainly used was the 
databases  Business  Source  Premier,  Artikelsök,  Google  Search,  Google  Scholar, 
Google Books, and the library’s  own search function,  ALBUM. While the former 
alternatives were used to find articles, ALBUM proved to be the best tool to find 
sources on methodology, and books. Our supervisor has also been too much help by 
giving tips on theories and methods. As mentioned above, a number of other thesis 
have been read to get some pre-knowledge and an understanding of the subject, these 
also gave hints  on sources that  could be applied to our research as well.  For the 
problem background a  number  of  sources  where  used to  collect  information,  e.g. 
internet sources, other theses, and literature.  Specific information on laws etc.  has 
been found via governmental pages.

The purpose for searching was to use peer-reviewed sources to be used to build a 
good and functional theoretical  frame. This would later  be utilized to get a better 
understanding of the problem, and work as a guide through the aspects of the thesis.

Methodology  search  was  mostly  conducted  through  the  university  library’s  tool 
ALBUM. The different words where both in Swedish and English, and where used in 
combination each other and alone. Some of the search words are:

method, qualitative, research methodology, interviews, epistemology orientation,  
techniques,

As mentioned  above,  the  databases  Business  Source  Premier,  Artikelsök,  Google 
Search, Google Scholar, and Google Books, where used to find articles that could 
relate to the chosen subject. Also, authors names where used to see if newer articles 
had been written. Among those words that were used when searching, these proved to 
give the best result:

relationship, marketing, banking, financial, pension funds, saving, behavioral,  
retirement, Swedish, law, risk, development, knowledge, education, awareness,

Just as when searching for methodology phrases, the words where in both Swedish & 
English, and where used in combination with one another. Many words where used to 
search for books on the Umeå University Library’s database ALBUM as well. 
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3.9 Truth Criteria

3.9.1 Reliability
The reason for discussing the reliability, and validity (that can be found below), is to 
collateral that the author understands and connects between the theoretical and the 
empirical. The reliability of a study is decided by how the author collected the data, 
and that it  is as “true” as possible. It is through this, together with the conceptual 
validity one can decide how good the total validity is. (Johansson Lindfors, 1993:160-
161) Kvale is of another view and points to the post-modernistic perspective where 
this trinity is considered as a  “leftover after a modernistic correspond theory in a  
quest for truth”. (Kvale, 1997:208-209) Kvale does not abolish it, instead he points to 
the  importance  of  reliability  is  mostly  in  the  interviewers  connection  to  leading 
questions, the transcriptions, and the analysis.  (Kvale, 1997:213) Bryman and Bell 
(2007:40-41, 410) are of the same understanding that it is mostly within a quantitative 
study that a researcher should care about the “trinity”, since it is hard to repeat or 
“freeze” a social meeting or constellation, making sure that a researcher would get the 
same result if the question were asked again. There are measures that a researcher 
doing a qualitative study can do to certify reliability, and these are similar to those 
that Kvale mentions.

The understanding is that,  whether it is a qualitative or quantitative,  and whatever 
approach could have been chosen within both of these, every research can be done 
better than what a researcher think. One could ask more interview objects or send out 
more questionnaires, and one can sample the population in another way etc. 

For this research, more interviews could have been made, and the interview objects 
could have been more thoroughly chosen. Face-to-face interviews would have caught 
the respondents’ body language and facial expressions. Judging from the recession 
that the world is currently in, thus affecting the market that was studied, maybe the 
answers that were given during the interviews could have been different.

However,  sufficient  steps  where  taken  in  order  to  get  such  a  reliable  result  as 
possible, judging from those premises explained. Necessary steps have been taken in 
order to secure the trinity of the research. 

3.9.2 Validity
A question can show validity if it measures what it was intended to measure. Problem 
is that a qualitative study where the end-result is un-numerical is invalid, according to 
what Kerlinger said in 1979. Kvale do present a counterargument for this by quoting 
Pervin from 1984 where the validity in a qualitative study is “the extent to which our 
observations indeed reflect  the phenomena or variables of interest  to us”.  (Kvale, 
1997:215) Therefore, by accepting the broader definition of how validity is reached, a 
qualitative study’s validity can be proven. (Kvale, 1997:215) 

Bryman and Bell (2007:410) discuss the two forms of internal and external validity, 
where the former shows the match between a researchers observation when compared 
to the theoretical ideas that it develops. The latter refers to what extent the findings 
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from the study can be generalized throughout other social settings. A question cannot 
be valid, if it was considered to be un-reliable. It can, however, be reliable and still be 
considered invalid, i.e. a question can present the same answers if asked on different 
occasions,  although  the  questions  do  not  measure  what  it  was  intended  to.  Bell 
(2000:90) suggests that by critically reviewing ones own questions, discussing them 
with other researchers, and by reviewing other sources, can increase the validity of 
the researchers own questions. Hartman (2004:146-148) illuminate another problem 
with validity, and it is the problem with wrongful sources that can be used during the 
observation/interview process. This can be due to the researcher “expects” a certain 
answer  in  advance,  thus  interpreting  it  into  a  preexisting  one,  or  because  the 
instrument used was defect. 

Due to the categories that were preset for the interviews, and that the questions where 
read  by  the  researchers,  there  is  a  possibility  that  the  respondents  either 
misinterpreted a questions, or that a word that was used had a different meaning to 
them then for the researchers. Though steps where taken to guarantee that this did not 
occur,  there  is  a  possibility  that  an  error  occurred.  Steps  were  taken  in  order  to 
decrease the level of possible errors and misinterpretation, with two who interpreted 
each interview, transcriptions, and the analysis. The people interviewed had sufficient 
insight to the market  concerning pension funds,  thus the terms, and concepts that 
were used during the interviews were known by the respondents. The respondents 
where  provided  a  chance  to  review a  transcription  of  their  interview,  in  case  of 
misinterpreted  answers,  or  questions  had  occurred.  However,  few  returned  the 
transcriptions with any larger changes. Those that replied with any larger changes 
where most concerned with adding to make them more understandable and clear. The 
interview questions  where  therefore  formulated  in  such  a  way that  they could  be 
considered valid.

3.9.3 Generalizability
Generalizability is used as a measure that illustrates to what extent the result of the 
empirical  study  is  used  in  another  context  or  study.  (Bryman  &  Bell,  2007:63) 
Johansson Lindfors (1993:162) declare that it is only a probability sample that can 
guarantee that a study is generalizable, thus the sample used is a clear image of the 
population.

Since the study is qualitative,  therefore not applicable  to any population,  it  is not 
generalizable. However, this was never a purpose, since this study is an observation 
of a certain market. 

3.9.4 Triangulation
One  way  of  giving  the  study  a  higher  credibility  is  through  methodological 
triangulation,  where several methods for collecting data are chosen. As mentioned 
earlier has different methods been used that could give higher credibility to the thesis. 
Secondary  sources,  interviews  and  newspaper  do  all  give  different  angles  of  the 
problem and cross checking of data with the use of both quantitative and qualitative 
allows the researcher to view the problem on a different level. (Johansson Lindfors, 
1993:130-131)
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3.10Summary of Methodology
The approaches to the problem question in this thesis are as followed:

• Literature research and appropriate theories
• First draft of interview questions
• Feedback on the questions and redesign
• Implementation of interviews
• Further research in theories
• Analyzing the interviews with relation to theories
• Second set of interviews
• Conclusion
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4 Empirical Data
The  outcome  of  the  seven  interviews  is  presented  in  this  section.  The 
respondents are presented in the following order: Premium pension authority  
(PPM), Pensionsnyheterna, the Swedish Fund Investment Association, AMF, 
Avanza Bank, Swedbank and last SEB. The reasoning behind this order is to  
first  present  the  independent  actors  view  of  pension  advising  followed  by 
AMF  and  Avanza,  two  institutions  that  does  not  have  the  same  kind  of  
advising as Swedbank and SEB. 

4.1 Premium Pension Authority (PPM)
The Premium Pension Authority (from here on PPM) is the authority that is handling 
the premium pension accounts, they are responsible for informing about the Swedish 
pension system and give the investors the awareness and possibility of making long 
term decisions regarding pension funds. The tool, PPM Pilot,  (PPM Lotsen) lets a 
saver  navigate  and  observe  other  institutions  funds  possible  to  invest  in.  The 
objectives of PPM is set by the Swedish government to:

“Administration and management of premium pensions shall be carried out  
at  low  costs  and  be  beneficial  for  pension  savers.  The  offered  insurance 
products shall, over time, cover their own costs."6

4.1.1 Introduction
Rune Lindohf is at the time of the interview an educator and informant at PPM. He 
has a university education and has for the last 30-35 years been working with pension 
and wealth administration, and fund advisement. The current job at PPM allows him 
to travel around Sweden to meet and inform people regarding the pension system and 
the premium pension system.  The interview with Rune was conducted  March 12, 
2009.

4.1.2 Advising 
The financial advisor handling pension funds has about the same knowledge today as 
they had at the inception in 2000. Rune believes that it is more or less status quo and 
that most advisors change their customer’s investments when needed. In general he 
argues that:

“the knowledge among investors is relatively low, and there are of course  
some that are very competent, however most of them are not.”

On the question whether the trust for the advisors has changed throughout since 2000, 
Rune answers that some changes has been made. Nevertheless, people tend to be a bit 
careful with advises they get from the advisors. People know that they are talking to 
sales people and that they want to sell  their  own products. However, there are of 
course some people that are gullible. There is probably no way of getting away from 
this, although Rune has noticed that people tend to listen more to a governmental 

6 PPM (C), (2009), "Information About PPM"
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advisor, because of their impartially,  and are believed to want what is best for the 
individual.

In order to increase the trust and competency among financial pension fund advisors, 
Rune argues that more education in combination with higher requirements and more 
experience is the solution. With this will the trust among the public rise. About the 
new laws that have been around for a while together with the SwedSec license, Rune 
argues that the number of crooked firms has been reduced with the help of SwedSec, 
since it is a proof of having some knowledge. The new laws have helped in the way 
that it forces people to stay in the middle and be honest.

Concerning the advising channels  Rune believes  that  generally  not that  much has 
happened. The PPM Pilot where created to make it easier for people to invest and 
swap. In the process to develop the PPM Pilot, PPM’s International committee has 
participated. The committee consists of international scientists within the area. The 
PPM Pilot was implemented somewhere around 2006-07. It is hard to say what is 
different back then to now. The PPM Pilot was introduced quite silent, and people 
had to find it for themselves.

4.1.3 Customer Knowledge
Rune  thinks  that  the  knowledge  among  people  has  changed,  however,  it  is  not 
happening fast. Mostly it is because of the psychological factor, when it comes to 
investing and saving people tend to do what everybody else is doing. It is going to 
take some time to change this behavior, which is impossible to do in a short term. 
Rune has noticed that people are asking different questions today, compared to before 
when most questions were about what PPM actually was. Today most questions are 
about which funds to choose, what risk is, and how one should deal with it.

Today there are nearly 800 different funds to choose from within the PPM-system, 
however, outside of it there are over a thousand. The problem is that if there is too 
many possible choices people will not choose anything. An example that Rune brings 
up is jam jars in a supermarket, if there are too many different kinds, people will not 
be able to pick one, and therefore will not to anything at all.  When talking about 
funds, 150-200 funds to choose from would be enough. PPM has tried to solve the 
problem by inventing the PPM Pilot where people can find whatever suites them best 
by choosing among categories. The more people using it, the higher demand is put on 
PPM. The idea with the PPM pilot is that it should work as guidance for those who 
need it.

