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Abstract 
Due to the increased competition in the service sector, and the increase of customers’ 
ability to spread their thoughts and experiences about different services, the pressure on 
the companies operating in the service sector has increased rapidly. We have conducted 
an investigation of a specific case of Revenues, a service company operating in Umeå, 
with both private and public customers. The thesis focuses on the dynamics of customer 
satisfaction; how a possible difference between buyers’ and users’ perceptions and 
beliefs look like and how Revenues can work in order to reduce an eventual gap. 
Additionally we have three sub-purposes: 
- If  there are differences in satisfaction between buyers and users, to clarify why 
possible differences in satisfaction between buyers and users exist. 
 
- To clarify a possible gap between expected and perceived service quality and in case 
of a possible gap, suggest how Revenues can work to reduce this gap. 
 
- Find out whether the free purchasing affects the perception of service quality. 
 
These are the questions that come our minds and led us into an interesting and 
unexplored field of study; a division of customers into buyers and users in the context of 
customer satisfaction. We chose to focus on a specific service provided by Revenues 
which is a service package consisting of a lecture and workshop. 
 
The research is a conducted with a quantitative method and a deductive approach. The 
epistemological and ontological positions are towards positivism and objectivism. The 
empirical data were collected through a web-based survey distributed to Revenues’ 
customers of educational services. The construction of the questionnaire and the 
discussion, conclusion and suggestions are based on the empirical findings and the 
theories presented in the theoretical framework. 
 
We reached a conclusion that there does exist a difference in perception of satisfaction 
between the buyer and the user of Revenues’ educational services; that the buyers’ 
satisfaction is higher than the users’ satisfaction. This due to: 

- Communication gap between service provider and customers 
- Different level of fulfillment of expectations between buyers and users 
- Differences in what buyers and users demand 

 
We did not find any difference between expected and perceived service quality which is 
reflected in the overall level satisfaction among the customers. The users would be more 
critical and demand more if they had to pay for the lecture themselves, thus the free 
purchasing does affect the perception of service quality. We provided Revenues with a 
recommendation; in order to decrease the gap that exist in perception of service 
satisfaction between buyer and user of the same service, we recommend Revenues to 
increase the level of interactive marketing, provide the users with higher level of 
information, the same level as the buyer gets, in order to increase the feeling of 
providing the service accordingly to agreement. We also suggest Revenues to listen to 
the respondents’ recommendations for improvements. 
 
 
 



 
 

Acknowledgements 
We want to thank the owner of Revenues, Fredrik Leek, who made this research 
possible to conduct. Additionally, we want to thank the customers of Revenues for their 
positive manner and willingness to participate in our survey. We also want to give  
special thanks to our supervisor Niklas Brinkfeldt for his constructive comments and 
supporting manner which facilitated our process of conducting this research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

Table of Contents  
 

1. INTRODUCTION..…...…………...…………………………………………….1 
1.1 Choice of subject…………………………………………………….1 
1.2 The case of our company…………………………………………….1 

1.2.1 Company background……………..…………………………...1 
1.2.2 Research phenomenon…………..……………………………..2 

1.3 Problem formulation…...…………………………………………….3 
1.4 Purpose………………………………………………….……………3 

1.4.1 Sub-purposes……………………………………….…………...3 
1.5 Description of concepts………………………………….…………...3 
1.6 Limitations……………………………………….…………………...4 

 
2. METHODOLOGY…...……………..…………………………………………...5 

2.1 Pre-understanding……………………………………………………5 
2.1.1Theoretical……………………………………………………...5 
2.1.2 Practical………………………………………………………..5 
2.1.3 Effects on the research………………………………….……...5 

2.2 Methodological assumptions………………………………………...6 
2.3 Scientific approach…………………………………………………..6 
2.4 Choice of theories…………………………………………………....7 
2.5 Literature review……………………………………………..............7

  
3. THEORETICAL FRAMEWORK.………………………………………………9 

3.1 Buyer’s model – Who buys?..................................................................9 
3.1.1 Choice criteria…………………………………………...……..10 

3.2 Service vs. product……………………………………………...……10 
3.3 Service marketing mix…………………………………………….…11 
3.4 Customer satisfaction…………………………………………...……13 
3.5 Group dynamics………………………………………………...……15 
3.6 Service quality dimensions………………………………..…………17 

3.6.1 Balancing expectation and satisfaction……………...…………18 
3.7 Kano model……………………...…………………………...………19 
3.8 Gaps model of service quality…...…………………………...………20 

 
4. PRACTICAL METHOD.…………………...………………………………….24 

4.1 Sample………………………………………………………….…….24 
4.2 Selection……………………………………………………….…..…25 
4.3 Questionnaire……………………………………………………..….25 
4.4 Data collection…………………………………………………..…...26 
4.5 Access…………………………………………………..……………27 

4.5.1 Lack of respondents…………………………..……………..…27 
4.6 Data processing…………………………………………...………….28 
4.7 Ethical considerations……………………………………..……....…28 

 
 
 
 



 
 

5. EMPIRICAL FINDINGS ……………………………...………...…………….31 
5.1 Information from data collection…………………………….............31 

5.1.1 Background information……………………………………….31 
5.1.2 Perceptions, expectations and satisfaction….………………….33 
5.1.3 Other………………………………………..………………….38  

5.2 General information from open-ended questions…….……………...40 
 

6. DISCUSSION AND ANALYSIS……...………………………………….42 
6.1 General information…………….…………………………………...42 
6.2 Discussion, analysis and suggestions…...………………………..….42 

       6.2.1 Perception of the service and usability……...…………………43
       6.2.2 Expectations and satisfaction……………………………….…44 

6.3 Conclusion…...………………………………………………………46 
 

7. CREDIBILITY OF RESEARCH……………………………………...……….48 
7.1 Reliability…………………………………………………………….48 
7.2 Validity………………………………………………………………48 
7.3 Generalisability…………………………………………………...….49 

 
8. SUGGESTION FOR FURTHER RESEARCH……………..…………………50 

 
9. LIST OF REFERENCES…………………...………...……………………...…51 

 
10. APPENDIX 1- Questionnaire…...………………………………...…………....54 

 
11. APPENDIX 2 – Frequency tables………………………………...…………....56 

 
 

 
 
 
 
 
 
 
 
 
 
 
 



- 1 - 
 

1. Introduction 
 
1.1 Choice of Subject 
Service companies that operate all over the world the last decades are likely to be 
engaged in the subject concerning customer satisfaction. It is inevitable not to believe 
that the reason for their engagement is the financial, social and competitive benefits 
generated from creating satisfied customers. The topic concerning customer satisfaction 
is rapidly growing and it is a subject that is important and up-to-date. But there is a 
slight change going on, where companies did not actually spend much time on “word of 
mouth” since they believed that there were few customers that were dissatisfied with 
their services (Richins, 1983, p.68). Today companies spend more time on this 
phenomenon since they have realized that “word of mouth