Rune has noticed small changes concerning dissatisfied customers when being out 
doing presentations. People are more suspicious than dissatisfied. Over the last ten 
years, only 2-3 people have confronted him, and the main problem for this was due to 
the  lack  of  knowledge of  how the system works.  People are  more  understanding 
today, however, it will take a while before people fully understands. The former ATP 
system took 30 years to fully implement and for the masses to accept, just when the 
government decided to change.
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4.1.4 Risk
Generally speaking, Rune believes that people are choosing a lower risk today then 
what  they did in the beginning.  This  have probably something to do with people 
having more knowledge today,  and that they know what risk means. It could have 
something  to  do  with  others  doing  their  investments.  All  in  all,  we  make  better 
choices today. Due to people not having too much money to invest back then, led 
them not to care that much. Today, and in the future when people have earned more 
money, they will notice the importance of it, Rune believes. 

4.1.5 Relations
Those firms that exist today are good in getting customers. Some of them are even 
good at investing these customers money. People should be a little more careful and 
watch out for whatever they chose to do. One should state clear demands on what one 
should expect from a firm when you pay for their advises. The firm should at least 
invest so that your return is better than the general index. If you follow the PPM Pilot 
will get a good return in the long run. One of the projects we are working on is about 
showing all of the actors on the market, that people can have a nice summary of the 
market. 

4.1.6 Future
The future will  for the advising be more personal,  Rune thinks. People will learn 
more, thus higher demands will be stated. The advisor is going to be more responsible 
and learn more  then before.  The pension question will  be more  important  on the 
agenda.

The internet will be more important, mostly because the development we see today 
within TV, radio, and the cell phone industry, and the share these are taking on the 
market. Personal meetings will not be eliminated from the market, the more digital 
media that exists, the face-to-face meeting will be more important. 

Rune  thinks  that  it  will  be  important  to  educate  the  public  and  to  have  private 
economy as a subject in school, somewhere around high or upper secondary school. 
There are certain professions, e.g. esthetes, where almost everybody will become self-
employed, however, they do not get any education on how to handle it. PPM, The 
Swedish Financial Supervisory Authority, and Social Insurance (Försäkringskassan) 
are, together with others, working on a project which idea is to increase the citizens of 
Sweden the level of knowledge. It is an ongoing process.

4.2 Pensionsnyheterna
Pensionsnyheterna is a magazine that comes out in printed format eleven (11) times a 
year, and via e-mail three times a week. The company Exakt Media AB, which is 
owned to 33 % of the respondent Mikael Nyman, is the publisher.

4.2.1 Introduction
Mikael  Nyman is  the editor  in  chief  for Pensionsnyheterna.  He has a  journalistic 
education from Department of Journalism, Media and Communication at Stockholm 
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University  (Journalisthögskolan).  He has  been  working  with  economic  journalism 
since 1985 and with pensions since the 1994. The interview was constructed at March 
5, 2009.

4.2.2 Advising
One has to be careful when talking about advising since one has to be sure of what 
kind of advising we are talking about. If it is advising of pension funds, then one have 
to look at it from an individual basis, such as every persons balance sheet. You see, 
income, expenses, loans etc. is all included and is needed to give the best advises. If it 
is advising on what one should invest in, then we look at risk contra return, something 
that is controlled by how the balance sheet looks. Major changes have been made 
within this area, with more channels of communication, more actors etc. However, 
what is not clear is that most of these does work with sales, instead of advising. And 
they are selling their own funds/products/services.

On the question whether the FASC has changed Mikael believes that not that much 
happened, except that it has made the market a little bit more professional. It may be 
the same people that are working with the advising, however, the laws have forced 
them to be serious, they cannot follow their “rule of thumb” anymore. Today, there 
are smart computer systems that help to make good advises, and the documentation, 
which has been more thoroughly.

The trust for advisor should have gotten better. Those that were not good have been 
“smoked” and the rest  have been moved up into larger companies,  thus there are 
fewer players on the market today. It has made so that the competition has increased 
on the competence  and that  one no longer  can afford to make a mistake.  Nordic 
Broker Association has led to that many of the small advisors have been gathered 
under the same roof.

The  internet  is  the  way  that  the  younger  generation  gets  its  information  today. 
However,  there  are  a  lot  of  tools  on  the  internet  where  one  can  fill  out  ones 
information to see how much you will get in the end. This is stupid, and unnecessary 
since none of them use the same variables. There should be one standard index that is 
used by all to make it easier for all parties.

4.2.3 Customer Knowledge
The purpose with PPM was to make the people understand from where their pension 
money came from, that they were not a gift “from above”, or the government. People 
knew  what  funds  were  thanks  to  “Allemansfonder”  (Common  funds).  It  is  not 
necessary to inform or to teach the citizens on how to save or how to invest, since 
those that are interested already knows, and those who does not, does not care or 
wants to. It is better that a package is constructed, or a plan is prepared for those that 
do nothing, so that they will get the best result possible in the end. Mikael continues: 

“Articles from Harvard Business Review have said that the system that we 
are using, with pensions savings, is no good because it is too far away in the 
future.  Human  beings  have  a  hard  time  to  care  about,  and  understand 
something that’s going to happen 30 years from now. People are more eager  
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to  get  that  radio,  or  that  special  gift  one  receives  when  signing  up  for  
something that can give you a better mortgage today.”

4.2.4 Risk
Right now people understand it, especially in this economical crisis that we are in. 
Just look at how people invested in 2000. The 7th AP-fund was supposed to have the 
same allocation as the chosen funds, yet to a lower risk. Since those who chose, chose 
a higher share of stocks, the fund where forced to adapt to these choices that  the 
active people made and the AP-fund had as much as 90% invested in Stock funds. 
Sadly enough, this is how the system has too look since people are working less and 
are retiring sooner then before. If one cannot accept a higher assumed or real return 
then  people  have  to  work  longer  to  get  tolerable  pensions.  The  alternative  is  to 
increase the savings during ones active years. Mikael continues with:

“The  Swedish  people  are  almost  “vaccinated”  from  that  things  can  go 
wrong. Also, it is almost impossible to teach people what risk is. Not even  
people  with  a  full  academic  degree  understand it,  without  using  different  
tools to fairly understand it.”

4.2.5 Relation
Advisors are good just the way they are, and they are doing well. They are living off 
the thought of knowing that half of their clients not using their services more than 
having their  money invested. They do not use the consulting hours, or care about 
what happens. It is hard for advisors in Sweden to charge for this kind of services 
since we in Sweden has an attitude that one should not. The business has to get better 
at this, to explain for the customers why they should pay.

4.2.6 Future
We are moving towards a clearer  advising.  It  will  probably happen more  central, 
meaning that the advising will occur at the peoples working place. It will probably be 
smashed together  with private and pension saving. The pension fund markets  will 
probably sanities it from bad advisors. 

It is an amazing freedom of choice; a need has been created, where products that were 
not needed have been sold. Those high earners (“Tiotaggare”7) is going to need some 
help moving, and that is something that I think is going to increase. I believe people 
wants a more balanced pension, for instance recently AMF has decreased and has 
lower costs. I believe people are going to notice that.

Mikael believes that there is a need more of a “spider web”, a web site that gathers 
everything  up.  One  should  only  stick  to  one  service.  Minpension.se  is  a  good 
alternative,  as  long as  you  “pimp it  up a little  bit” Mikael  says.  More questions 
concerning “Where are  you today?”  and “Where do you want  to  go?” Today the 
attitude is more “Give me a good pension”.

7 An individual that owns more then 509 000 SEK a year, more than ten income base amounts. 
(skatteverket.se)

38



It is important to remember where we are today; it is not as bad as one might think. 
However,  it  is  important  not  to underestimate the situation.  We have not lost  the 
things bought, only lost the perceived value of wealth, consequently only the value of 
what we assumed we had. It will take many years before the value will be back to this 
level again. 

4.3 The Swedish Fund Investment Association 
(Fondbolagen)

The Swedish Fund Investment Association (SFIA) was founded in 1979 in order to 
promote different fund activities in Sweden. The goal of the fund is stated as:

“to have rules for fund operations in Sweden that are functional, stable  
and  uniformly  applicable  and  furthermore,  to  have  an  industry  which  
enhances its legitimacy and credibility through self-regulation.”8

4.3.1 Introduction
Fredrik Pettersson is Chief Analyst at the Swedish Fund Investment Association. He 
has  worked  at  SFIA for  the  last  seven  years.  Fredrik  P.  has  a  master  degree  in 
financial  economy and  has  been  in  the  business  since  1997.  The  interview  with 
Fredrik P. was constructed at March 5, 2009. 

4.3.2 Advising
It has become more important, and it is good that people have someone to talk to 
because it can facilitate the selection and investment. It is positive that the FASC was 
implemented  since  the  requirements  for  documentation  was  raised,  and  that  it  in 
general has become more structured. It is now easier for clients to invoke the right to 
see what has been done, sometimes the banks almost forces these onto them. It is a bit 
concerning that some of the products present on the market falls between the frames 
of the law. All the people have not been fully trained yet to understand the difference 
in selling and advising. That is a huge difference. 

There has definitely been a change among the knowledge for financial advisors. You 
see it thanks to all the social debates. Even SwedSec has done a lot. Many companies 
have developed their own certificates, and that is good for the industry as well.

Fredrik  P.  has  seen a  clear  difference  with the  influence  from internet,  when the 
information provided to the savers today is more extensive and more accessible. If 
one is at least bit interested one can easily get a hold of analyzes form independent 
channels, e.g. Morningstar.

4.3.3 Customer Knowledge
Fredrik P. thinks it is a though question to answer whether there has been a change in 
the customer knowledge since the implementation of premium pension in 2000. Few 
of them are better; mean while where the masses are Fredrik P. are not so sure about. 

8 Fondbolagens Förening (2009), "About - Activities"
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In most cases it is because they are not interested, or hard to reach.

4.3.4 Risk
The awareness  of  risk has  changed,  just  look at  how people  are  saving.  In  2000 
people were saving in mutual funds, then came the crash 2001-02 and nobody sold. 
While the stock market rose 2003-07 interest funds became very popular. It is going 
to take a couple of years before the value of mutual funds is back where they once 
where, this is something that the savers are well aware of.

Fredrik P. brings up and example, on how people reacted to the market crash in 2000. 
Back  then  there  were  hardly  anything  written  or  “Be  Worried”-articles  being 
published. Now, any other day there is something about all the negative things. If the 
stock market goes up one day, and down the next, guess what they are going to write 
about? Any way, it is hard to do anything about it. Nobody’s watching the movement 
over the last half a year or full year; most people do not have those resources. It is all 
about focusing on the long-term, to get the clients to understand that it can go up and 
down, however, that the goal is to focus over a longer period of time. The last year 
has taught us that one has to be careful, the view on risk has changed.

4.3.5 Relation
The Fund Companies do not know who their customers are through PPM, although, a 
change has happened. The Government expects you to take responsibility, yet does 
not do anything. So what happens is that banks start to come after you. It is an easy 
way to use the Premium Pension as an excuse to meet. The relation between customer 
and advisor has definitely changed. Fredrik P. can see a closer contact. Not as much 
face-to-face as via telephone or e-mail.

Today  every  fund  company  has  someone  in  charge  that  clients  can  turn  to  for 
handling  complaints.  There  is  the  Consumer  Banking  and  Finance  Bureau 
(Konsumenternas Bank- & Finansbyrå) that is independent. Most people calling SFIA 
are more curious of what it  says  in the fund and/or yearly report.  The number of 
people contacting us has gone up, although it could be related to more people finding 
us on out web page. 

4.3.6 Future
There  is  a  lot  of  talk  about  having  private  economy  as  a  school  subject,  where 
everything will be explained. Some schools already have it, and it has showed some 
result. The youth of today are growing up with this system so they can easily adapt to 
it. It is mostly the elders who think that the Government should continue to take care 
of it  as before.  Probably we will see fewer sellers  and more advisors. With more 
knowledge from the people there will be more proficiency from the advisors.

It is hard to educate anybody and Fredrik P. believes that we should concentrate on 
the young. The elderly has a very small amount of their pension in the new system. 
There  are  web  pages  for  the  elderly  who  are  interested,  e.g.  fondspara.se  and 
Morningstar.
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To increase the reliance for the advisors the law that we have today works, and we 
see an improvement. The choices are more and it will be easier to find something that 
fits especially for you. That some are no longer only selling their own funds is good. I 
believe that the need for a face-to-face meeting will go down. The development will 
go towards e-mail.

4.4 Avanza Bank
Avanza Bank, founded 1999, is the commonest bank in Sweden when it comes to 
transactions of shares and funds. There are currently about 226 000 accounts. Avanza 
bank is offering competitors funds and has total of more than 900 funds. (Avanza, 
2009) The respondent Claes Hemberg informs that most other actors have somewhere 
between 25-45 funds. Avanza diversify itself by not charging for their customers for 
the advising, something that for others can be large costs, which means large incomes 
for those banks and institutions. When asked how he perceives that the advising has 
changed, Claes informs that Avanza have not done as the rest and just kept to their 
own funds, instead they have tied 60 companies closer to them.

4.4.1 Introduction 
Claes Hemberg is an educated journalist that for the last ten years has been at Avanza. 
His official title is Head of Communication at Avanza. The interview with Claes was 
conducted March 3, 2009.

4.4.2 Advising 
When asked about how the market for advising has evolved, Claes informs that this is 
the first time that the banks and other institutions have to chase the money. Through 
PPM all the money is piled up and are floating around on a market the never existed 
until now. He believes that if it have not been for the PPM, many banks would not 
have had as many local offices left as they have today, since this is a smart way to get 
lure people thorough advising to become full customers.

The trust of advisors have gotten better, nevertheless Claes believes that PPM should 
be more active in teaching and training, something that they does not want to since 
they wish to stay independent. If PPM does not do anything, this will led to that other 
players will do it, thus educating them according to that particular institution’s way of 
thinking.

Claes thinks its odd that advisors are allowed to sell when their intensions are not 
good. We have to find limitations for how that expression is to be used. Sellers advise 
you to invest in funds they gives them the best commission, most funds can be fund 
on each and every top 10 list, and they charge you for a fund of funds. The system 
that we have today is experiencing a lot of teething troubles that will be cured along 
the way, nonetheless, it is not an excuse for not doing anything. People have probably 
gotten less critical about the system; however, it is probably those who are winners 
thanks to it who likes it the most. There are those who works as insurance advisors, 
who are selling pension insurances even though it is unnecessary thanks to the system 
we have today. They can charge 20,000 SEK an hour doing so! 
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The  savers  have  to  realize  that  advisor  seldom are  advisors,  and  that  they  often 
misinterpret  what  they  are  being  told.  Claes  compares  the  advising/selling  with 
traffic; 

“the traffic by itself is working fine, but the people who wants to learn how to  
drive  and  the  people  teaching  them  has  no  knowledge  and  can  not 
communicate with each other.”

The introduction of the FASC did not have as big of an impact as SwedSec have had, 
according to Claes, since this forced the institutions to have knowledge on the market 
in order to be allowed to give advise to others. SwedSec cannot find and stop all the 
bad eggs from operating on the market, and after the FASC law had been introduced 
0.0% of those found guilty for wrongful advising during the IT bubble crash were 
forced  to  repay.  The system would be  better  off  to  have  an advising police  who 
overlooked the market. 

4.4.3 Customer Knowledge 
Many believe that the people of Sweden’s knowledge about saving comes for free 
through the “orange envelop”, however, this is not true. Only 20% of all savers have 
done anything to their funds, the rest is still in the common ones, e.g. 7th AP-fund. 
This  will  led to problems if  these savers do not  do anything  about it  soon. Most 
people will probably not do anything until their fund amount is higher, that those 40-
50,000  SEK that  are  located  on  their  account  now is  far  too  less  to  care  about, 
therefore nothing is done about.

For Avanza, teaching their customers is easier than for other institutions since these 
customers are already interested in doing something about their funds. One does not 
“have to walk through the desert” in the beginning, as Claes says. 80% of their clients 
are fully active, while the remaining ones are retired who keeps money there as an 
investment.

Problems can occur  due to the savers getting too much information.  Most people 
invest in ten (10) funds, but they have no idea what these funds do, or what they 
mean. Claes says that it is important for these people to understand what they do and 
how they are modeled, etc.

4.4.4 Risk
Claes does not believe that there is an easy way to explain risk, and hard for small 
scale  savers  and investors  to  understand.  Add to  this  that  human  beings  are  risk 
adverse by nature. 

“It  is  just  like  trying to  strike  a  nail  with  a hammer without  hitting  your  
thumb, small or high risk, the only different is how big of a thumb you have.”

Important to mention, as Claes says, is that during the IT bubble was the first time 
that the common man learnt about risk and what it really was. People knew what it 
was and the consequences of it; sadly they had time to forget about it until the next 
crash. The easiest way to get people to understand is to teach them the principles of 

42



finance at an early age, e.g. upper secondary school.

4.4.5 Relation
Claes mentions that Avanza does not work in the same way as traditional banks with 
advising, instead have they created placera.nu, where ten journalists give advises on a 
daily basis. 

4.4.6 Future
It is important that we learn to see the difference in advising and selling. Claes cannot 
think of anyone that today is worthy of the name “advisor”. Those that have paid for 
their advising have probably not done so as an active chose, or realized that they have 
done it. 

More  education  is  necessary  in  the  future;  the  best  solution  would  be  if  the 
government could educate those who need it.  Larger campaigns need to be made, 
similar to those that were used to educate the citizens of Sweden before other major 
changes, e.g. membership in the EU. This would have to be done every tenth year.

4.5 AMF Pension 
AMF Pension, founded 1973 is limited liability life insurance company that has a 
main focus on occupational pensions. They have more than 3,8 million customers and 
are  currently offering 10 PPM funds (AMF 2009:A;B;C).  The respondent Fredrik 
Nordström informs that AMF Pension diversifies themselves from their competitors 
by having low fees and better returns. Their most important distribution is via pension 
saving,  we have developed funds that  are best  fitted  for long-term savings.  AMF 
Pension have deliberately chosen not to have the widest range of funds, nevertheless 
are  AMF  Pension  concentrating  broad  funds  with  good  risk-adjusted  expected 
returns.

4.5.1 Introduction
Fredrik  Nordström  is  CEO  of  AMF  Pension  Fund  Management,  is  educated  at 
Stockholm University and foreign institutions.  Previous work experience has been 
with the Finance Ministry and as a money broker at Nordea. He has been employed 
by AMF since 1997 and has had his current position since 2001. The interview with 
Fredrik N. was conducted March 3 2009.

4.5.2 Advising
One of the biggest developments concerning the counseling methods changes since 
2000 is that the aid system has evolved, its now much easier to document what is 
being said, and what can be done is much more advanced than before. There has been 
a development of information supply. There are several independent commentators 
such as Jonas Lindmark, which provide independent comments on Morningstar.se. 
This reinforces the competition with more honesty. One example is that it makes it 
difficult to sell certain funds such as fixed income funds with too high fees.
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The  advisors  knowledge  has  changed  since  2000.  Today  it  is  more  of  a  formal 
education.  However does Fredrik N. believe that advisors are at the same level as 
everybody else in general. They risk being caught up in flock behavior, and they are 
colored by what has given good return historically.

Before the crisis, in the beginning of 2000, there were a lot of examples of unethical 
selling on the market. E.g. pension insurance was sold to customers that had already 
retired. There were a lot of risky products where customers seldom knew about which 
risk they had.

After the crisis the criticism grew and a new law was introduced so that customers 
would be protected. The law has not changed the fact that all advisors are paid by 
banks and insurance companies. It allows advisors to earn more by selling certain 
funds  than  others  and therefore  it  will  not  be completely  impartial  advice  that  is 
given. Since the compensation is not taken from the customer but from the supplier, 
the  entire  advice  process  is  limited  by  the  advisor’s  wanting  to  maximize  their 
compensation. This leads to that most advisors who meet customers does not have as 
much interest to tell how high the charges are compared to the savings over longer 
periods. I do not think the best advising model is invented yet.  Most of it  is now 
concentrated on packaging advice, such as fund of funds where you can charge two 
times for the same product.

On the questions whether there is a difference among the trust for financial pension 
advisors today versus 2000 Fredrik N. means that media’s picture today is still not as 
negative as it was after the IT bubble. Then it was a greater pressure on the advisors 
and the bad advices that they had given. This could however change soon and turn 
into a  greater  pressure on the advisors.  A few cases will  certainly emerge  where 
advisors will be drawn to court. However, it is so far greater confidence than it was 
back then. It is more transparent now, but still there are customers who do not receive 
the advice they are seeking.

4.5.3 Customer Knowledge
“Almost  everybody knows about  the orange envelope”,  Fredrik N.  says.  Even the 
media, e.g. Expressen and Aftonbladet, have written a lot about what has happened, 
which have led to an increase in knowledge. We have seen an increase but there is 
still a huge widespread ignorance about the financial market.

On  the  questions  regarding  choice  overload  Fredrik  N.  answered  that  too  much 
information can lead to problems, especially if the saver has misunderstood or been 
wrongfully informed.  That is why he believes  that  it  would be for the better  if  a 
simplified low-cost advice-strategy were introduced.

4.5.4 Risk
Fredrik N. means that the public is pulled into getting high yields in the same way as 
they now avoid the risk because everything is perceived as very risky due to the stock 
market after the downturn. Fredrik N. thinks that risk can be linked to a pendulum. 
Risk is popular in times when high risk has paid off. There will always be people who 
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take on large risks. In early 2000 the IT shares and pharmaceutical shares were the 
ones who fell the most, today is the emerging markets. I believe it is a good reminder 
that recurs. On the question whether Fredrik N. believes that risk taking will decrease 
in the future with the current recession in mind. However, he further believes that 
people will forget about the risks again the simple reason that people do not learn.

4.5.5 Relation
AMF Pension does not offer advising in the same sense as banks do. We do not meet 
our customers in the same way. The most common reason why customers contact 
AMF Pension is if they have any questions about our funds. AMF Pension only has 
one office, and no sellers.

At AMF Pension, the low fees limits the ability to add resources on the aftercare of 
clients  such  as  meetings,  promotions,  etc.,  and  their  customer  care  is  first  and 
foremost  to confirm the customer's  choice.  They work on living up to,  what they 
believe are, the main purposes for why customers chose them - low fees and good 
returns.  The  service  provided  will  be  fast  and  accurate.  All  requests  are  handled 
promptly; taking all comments seriously and they are trying in various ways to ensure 
that  the  customers  get  the  information  they  need.  Since  the  Advice  Act  was 
introduced,  there  are  much  clearer  guidelines  about  what  should  not  be  said  to 
customers,  and they give no individual  counseling for several  reasons.  They want 
long-term clients and not customers who are attracted by “the milk and honey”. If so, 
they  should  not  communicate  short-term  advices,  but  instead  explain,  in  general 
terms, how the customer should reason in order to find the right risk.

There are not as much different stages that a customer can be in. Due to the customers 
themselves being so different and have different needs and values it is hard for AMF 
Pension to say. Add to this that every customer have different phases according to 
themselves are probably level two.

4.5.6 Future
Fredrik N. thinks that today's advising will be reduced with the people's increased 
understanding and gives an example; 

“People will realize that you do not go to a doctor that gives you a more  
expensive  medicine  to  cure  the  same.  The  same  thing  will  happen  to  
advising.” 

He believes the advisors must become even smarter and cheaper. 

The will always be rogue actors as long as there is money to be made. The authorities 
can control so that too many will not arise or they can be "dissed" in the newspapers.

Regarding increasing the knowledge among the public about the premium pension 
choice, Fredrik N. believes that the government has done enough. There’s been talk 
that private economy should be a subject in school and that can be a good idea. The 
difficulty  is  instead  how to  reach  out  to  others.  It  is  not  all  about  the  premium 
pension, but for example occupational pension. 
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4.6 Swedbank
Swedbank, founded 1820 is one of the biggest banks in Sweden and has branches 
throughout  Europe,  Asia  and  North  America  with  more  than  9  millions  private 
customers. (Swedbank, 2009:A;B) Pension funds are important for Swedbank, since 
it is a growing market. Before the new system was taken into effect everybody got the 
same pension. Today it is more up to each and everyone to make sure that they will 
receive anything once they have retired. The bank charge for its advising of pension 
funds. The bank look at  pension savings in reverse from a house loan – this one 
grows over time and will be tied to the bank for many years the respondent Gustav 
Burman says. 

4.6.1 Introduction
Gustav  Burman  is  a  certified  private  advisor  at  Swedbank  in  Umeå.  He  got  a 
Bachelor in Marketing and a Master in Management. Other professional experience is 
within the health care industry.  He has been working at the bank since 2006, with 
some time  off  for  paternity  leave.  During  the  interview was  Andreas  Andersson, 
another employee at Swedbank present. The interview was done February 27 2009.

When  asked  about  what  Swedbank  does  to  differentiate  themselves  from  their 
competitors, Gustav highlights that  Knowledge is one of the most important factors 
for  Swedbank,  in  the  differentiating  process.  This  means  that  they  customize  a 
portfolio that fits the customer, rather than choosing their own (Robur). By analyzing 
the time frame for the customer, they can choose how to invest, and at a risk that fits. 
According to Gustav, Swedbank is not a product-oriented bank, more of a knowledge 
and an allocation technology oriented. While some of their competitors only provide 
one  solution,  their  own,  Swedbank  work  hard  on  customizing  all  customers 
portfolios. He uses this parable when comparing Swedbank’s system with others. 

“Some let you choose what ever car you want as long as it is black and a  
Ford, that is not us.”

4.6.2 Advising
Advisors  are  not  educated  whenever  something  new  is  happening,  but  are  more 
relaying on the strong computer system that the bank has, where specialist are rating 
funds that the advisors then can recommend to their clients. The advisor’s can, by 
observing  different  parameters,  give  the  best  advises.  This  means  that  no  detail 
knowledge is necessary only a good width. Only when a fund fits into a particular 
portfolio does the advisor go deeper into it. There are more distribution channels that 
are used to receive information about funds, but the system is most frequently used. 

If a customer comes with a question about a certain subject, then of course we will 
sell them the product/service. If a client books an hour long meeting it is more a form 
of advising since it will be a discussion about many possible solutions. Gustav says:

“A good sale, is seldom seen as a sale!”
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Sometimes the job for the advisor can get harder due to the customer having too 
much  knowledge,  misinterpreted  or  following  the  trends  that  is  displayed  by  the 
media.  The  respondent  says  that  most  meetings  with  customers  often  begin  with 
explaining  medias  advises  and from that  point  see  what  they really  can do.  This 
means  that  as  an  advisor  you  need  to  be  secure  and  knowledgeable  in  private 
business, as well as macroeconomics. This could not be done if the client did not trust 
the advisor, something the bank works hard with getting the clients to do. Some are 
still  wounded  after  what  happened  before  the  FASC  Act  was  introduced.  Some 
advisor see the act as a limitation of their job, since they are no longer allowed to do 
what they believed was the best solution, but the respondent sees the act as a resource 
and a quality assurance. For you as an advisor, SwedSec gives a lot, since it increases 
your competence. It makes you strong and responsible, excellence, and it is mark of 
quality.  However, Gustav does not see as important in that sense that you need to 
work  within  the  business  of  securities  to  be  able  to  use  all  that  knowledge.  He 
compares it to university studies, and that you learn a lot that you might not need to 
do your job, however sometimes you can use it to solve a problem. 

4.6.3 Customer Knowledge
Though some customers are more products oriented and straight away wants to invest 
their money in certain funds, Gustav says that Swedbank first wants the customer to 
understand the basic of how funds work. It is important to learn how to speak the 
customer’s language, not to be too formal, but still give a good impression and act 
secure. 

4.6.4 Risk
For the respondent, the most important phase in explaining risk, is to use opportunity 
in the same sentence, and make sure that the customer understand that these two are 
connected to each other, and that you cannot have one without the other. The time 
perspective is important, for how long will the money be invested. The FASC act is 
the biggest  reason for people getting more aware of risks,  and the advisors often 
encourage the clients not to get too greedy in good times and invest in funds with too 
much risk.

4.6.5 Relation
There are several ways that the bank gets customers. Some contact the bank to get 
more information, while others are already customers to the bank and get inspired 
after watching others commercials. The bank’s internet portal is a good first contact. 
Today, the bank wants to chose which customers to have, and they have on some 
occasions not accepted people due to their business being too small/big, or because 
they only wanted to get one service from the bank. Swedbank rather tie customers to 
them that wants advise on pension funds, loans, private savings etc. 

Each advisor tries to see their clients at least once every 1,5 years. Sometimes it can 
happen earlier or not at all, however it is important, according to the respondent, that 
the  clients  are  invited  even  though  they  do  not  show  up.  Sometimes  they  have 
organized client group meetings to inform about coming events, or larger changes. 
The bank is not allowed to use other methods to contact the clients than those that can 
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be  recorded,  e.g.  a  telephone  call  or  a  face-to-face  meeting.  This  is  even  more 
important  during economic crisis  as the one the world is facing now. Getting the 
customer to come in for a personal meeting is the most important step that an advisor 
can take, not only to satisfy the customer and hopefully tie her/him closer to the bank, 
but it is a perfect business opportunity. The second respondent Andreas Andersson 
adds that great possibilities come out of it as well. 

Swedbank does not do much to keep their  customers,  much happen automatically 
since many customers  contact  them.  The biggest  difference  since 2000 is  that  an 
advisor have become more proactive, e.g. if a bond has gone very well the advisor 
calls the client up and asks if they wish to sell it. Advisors needs to work fast if a 
power of attorney from a competitor due to the customer wants to switch to them. 
Then it is important to call the customer up and try to get them to stay. He adds that 
pension fund advising is not a product – it is a solution.

Some customers are very loosely tied to the bank, e.g. they only use the internet bank 
service,  and  are  on the  whole  dissatisfied.  The  most  important  step  is  to  get  the 
customer to trust you as an advisor, and the bank. If you can do that then the customer 
is more likely to listen to you and accept what you are saying. The relationship with 
the customer gives a lot. This often helps you since it can generate a lot positive of 
word-of-mouth, neighbors recommending you as an advisor, etc.

4.6.6 Future
There  is  a  growing  demand  for  a  counseling  and  advising.  The  more  “whole” 
customers that the bank has, the more money can be generated. With pension savings 
a couple of 100,000 SEK will be saved in the bank, and these will keep on growing. 
Add to this that the customer got a house loan and some private savings. What the 
respondent wish for is that customers see the different in saving your pension funds 
where you get no advise at all, or to save your money at their bank, pay a small fee, 
but in return they get full service. 

There should definitely be some sort of education, at upper secondary school, Gustav 
argues. Though young people tend to know the importance of pension. People born in 
the 70-80’s are often very aware, it is the elderly that needs to learn more. They need 
to understand that it is not “the truth” that is said when get advised, it is one of the 
many ways. There is no “one solution”, or “the best solution”.

4.7 Skandinaviska Enskilda Banken (SEB)
SEB, founded 1856, is one of the biggest banks in northern Europe, with more then 5 
millions  private  customers,  mainly  situated  in  Sweden and  the  Baltic  states.  The 
customers have 23 different premium pension funds to choose from. (SEB, 2009:A; 
B)  Pension  funds  and  advice  plays  a  big  role  for  SEB,  “We are  leaders  in  the 
market”, the respondent Helen Råstedt says. 

4.7.1 Introduction
The interview with Helen Råstedt, pension insurance advisor at SEB, was constructed 
at March 20. Helen has an  upper secondary school education and started working 
around 1968-69. Today she is a professional insurance advisor, or seller, depending 
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on how you define it. She prefers to call herself advisor, however much of what she 
does is to sell. She has been working with pension funds for the last ten years. 

4.7.2 Advising
There has been a big change in advising, much thanks to the FASC being imposed. It 
is much more administration, and people are divided over how well it has worked; 
nevertheless Helen is positive to it. It ensures that advisors are more protected since 
we can show how the advice has played out, and how risk questions have been asked 
and answered. Advisor can no longer protect  themselves with the "forgotten some 
details."

It has become more serious, with the Advisory Act and customers know a little more 
about  what  is  happening  and  how  things  are  going.  More  regular  meetings  are 
happening. SwedSec has done much, Now we must show that you have an education, 
and to have a certain knowledge. One can easily show and explain the information to 
the customer.

The reputation for financial advisors is getting better, however it is not good. It is 
hard to explain why, although a lot has to do with that it is difficult to convey to 
customers, people's indifference makes harder as well. Nobody cares until they see 
that their funds have declined 40%, and then it is our fault even though the customers 
have accepted and known about the risks.

4.7.3 Customer Knowledge
Helen explains that customers’ knowledge is poor: 

“Let us say this, 80% of all those who I talk to have no idea at all. It has 
obviously been improved, but as mentioned, only a few know much.”

To  improve  this,  school  should  perhaps  have  it  as  a  subject.  It  is  unfortunately 
difficult to train someone who does not care. It is not difficult to learn, it just takes a 
little time. Customer visits can take anything from 30 minutes to an hour depending 
on just how much that needs to be explained.

There is certainly a problem with that people get to much information. Many want to 
give SEB "the whole ball" and let us take care of everything, which we do not let 
them. We look first and foremost that they understand what is happening, and ensures 
that the customer may choose a level of security, which they then approve.

Helen believes that an education at the secondary level would be good. To teach them 
what  this  means.  The  government  has  put  an  incredibly  important  decision  on 
everyone's shoulders, and everyone does not understand this, and at the same time the 
public pension becomes even worse and worse, too.

4.7.4 Risk 
Helen means that it takes time to teach people, however the trend is positive. Helen 
uses some different tools to explain risk to her customers, where there are eight (8) 
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risk issues that SEB are using, and the risk level of our is funds between 1-7. Helen 
has the help of Strategy  and Analysis department that can look at the development 
through the years. One of the things we can learn from the last year is that advisors 
should  have  been  better  at  teaching  people  about  the  risk  that  they  took.  People 
should have known what  risk they had  invested  in.  What  has  changed with risk, 
according to Helen, is that she now has the risk barometer to help her explain risk for 
her clients, and the FASC.

4.7.5 Relation
Dissatisfied customers seldom see it as their own fault, that the bank is responsible. 
They think that the bank can contact them when their funds/shares goes down. Then it 
is good that we as advisors have the documents we have, thanks to the FASC. After 
all, customers forget what has been said in the meetings, then we can show that they 
wanted  to  invest  as  we  made.  Clearly  people  are  in  despair  that  they  cannot 
communicate. Helen explains that she tries to just work with communication, which 
she believes is A and O. It is to make people understand what is going on.

It is different, I am working a lot with business and if I do a good job I can get more 
customers that way. To get these to stay I have to be nice. One makes sure to be in 
contact with them, to meet at least once a year and provide information on how their 
investments  are  developing.  Many  of  the  complaints  that  we  receive  are  from 
customers who think that nothing happens, they want to meet more frequently, and 
that we should be more accessible.

There  are  two  stages  at  where  a  customer  can  be  depending  on  where  they  are 
according  to  a  time  frame.  One is  where  there  is  a  long time  before  the  person 
pension money will be paid out, and the other where there is a limited amount of time 
before the customer will be retired. Helen says that SEB has done this organization of 
their customers in order to give their customer the right type of information. 

4.7.6 Future
Helen  believes  the  communication  channels  will  develop  so  that  it  will  probably 
become more contact  by phone,  and less face-to-face.  People simply do not have 
time, especially young people. They are accustomed to take everything on the phone. 
This will lead to an increased role for the financial advisor in the future. 
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5  Analysis of Empirical Findings
The analytical part ties up the theoretical framework and empirical data from  
the interviews and compares the different answers given. The analysis will  
follow the same pattern as the empirical study in order to provide a good  
overview. All the parts from the interviews will not be included, only what is  
considered to bring the study forward. From the theoretical framework will  
some theories be excluded due to the fact that it has been used as background 
facts to other theories.

5.1 Advising
According to Powell (2008), the people that actively seeking financial  advises are 
doing it for the security of having someone else taking care of their money. However 
Claes Hemberg at  Avanza does argue that there is  no person worthy of the word 
advisor, since they are more of a seller and is profiting more by selling certain funds 
that gives them the highest commission. Claes emphasis that there has to be a clearer 
definition  between  advising  and selling.  This  is  comparable  to  what  the  Swedish 
Financial Supervisor Authority established in their report from 2007. (FFFS:2007:5) 
Rune Lindohf at PPM agrees with Claes to a certain extent, that the differentiation 
between selling and advising has to be clear even if he has noticed a change in the 
public awareness of the two concepts. Helen Råstedt at SEB is working as a financial 
advisor admits that it is a fine line between advising and selling and she has problem 
clarifying the difference in her work. Fredrik Pettersson at Swedish Fund Investment 
Association  believes  that  there  is  a  major  difference  between  the  two  concepts, 
however,  people  have  not  been  trained  in  understanding  the  difference  between 
selling and advising. Mikael Nyman at Pensionsnyhterna means that it is necessary to 
get the public aware of that most of the people calling themselves advisors do not 
actually work as impartial advisors, they work as sellers selling their own funds.

After the financial downturn in the beginning of 2000, the number of complaints on 
financial advisors rose, the FASC was then implemented in order to guarantee that the 
customer  got  advises  from businessmen  with  extended  knowledge  of  the  field  it 
advised  in  (The  Swedish  National  Board  for  Consumer  Complaints,  2009;  SOU 
2002:41) The law appear to have had a big impact on the financial advising; all of the 
respondents, except Claes Hemberg at Avanza, agrees that the business has become 
more structured due to the law. FASC has, according to the respondents, made the job 
easier in some sense and harder in other. Both the respondents that are working as 
pension advisors have similar views of the FASC. Gustav is positive, he believes that 
the law has made it clearer about the documentation, which they by law are obliged to 
hand out to the customers. Helen, meant that the law has made the pension market 
more  serious,  that  the  extended  documentation  and  with  more  meetings  between 
customer and advisor are happening more frequently due to the law. Fredrik P. at 
Swedish Fund Investment Association agrees with Gustav and Helen that the demand 
on better documentation of customer meetings has lead to more structure. However, 
both Helen and Gustav did declare  that  there  were complaints  on the law, that  it 
meant more administration for them as advisors, and that there were some skepticism 
among other financial advisors, whether the law worked as well as its intentions. The 
protection of the customer has gotten better according to six of the respondents, Claes 
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disagrees and points to the fact that the law has not helped the customers since no one 
has been punished for wrongdoing. Fredrik Nordström at AMF Pension, says that the 
law has meant that there is less unethical selling today. 

In the report done by the Swedish Committee of Financial Advising to Consumers, 
the  knowledge  and  competence  among  advisors  were  considered  uneven.  (SOU 
2002:41) One of the intentions with the FASC, was to raise the standard of financial 
knowledge among investors. The fourth paragraph of the law states that it is up to the 
businessman to guarantee that the advisor has adequate knowledge in the field s/he is 
advising. The respondents have different views on whether the competence among 
advisors  actually  has  increased  since  2000.  One  of  the  reasons  for  the  SwedSec 
license was to raise the competence level for financial advisors and through that raise 
the confidence for the financial markets. (SwedSec, 2009) SwedSec has according to 
five of the respondents influenced the education and knowledge level for the advisors. 
Rune believes that the general knowledge among pension advisors is low, and that it 
has  not  been  a  particular  development  in  this  area,  even  though  SwedSec  has 
improved the education somewhat. Claes argues that SwedSec’s importance has been 
greater  then  FASC,  when  it  comes  to  educating  financial  advisors  regarding  the 
market.  Helen  believes  that  SwedSec  has  done  a  lot,  that  is  beneficial  for  both 
customers and businessmen to have a license to show up, and that the advisor has a 
certain level of knowledge and education. Fredrik P. mentioned that there has been a 
change since 2000 regarding knowledge among financial advisors. This he links to 
SwedSec and brings up other certificates that companies have developed themselves. 

There was no homogeneous answer on the question whether the confidence and trust 
for  pension  advisors  has  changed  since  2000.  Fredrik  N.  draws  parallels  to  the 
beginning of 2000 when the reputation for the financial advisors was low, and says 
that it is not on the same low level yet. He believes that the same thing could occur 
again with the current recession. However, Fredrik N. does add that there is more 
transparency now, compared to how it was during the IT-crash. Rune state that people 
are  more  careful  with  advises  they  receive  today,  investors  are  more  aware  that 
pension  advisors  are  sales  people.  He  has  noticed  that  people  rather  turn  to 
governmental  institutions  to  get  advises.  Mikael,  Claes  and  Helen  agree  that  the 
confidence for financial advisors has gotten better, however, it could increase more. 
Helen believes that the reputation for the pension advisors is getting better, however, 
it is not good. Her belief is that this is largely due to the low level of knowledge that 
the Swedish public has.

5.2 Customer Knowledge 
Eisingerich and Bell (2006), perceive both possibilities and threats in the indifference 
among customer knowledge from a company perspective. The advisor has, with an 
increased interest, the possibility to educate the customer and thereby create stronger 
relations.  Engström  and  Westberg  (2003)  have  criticized  the  Swedish  citizens 
knowledge  of  the  pension  market,  and  the  respondents  agree  that  the  citizens 
understanding for financial markets are low. 

Rune has  seen  some changes,  that  the  questions  that  he  is  getting  today is  more 
related to what kind of funds to choose instead of how the pension system is working, 
this could be a sign of increased knowledge. He continues by saying that it will take 
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time for the Swedish people to understand the system and draws the parallel with the 
former system (ATP) that took almost 30 years for the people to understand. Fredrik 
N. argues that almost everybody knows about the orange envelope and with the help 
of media the knowledge has increased even if it could be much better.  Claes does 
somewhat contradict Fredrik N. and means that the orange envelope that could be a 
good  platform  for  educating  the  people  is  not  working  that  well.  Claes  further 
believes  that  there  could be a problem in the future,  with the people who do not 
understands the financial market, and he thinks that people’s interest will grow when 
the amount of money on their premium pension account is higher. Rune’s view is 
similar to Claes that the interest and knowledge about the pension markets will grow 
with the amount of money; today the amounts are not sufficient for people to care. 
Fredrik P. claimed that a small portion of the Swedish population has improved their 
knowledge in funds and the pension system, and that there is still a majority with low 
understanding, which he relates to a disinterest in the financial markets. Helen has 
experienced the low awareness and means that 80% of her customers has insufficient 
knowledge in the field. She does, similar to Rune, Fredrik P. and Fredrik N., believe 
that there has been an increase in knowledge,  however, could it be better.  Mikael 
contradicts  Keynes  theory  (1964)  that  a  reason for  why people  are  saving  is  for 
retirement. He believes, and backs it up with studies on the subject, that the future is 
too distant into the future, and that people rather accept an offer today, not seeing the 
long-term investment. 

Devlin’s  (1997)  findings  concerning  that  an  institution/advisor  should  train  its 
customer if the advisor is  operating within the area of complex products,  is a bit 
contradicting on the Swedish market  for pension fund advising.  Claes  at  Avanza, 
Fredrik N., Rune, Fredrik P., and Helen are all of the same understanding that it is 
either necessary to make “private economy” into a school subject, or that it is up to 
the government to educate the common man. Rune says that it seems that people tend 
to listen more to an advice from a governmental  advisor, then from a private.  He 
believes that this is probably because the common sees the governmental advisor as 
impartial. However, according Fredrik P, the government expects the pension saver to 
educate  him-/herself.  Claes  adds  to  this  with  the  government  wanting  to  stay 
impartial,  therefore  not  educating.  He,  however,  believes  that  it  is  better  that  a 
government educates the masses with a common view, than that several institutions 
train  people  in  their  different  views.  Fredrik  N.  at  AMF  Pension  says  that  the 
government has done their part, however, to have it as a school subject could be a 
good idea. What he is more concerned of is the rest of the people.

Roig et al, (2006) suggest simplifying the guidelines for a complex product, and it 
seems as if this has gone through to the respondents. PPM has their PPM Pilot, where 
people can easily choose for themselves by adding information. Helen always brings 
a  risk  barometer  since  it  is  easier  to  explain  risk  for  customers  when  using  it. 
According to Mikael, and Gustav, the computer systems that are available today are 
of great help when it comes to making good decisions, and often the advisors do not 
need to have all the information since they get a lot from them. However, Mikael says 
that it is a little bit troublesome with all the tools available since they all give different 
information, and that they should at least use the same variables so that people could 
trust the outcome
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5.3 Risk
Malkiel (2007) argued that there is no clear definition of risk, which could lead to 
problem when describing it to a novice in the field of financial markets. Claes agrees 
with Malkiel, and says that it is just as hard to explain risk, as for the customer to 
understand it. However, Fredrik P. has seen a trend that could be related to how the 
perception of risk has changed. He means that there is a bigger awareness of what risk 
is today, then in 2000. This could be observed by monitoring trends on how people 
have invested. With a large part invested in mutual funds in the beginning of 2000, it 
changed to interest  funds after  the crash, and then switched back to mutual funds 
before the stock markets recent downturn. This approach, the sunken cost effect, on 
how to cope with loss, is according to Lewis (2008), due to that the investor let past 
investment deficits influence future investment decisions. 

People got more aware of risk after the financial downturn in the beginning of 2000, 
according  to  Claes.  In  the survey constructed by TNS Prospera and presented by 
Fondbolagens Förening (2008), risk was standing out as the key factor for investors 
when deciding upon different funds. However, Claes does argue that the ignorance 
that  people  have  regarding  their  own  funds  is  a  major  problem,  it  is  of  great 
importance for the investors to be aware of what the funds do or what they mean, 
according to Claes. Fredrik P.’s analysis of risk is similar to what Claes thought of 
how customers perceive risk, which people forget about the consequences of it until 
the next crash. Fredrik N. has a related view of the publics awareness of risk and that 
they will forget about it for the reason that they do not learn. Gustav believes that 
there has been a change, today the investors are more aware of the conception risk. 
The reason for this is FASC, that has forced the advisors to make the customers aware 
of what risk is, and different levels of it. Helen has noticed a positive trend, people 
are  more  aware of risk today;  nevertheless,  she means that  it  takes  time to teach 
people.

Duran (2001) meant for the investor to understand the concept of risk, the financial 
advisor  needs  to  explain  the  concept  in  an  uncomplicated  and  non-academic 
language. If the pension advisor can get the customer to understand both sides of risk, 
there is likelihood for a long-term relationship. Gustav sees a possibility in explaining 
risk to his customers  and the importance of speaking their  own language.  Risk is 
considered negative, however, by using the word opportunity to balance it makes it 
easier for the customer to understand the connection between the two and see that it is 
not  possible  to  have  opportunity  with  out  risk  and  vice  versa.  In  line  with  what 
Cordell (2001) and Duran (2001) declares, that with more knowledge about risk, the 
better will the investor be to cope with losses, Helen has noticed in the past year that 
pension advisors needs to be better at explaining risk to their customers and through 
that will the customer better cope with losses. Cordell (2001) and MacCrimmon and 
Wehrung  (1990)  discuses  that  there  are  different  methods  of  educating  risk  to 
customers and creating risk profiles. Helen has used different methods of explaining 
risk to her customers, and stresses the importance of getting a level of security that 
they have to approve. This is done in order to certify the risk awareness. 

Rune’s view on risk is among the most positive of the respondents. He believes in 
general that the public has learnt from their mistakes and is today choosing lower 
risk. He tracks this to two plausible explanations, increased knowledge and/or that 
someone  else  is  doing  their  investments.  Mikael  has  a  more  skeptical  relation  to 
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peoples understanding of risk. He feels that even though there has been two market 
crashes in less then ten years, the Swedish public are still unaware of the meaning of 
the word risk. He resembles it with, the public being “vaccinated”, that things cannot 
go wrong. Fredrik N. resembles risk to a pendulum, when high risk has paid off it is 
popular. He continues with saying that it is a good reminder when the markets go 
down, that people get aware of the risk again.

Pompian (2008) means that it is of great importance to understand the customer, what 
it wants with its investment, what level of knowledge it has. This behavioral finance 
approach that Pompian suggests, with the four different types, is essential in order to 
make accurate advises and build a long-term relationship with the customer. The two 
banks  that  were  interviewed  responded  that  the  importance  of  understanding  the 
customer is vital in order to be able to do a good job. The representative of SEB, 
Helen confirmed that there has been a change in how the advisors are working today, 
however, the customer’s indifference in knowledge make it difficult.  According to 
Pompian  (2008)  this  solved  by  categorizing  the  customer  into  one  of  the  four 
behavioral types. If the advisor cannot recognize what need the customer has the risk 
is overwhelming that the investor will be looking for alternative. 

Passive preserver has a low level of risk, a passive behavior and a bigger fear of loss 
then satisfaction of capital gain. According to Pompian is this category in big need of 
advising and it should be on a basic level. The other category where investors with 
relatively low knowledge and passive behavior  is  the  friendly  follower.  This  type 
lacks independent thought and relies more on what friends and media state or choose 
the  most  popular  funds.  Important  for  an  advisor  at  this  stage  is  to  educate  the 
investor  in  an  understandable  way and thereby building  a  long-term relationship. 
(Pompian, 2008)

The two behavioral  types  that  are described above are  according to Claes mostly 
applicable to traditional banks. He means that those that actively have made a choice 
to  pay  for  their  advising  have  done  so  either  unrealized  or  not  considered  their 
choices. According to Gustav, Swedbank is an institution that tries to educate their 
customers first, before an investment is done. He means that it is important, both for 
the bank and the customer, that there is an understanding of how funds work and that 
advises the media is proclaiming is not always suitable for the advisor. Helen means 
that it  is very difficult  to educate a customer that is unwilling to learn, and that a 
customer  meeting  varies  a  lot  in  time  depending on  how much  that  needs  to  be 
explained. Helen is working in a similar way to Gustav, that the customer needs to be 
aware of what he/she is about to invest in, and that they are aware of the level of 
security. 

The other two behavioral types that Pompian describes in his article from 2001, are 
the independent individualist and the active accumulator. The first is active on the 
market,  actively  seeking  information  and  neglect  other  information  that  is 
contradicting his/her own ideas. Important for the advisor is to educate the investor. 
The  last  type  is  the  active  accumulator  that  has  higher  confidence  then  the 
independent individualist and tendencies to have overconfidence in their selves. The 
role  for  the  financial  advisor  is  to  demonstrate  that  they  have  more  advanced 
knowledge.  Claes  means  that  Avanza’s  role  is  different  from  the  regular  bank, 
because they do not have to chase customer in the same way. Their customers are, 
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according to Claes, easier to educate and more active, and would in Pompian’s types 
be either  independent  individualists  or active  accumulator  because of their  higher 
level  of knowledge and more active approach.  To give advises to these people is 
easier according to Claes, because the customers are actively seeking it, therefore was 
the information site placera.nu constructed.

5.4 Buying decision behavior
A customer can often find itself in a “Complex buying behavior”, if the product it is 
interested in forces it  into having high involvement,  and that there  are significant 
differences  between  the  brands.  (Kotler  et  al,  2005)  This  means  that  there  are  a 
limited amount of solutions to the problem (Peter & Olson, 2005), and this can lead 
the  customer  to  not  choosing  anything  at  all.  The  level  of  involvement  is  either 
situational,  if  the customer only chooses once,  or enduring,  which means that  the 
customer will involve itself more permanent.

Rune at PPM sees the complexity in the product/service of advising, when stating that 
it is somewhere around 800 different PPM funds that the customers can choose from, 
and understands why they have a tough time doing anything about it, i.e. no time to 
involve. He suggests lowering the amount of funds to get away from this. He sees that 
customers tend to choose what everybody else are,  the involvement  is  situational. 
PPM  has,  however,  tried  to  minimize  the  complexity  and  the  involvement  by 
inventing the PPM Pilot, which helps the customer to find what suites.

What  Engström and Westberg  (2003)  found out  in  their  study was confirmed by 
Mikael, that the younger generation understand more of the pension system, then the 
older people, therefore easier to advice on how to invest. However, the tools that exist 
all over the internet, that have been created in order to simplify and help people with 
their premium pension fund selection, is according to Mikael unwise, since none of 
them are using the same variables. Even though some of these tools help to lower the 
involvement that the customer should have had otherwise, it is not sure that they get 
the best result, or the same result if they would have used another tool.

Fredrik  P.  believe  that  advising  is  helping  the  customers  with  the  selection  and 
investment, and if a person is interested they can easily get a hold of material. In that 
sense, helping the customer with the involvement and to find what suites them of all 
the funds on the market. Claes at Avanza sees their portfolio of approximately 900 
funds as  something  positive,  since this  expands the customers’  possibility  to  find 
what  fits  them.  By  doing  so,  Avanza  put  their  customers  in  a  complex  buying 
behavior. However, he does recognize Avanza’s customer to have more knowledge 
about pension funds, therefore the burden is not as heavy as a novice on the subject. 
The customers are very involved in their own saving, a lot of swapping is performed 
on their own, therefore enduring.

AMF Pension only has ten PPM funds in their portfolio, thus limiting the number of 
funds that the customer can chose from. As Fredrik N. sees it, the customers get a lot 
of help from the media on what funds to choose as well. AMF Pension is, by lowering 
the level of involvement, making it easier for their customers. 

At Swedbank they work hard in customizing the customers pension fund portfolio. 
According to Gustav they as advisors help the customer to find what is good for them, 
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and  not  the  easiest  solution  available.  Customers  who  come  in  contact  with  the 
advisors  often  want  help  in  the  choice-process.  Therefore  Swedbank  help  their 
customers who are in the complex buying behavior segment explained by Kotler et al 
(2005), and the customer does not need to be involved as much. Gustav adds that at 
Swedbank they try to have a meeting once every 1-1,5 years, and then it is up to the 
customer to choose if s/he wish to attend that meeting.  The customer is implicitly 
invited to become enduringly involved if they want to.

In  Helen’s  case,  she  sometimes  get  offered  by  her  customers  to  handle  all  the 
investments since they do not understand what to do, they do not have time to learn 
about the system, or there is to much to choose from; complex buying behavior. This 
is done by explaining risk and by getting more information about the customer, in 
order to find what suites them. Once a year she tries to meet all of her customers in 
order to update them on what has happened and if anything can be done, thus she let’s 
the customers have an enduring involvement.

5.5 Buying decision process
When a stimulus of need is recognized, either internal or external, the customer will 
follow  certain  steps  before  stricken  the  deal,  and  then  experience  post-purchase 
behavior. (Kotler et al, 2005). Peter and Olson (2005) agree with Kotler et al, on what 
stages  that  exists,  however,  the  customer  can  sometimes  go  back  and  forward 
between the different stages.

Rune believes that it will be hard to change people’s behavior towards the premium 
pension. Most people do what everybody else is doing; the need is recognized when 
everybody else is doing it, the external stimulus gets activated. Therefore it is no or 
limited  information  search  and  evaluation  happening.  Rune  has  2-3  cases  where 
customers had a negative post purchase behavior; they felt that they had been fooled. 
However,  according  to  Rune,  these  people  had  little  knowledge  regarding  the 
financial system. Claes believes that the institutions are the one who creates the need 
for  the  customer,  by reminding  them about  their  premium pension saving.  If  not 
recognized before, most people will start to care when the amount of money saved up 
is sufficient, and then it might be too late. 

In AMF Pension’s case, according to Fredrik N., those customers who contact them 
are only curious about their funds, the need is recognized, and the customers are now 
on an information search. He recognizes that the media, and the “Orange Envelop” 
have something to do with it. It is either customers or the advisor who contact the 
other one at Swedbank. Gustav exemplify that it can sometimes happen that the bank 
sees that the customer needs to do something about its portfolio and therefore contact 
them to inform. Even though the customer has not shown any sign of post purchase 
behavior, the bank contacts them with new information, let the customer evaluate it, 
and decide, as exemplified by Peter and Olson.

5.6 Choice Overload
The exact same example that was presented in the theory regarding the experiment 
constructed by Iyengar and Lepper (2000), with the different amount of jam jars in a 
grocery store at different time was given by Rune. He further argued that the optimal 
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amount of PPM funds that is possible to choose from should be somewhere between 
150 and 200. The risk with too many funds is that people will not make a choice at 
all, according to Rune. The same thing was studied in USA where people postponed 
their  401  (k)  decisions,  and  one  of  the  underlying  factors  was  choice  overload. 
(Iyengar & Jiang, 2003)

Five out of seven respondents answered that there is a risk with too much information 
for  the  customers;  no  one  mentioned  that  it  is  not  a  problem  with  too  much 
information. Schwartz (2004) means that everyday choice overload leads to stress and 
to situations where decisions that take too much of your time get postponed. Fredrik 
N. means that  there is  a problem with too much information.  Gustav agrees with 
Fredrik N. that  too much information is  a problem,  customer have misinterpreted 
information that they have been given and information from media makes advising 
harder. An advisor has to deal with these situations by being knowledgeable both in 
macroeconomics and private business. Helen certainly sees a problem with too much 
information, where customers want SEB to take care of everything at once, something 
that they deny them before they are fully aware.

5.7 Customer relationship

5.7.1 Loyalty Ladders
A company needs to diversify itself to get market share, it needs to work to create a 
relationship  with its  customers.  However,  there  is  not only one way to build this 
relationship and get a customer’s loyalty. One can make the customer climb up the 
Loyalty Ladder, presented by Christopher et al, (2002); Lundgren (2008); Zeithaml et 
al, (2009), where a customer moves from being a stranger on to becoming a partner in 
the end. To make the customer climb up the ladder a company or an institution can 
push the customer upwards by collecting more data on it, or the customer will move 
upwards by itself by wanting more of the institution’s products/services.

Claes mention that because of the introduction of the pension system, for the first 
time the banks are the ones that have to chase the money, not the other way around. 
They are more eager to get the customer then the customer is to be caught, maybe 
because the potential clients are not fully aware of how the system works. He believes 
that if it would not had been for the new system, and the increased level of wanted 
advising, most banks would have closed down many of their local offices. It is easy to 
lure people in to become full customers by using the advising as bait. In Claes eyes, 
the customers  are  either  a  stranger  or an acquaintance,  since the bank chases the 
customer  to  get  them  for  other  businesses,  and  that  advising  is  just  a  possible 
conversation starter.

Fredrik N. says that they at AMF do not meet their customers in the same way as 
other institutions do. They only have one office, and there is no advising in the same 
aspect. What AMF Pension wants is to have long-term clients, and not customers who 
are  there  for  “the  milk  and  honey”.  Therefore  AMF  wants  to  have  friends  and 
partners, and they believe to be working for it. It is more a question of the customers 
being different, then the different stages for the company. 

Rune is touching upon the same subject as Claes, about luring customers in, when he 
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says that most institutions are good at getting customer, and some of these are good at 
investing their customers money as well. He adds that a paying customer should at 
least have its investments beating the fund index. Advisors should strive at making 
the customer a friend of the firm, since they need to trust the company, and that its 
investment is as good as possible. However, at this point they are at the same position 
as what Claes said, somewhere between stranger and acquaintance.

At Swedbank, it  is  either  already existing customers  who contact  the bank to  get 
information,  or new ones who the bank in that  case tries to make full  customers. 
Gustav says that it is a period of 1-1,5 years between every meeting it is important 
that an invitation is made. He believes it is just as important to make sure to get a 
dissatisfied customer to come in for a talk. The most important stage that a customer 
can be in is to trust the advisor, if so, the customer is more open to accept what the 
advisor suggests, and to other products. Gustav believes that as an advisor one have to 
work hard in making the customer a friend, since then his work gets easier and one 
can build a long-term relationship.

Mikael says that many advisors are earning a lot of money since their customers do 
not use the consulting hours that they have at their service. Fredrik P. is on the same 
page as Claes, about that institutions are using the pension fund system as an excuse 
to meet. He sees that the relationship between client and customer has changed, into 
an acquaintance relationship,  with a closer contact between them today,  e.g. more 
face-to-face. Helen’s view on customer relation is the trouble that the advisor and the 
client with communication with each other. The customer seldom sees it has its own 
fault if its investment all of the sudden goes down, even though the advisor tried to 
explain about risk and how the system works. As an advisor, Helen tries to meet her 
clients once a year, which is often enough, according to her. Some customers contact 
her and want to meet more often, or wonder why nothing happens. They want the 
advisors to be more accessible. As for Gustav at Swedbank, Helen’s job gets easier if 
the client can trust (friend) that she is doing a good job.

5.7.2 Relationship Continuum 
The relationship continuum works as a guide for how the companies should act in 
order to attain a customer, and keeping it with them for a long period of time. The 
ladder starts with that the customer is acquired through a purchase, and the next step 
in order to secure the customer is to satisfy it. (Zeithaml et al, 2009) This step is, 
according to Heskett et al from 1994, the most important step of the whole ladder. 
(Ravald & Grönroos, 1996) Once this is done, retaining the customer is the next step. 
And after this, the last step of the ladder is to enhance it. At this level there is a strong 
relationship between the customer and the company, the customer is loyal to the firm, 
and the firm can customize it service/product to it. (Zeithaml et al, 2009) 

Fredrik N. does not specifically say that there are certain steps, or phases, that the 
customer  can  be  in;  judging  from  the  company;  due  to  the  customer’s  own 
individuality. At “level 1” it is because that every customer is different from the next, 
and that they have their own needs and values, which makes it hard to see where they 
are. “Level 2” was that each and everyone of these customer have their own personal 
phases.

59



The most important step of all, according to Gustav, is to get the customer’s trust, 
because if an advisor succeeds in doing that, there is a lot that comes for free, e.g. 
positive mouth-of-mouth, recommendation from neighbors etc. As the theory says, 
Gustav identify that by satisfying the customer, a lot more will come out of it. SEB 
sees it  as the customer has two stages, one where there is a long time before the 
money will be paid out, and the other where there is a limited amount of time before. 
They have divided them as such in order to give their  customer the right type of 
information. 

5.7.3 Three levels of Commitment
There are the three levels of commitment to ones customer, according to Gummesson 
(1998)  and  Blomqvist  et  al,  (2004).  An  institution  can  connect  with  a  customer 
through price (monetary), a combination of monetary and social, and the two together 
with structural. In the step 1 the customer only connects to the institution due to it 
being  price  worthy.  When “social”  is  added,  some customization  is  done  for  the 
customer, and the last step is to add structure, this is when the company can through 
the  given  information  by  the  customer  satisfy  its  needs,  by  the  help  of  constant 
feedback from the client itself. Shown with the “Three levels of commitment”, is that 
the institutions have different ways to diversify and how to get customers. 

Claes explains that the institution has approximately 900 funds, and instead of having 
one company that holds all of these, Avanza has tied around 60 fund companies and 
their fund portfolios, and they do not charge for their advising. With this, Avanza’s 
connection to their customer is at step 2, monetary with added on social, since the 900 
funds,  that  is  controlled  by  ~60  other  companies  would  suggest  some  form  of 
possibility for customization. At AMF Pension they diversify themselves by having 
low fees for their customers, and ten funds to choose from. AMF Pension is at the 
same level of commitment as Avanza, even though there is a lower customization 
possibility since there are a lower number of funds to choose from. 

Though PPM does not have funds of their own, they are managing pension savers 
accounts, and their goal is that their client should be able to carry out administration 
and management at a low cost. With some help from PPM’s own tool, PPM Pilot, a 
saver can navigate and find the larger institutions’ collections of funds that fit  its 
profile the most. PPM has the same level of commitment as the ones prior, step 2, 
since their diversification is more then just on price, thanks to the PPM Pilot where a 
customer put its own portfolio together. At Swedbank, their idea is to customize their 
clients’ portfolios, says Gustav. Though they are charging for it, they believe that the 
customer  gets  what  fits  them the  best.  Helen  at  SEB says  the  same  about  their 
methods, and she emphasis that they use the Risk Barometer to find whatever risk fits 
their customers’ profile.

5.7.4 Complexity connected to cost and training
In the words of Porter (1985), there are only two ways for a company to create value 
for  its  customers.  It  is  either  by  having  low  costs,  or  by  increasing  the  buyer’s 
performance of the product. (Porter, 1985) As Devlin (1997) discovered in his study, 
the more complex a customer perceives the product to be, the more is it willing to pay 
for it. It is up to the advisors to train their customers. The company’s image can play 
a  certain  role  in  this  as  well;  people  tend  to  pay  more  for  a  product  with  less 
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complexity,  if the company image is better then its competitors. (Roig et al, 2006) 
Rust and Chung (2006) adds to the subject that a company should simplify as much 
as  possible  if  a  market  is  getting  more  complex  then  what  the  customers  can 
understand.

Avanza does not charge anything for the advising, because their customers have made 
an active choice themselves.  PPM’s fee is depending on which fund the customer 
invests in. AMF Pension has a minor fee, yet adequate since they believe that their 
customers do not want to pay more than that certain amount for the advising. SEB 
does not charge for the advising, nevertheless if the customer chooses to buy any of 
the products a fee will be added. The only institution that charge for their advising is 
Swedbank.  Mikael  comes  to  the  conclusion  that  the  advisors  in  Sweden  have 
difficulties  charging  for  the  advising,  since  most  people  tend to  believe  that  it  is 
something that should be done for free. As explained above, Porter (1985) found that 
a  company  could  create  value  to  a  customer  either  by  having  low  costs,  or  by 
increasing  the  buyer’s  performance.  Devlin  (1997)  said  that  a  customer  is  more 
willing to pay more for a product it perceives as complex.
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6 Conclusion
In this chapter will the authors fulfill the purpose of the thesis by presenting  
the conclusions that have been drawn from the empirical study and analysis.  
An  attempt  will  be  made  to  answer  both  the  problem  questions  and  the 
purpose. The problem questions will, together with the purpose, be presented 
below  in  order  to  make  it  more  viewable  for  the  reader.  Suggestions  on 
further studies will be presented at the end.

6.1 Purpose
The purpose of the study was to get a comprehending image of what has occurred 
regarding private pension fund advising since the new pension system was taken into 
effect in 2000. Has there been a change in knowledge, what implications have it had 
for  advising,  and  the  building  of  sustainable  relations  between  institutions  and 
customers? What can be thought from the financial turmoil, and how will it change 
the  future  of  the  financial  advising  industry?  With  the  new  pension  system  the 
Swedish  public  got  a  bigger  responsibility,  and  the  role  of  the  pension  advising 
industry changed. The study aimed to, from the institutions perspective, research the 
role of the knowledge, which has been reported to be low among the customers, and 
to see how pension advising has changed, with the starting point in 2000.

The research questions were stated as followed:
“Considering  the  customers’  knowledge  and  understanding  of  
the financial  factors,  how  has  the advising  of  premium  pension 
funds evolved since 2000?”

With a sub question being:
“What role will the future of pension funds advising have?”

6.2 Answer to the problem statement
The answer to the problem question is impossible to define with only one sentence, 
since the area of interest is wide and complex. There are different variables that all 
lead up to the answer. The respondents had different views on whether the knowledge 
among customers has changed since 2000. The study showed that there is still uneven 
knowledge  and  that  a  majority  of  the  Swedish  public  does  not  posses  sufficient 
knowledge in financial markets. There are different answers on what could be done, 
however, the study has implied that there is a need for private economy as a subject in 
upper secondary school. 

The reason for why individuals are seeking advises today is different according to the 
study. The theory suggests that people are seeking financial advising in order to feel 
safe,  which  have  has  agreed  and  contradicted  in  the  report.  With  respondents 
representing  different  institutions  with  different  views  on  advising,  this  is 
understandable.  Different  advising  strategies  have  been  reported,  however,  one 
respondent claims that the ultimate advising strategy is yet not invented.

The study indicated  the  importance  to  make a  clearer  differentiation  between the 
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concepts of selling and advising. The shortcoming has been documented earlier, but is 
still widespread among the Swedish public, even if it was contradicted in the report as 
well.  A solution  has  been  presented,  to  abolish commission  on funds.  To have  a 
unified system for all the institutions offering pension funds where no commission is 
paid out could lead to a higher confidence for pension advisors, although that system 
would be hard to implement. One of the respondents said: “a good sell is seldom seen 
as a sale” and this could summarize a view of where selling is, the customer has not 
fully  understood  the  meaning  or  complexity  of  the  fund,  and  instead  bought 
something it did not want, or need. This is what advising has to prevent. Advising 
does not have to lead to a sale. 

Risk has been proved to be the most important factor when deciding upon a fund, and 
it  is  therefore essential  for the advising procedure.  A majority  of the respondents 
perceived the publics awareness of risk to have gotten better, however, a few of the 
respondents argue that it is the same today as in 2000. It is therefore hard to draw any 
conclusions on the consumer’s perception towards risk. However, the study showed 
that the knowledge regarding risk among the Swedish public is low, and this can be 
seen as one of the principal reasons behind the skepticism towards pension advising, 
as reported by a few of the respondents. The procedure of eliminating the indifference 
of risk between a customer and an advisor has evolved since 2000, according to the 
study. Today there are better ways to make sure that the customer is aware of what 
risk it is taking in its investments. Nevertheless the study showed a lot could be done 
to ensure that the customer gets aware of the risks in its investment. 

The study discussed that there been a change with how financial advisors are working 
today,  compared  to  2000. The new law, the  FASC, meant  new ways  of  working 
according to the respondents, with extended documentation, and administration. The 
law was implemented  in  order  to  raise  the  standard of  financial  advising,  and  to 
protect the customers. The standard has been raised according to several respondents, 
however, arguable whether it has strengthened the customer protection or not. Few 
respondents have experienced it, and the National Board of Consumer Complaints has 
punished few cases.  This could be due to the higher standard experienced by the 
respondents, compared to how it was before the law was implemented.

Trust is something one earns, and after the financial downturn in 2000 the trust for the 
advisors were low. According to this study, it has gotten better, although there are 
different views on how good the reputation for pension advisors is. The indifference 
answers  from  the  respondents  could  be  because  of  their  different  approaches  to 
pension advisors. The pension advising industry is, according to this study, seen as 
more professional today than compared to 2000. This could have lead to the improved 
reputation  that  has been reported.  There are still  a lot  to do in  order  to raise the 
reputation. This study suggests that together with a continued increase in the level of 
knowledge among the Swedish public, will the reputation continue to rise and the 
number of misunderstandings between advisor and customer will decrease. 

The different answers concerning if the knowledge among pension advisors either 
increased or not,  could be due to the respondents limited insight.  One respondent 
believed  that  the  general  knowledge  among  advisors  is  low,  and  after  that 
contradicted him selves by saying that SwedSec and the FASC had meant a lot to 
improve  the  knowledge  of  the  advisors.  SwedSec  is  of  significant  importance, 
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however,  there  could  have  been  other  answers  with  the  question  formulated  in 
another way. There were respondents who claimed that SwedSec had increased the 
level of knowledge for the actors on the financial markets, and a sign of the weakness 
that exists on the market. However, one respondent believed it to be impossible to 
stop all  the unserious  people operating on the market.  One respondent  argue that 
because no one has been sentenced for wrongdoing, does not mean that advisors has 
acted good in all situations. One of the suggestions on how to solve this is by having 
an  “advising police”  something  that  could lead  to  an  even more  serious  advising 
procedures.

The number of information sources has grown, internet as a media format plays an 
important part for inventors seeking information, according to the interviews. Since 
the  inception  of  the  premium pension system in  2000,  new channels  for  seeking 
unbiased  information  have  emerged,  an  example  being  Morningstar,  and  the 
institutions have their own information easily accessible to the customer. An excess 
of  information  can  lead  to  problems  in  the  advising  procedure  according  to  the 
respondents.  It  is importance for a pension advisor to be aware of this,  and must 
therefore educate the customer in order to minimize misinterpretations. A customer 
that shows interest is easier to educate and would thereby be easier to build a long-
term relationship with. 

The study confirms that there are too many PPM funds to choose from, with several 
of the respondents seeing it as a problem, and as a possibility, both for the customers 
and  for  the  pension  advisor.  The  problem is,  the  pension  advisors  rely  on  their 
computer  systems  and has  limited  knowledge of new information.  Therefore it  is 
understandable for the advisors not to have knowledge about all pension funds. The 
computer  systems  have  developed,  however,  the  advisors  often  offer  the  current 
popular funds. The possibility with the increased number of PPM funds is that there 
are more options for the customers, something that has been used as diversification 
for one of the respondent companies. 

All of the seven institutions are aware of the complexity of the product, and that the 
pension savers are in a difficult spot. To fix this, some are on their own mission to 
help their clients by inventing and implementing different tools. Be there the PPM 
Pilot,  a risk barometer, and other forms of computer software. With the help from 
these, the advisor or the customer itself can from certain variables find out whichever 
investment suites. The institutions have chosen different ways of diversifying their 
portfolios, reaching from ten (10) PPM funds, up to more than 900 regular funds.
 
What  seems  to  be  a  contradiction  with  the  product  of  pension  funds  is  that  it 
commands the customers to be highly involved in the investment, since the markets 
tend to move. At the same time the customer is only set to meet its advisor, if it has 
one, once every year, in combination to think long-term, since the customer will not 
get the money in up to 45 years. 

The respondent recognizes the customers’ need and post purchase behavior. It is the 
center of the process that seems to be the main differences. Some institutions do not 
know what goes on with the customer during these phases. It can be because they do 
not advise, that they do not follow the customer through until the investment is made. 
The  institutions  that  do advise,  has  the  ability  to  see  the  customers’  reactions  to 
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certain situations. It seems to come back to the same conclusion that was made above, 
that  the complexity of the product makes  it  hard for the institutions  and for their 
customers to grasp the process of the investment of pension, because it is over a long 
period of  time,  and if  the person does not  involve it  self  in  it,  it  will  not notice 
anything until it might be too late. This can be linked to the trust for advisors; it is 
good as long as nothing bad happens, whenever that may be. The market crash in 
2000, showed a market low in 2002, however, the market did not see its first reaction 
until 2003-05, judging from the number of reports of, from the customers’ point-of-
view, bad advisements.

Those institutions, which offered face-to-face advising, defined their customers to be 
friends, due to the trust that the customers seemed to have towards them as advisors. 
Other  institution  came  as  far  as  to  define  their  customers  to  be  on  the  level  of 
acquaintance, or at least strangers. The respondents did stress that the trust for them 
as advisors was a key for a successful interaction with their customers, although the 
trust only worked as long as the customers’ investments grew. Even if the customers 
wanted to have a meeting sooner, the respondents told them to wait. Again, the study 
showed the customers lack of knowledge of the financial system. When they notice a 
market dip, they want to sell, while the advisor who has knowledge about the system, 
cannot or does not explain to them that they need to be patient.

Though they all  understand the need to  satisfy their  customers,  only one  said so 
specifically.  Another recognized other steps that  lead the customer further up “the 
ladder”.  One argued for  each customer  to  be complex  by itself,  with own needs, 
values,  and  “personal”  phases  that  they  have  towards  the  institution.  A  third 
respondent’s institution had two stages, one where it was a long before the customer 
needed the money, and the other where the customer was close to retirement. 
The  different  institutions  all  have  their  own  definition  of  committing  to  their 
customers, though they are all within step 1 or 2, monetary and social. The advising 
might be viewed as an attempt to reach the last step, structural, commitment to the 
customers  need.  However,  due  to  the  problem  with  the  selling  contra  advising 
discussion explained above,  and since the customers tend have no idea what they 
want or need, there is a long way until one can purely say that the institutions want 
and can choose what is best for the customers. 

The institutions are divided considering the will to charge for the advising. Though 
theory argues that a customer is more likely to pay more for a product it does not 
understand.  According to one respondent this  is not possible  since people are not 
willing  to  pay  for  advisement.  Therefore,  most  of  the  institutions  do  not  charge 
anything, even though they should, according to the same source. 

The sub question has to a certain extent already been answered. The study showed a 
need to further educate the public, and the level of interested will increase when their 
pension  savings  grows.  The  respondents  highlighted  that  pension  advising  will 
become easier in the future. Pension funds importance will increase, and there will be 
a bigger awareness of the financial markets. With the “easiness” that the respondents 
reported more package solutions will be offered. An example is fund-in-funds where 
the level of information search would be reduced. Pension advising will be accessed 
easier  with  the  pension  advisor  more  actively  seeking  up  the  customers  in  their 
workplaces. There is a contradiction among the respondents whether pension advising 
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will increase in importance. The different answers could be related to what institution 
they are representing. 

6.3 Summary
The following points can be drawn from the conclusion:

• There is a need for a clearer differentiation between selling and advising.
• Risk is an important factor, and though studies have suggested that the public 

has gotten better in understanding, the respondents to this study suggested the 
opposite.

• The laws and certificate that has been implemented over the last years in order 
to protect the consumer have worked, however, maybe not to that extent as 
one could have hoped for. Some respondents even suggested that the advisor 
has gotten more protected, than the consumer.

• The respondents agreed that there is a need to educate the Swedish public in 
“private economy” since this could make their job easier, and would give the 
investors more understanding for the market. 

• For the future, the respondents mentioned that the market will evolve into a 
more “package” service, with fund-in-funds, and that people will care more 
about their money when there is more to invest. However, they cannot agree 
whether the importance of fund advising will increase or not. 

6.4 Suggestion on further studies
With previous discussion in mind, there are several interesting topics that could be 
explored further. To make a new study with the same topic, a recommendation would 
be to have a larger selection of institutions to interview. One could concentrate on one 
special fragment of an industry, for instance traditional banks, and from that construct 
a study comparing how the financial advising has changed. The result would have 
more depth compared to what this study has shown. 

Studies have been made regarding the impact of the FASC, however, there is a need 
to make a study on why so few financial advisors are sentenced for wrongdoing. This 
study has highlighted that pension advisors and people related to the pension fund 
industry  has  noticed  a  change  in  the  way  advisors  are  working  after  the 
implementation of the law, nevertheless has there been limited studies of what the law 
has meant for the investors and why so few are punished. Thus researching if new 
laws needs  to  be created  to  protect  the  public  from bad advises,  or  the need for 
education to uplift their understanding of the system.

Studies related to how the financial advisors can develop are continuously going on. 
There  is  today a  bigger  need  to  understand  the  customer  because  of  the  uneven 
knowledge among the customers and prospective customer. A suggestion from that 
would be what institutions could do in order to understand the customer better. This 
approach would require a customer perspective.

In a few years, when, for instance, the PPM Pilot has been active for a while, a study 
could be conducted on who got the preferred outcome of an investment. A person 
who…

• …used the PPM Pilot, 
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• …sat down and choose funds all by itself with the help of a internet based 
institution, for example Avanza 

• …got help by an advisor.
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Appendix A

Interview Question
1. Introduction

a. What is your education and work experience?
i. How long has you been working within this industry and with 

advising
ii. What is your profession today?

b. How important is pension funds for your business, compared with 
other products?

c. How do you differentiate yourself against your competitors?

2. Advising
a. How has the advising changed, with the growing competition?
b. Has advising changed after the FASC came into force, and what is 

your perception on it?
c. How has advising changed with the introduction of SwedSec, and 

what is your opinion on it?
d. Is there a risk that the customer may get too much information?
e. How do you perceive that the publics’ trust is for financial advisors? 

i. Has there been a change?
f. How do you ensure quality in your advising?

i. Has this changed since 2000?
g. Have the requirements for advisors increased educational?

3. Customer Knowledge
a. Has the customers’ knowledge changed since 2000?
b. How important is it to educate the customers?

i. Has this changed in recent years?
ii. How do you educate them?

iii. On whose initiative are they educated?

4. Risk
a. How do you explain risk to your customers?
b. What do you do to eliminate any differences in you and the customers' 

view of risk?

5. Customer Relation
a. Has the way to contact changed since the introduction of Premium 

Pension system since 2000?
b. How often do you contact with your customers?
c. How has the development of counseling methods developed since 

2000?
d. Do you perceive that there are stages that a customer can shift 

between?
e. What do you do to get your customers to stay with you for a longer 

time, 
i. Has this somehow changed since 2000?
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ii. Has the handling of dissatisfied customers changed?

6. Future
a. What do you think about the future of advising?
b. Do you think it will be a change in the advice channel in the future?
c. Do you think that the advising will have an increased or decreased role 

in the future?
d. What lessons have you learnt from the last year?

7. Other
a. Do you have something to add?
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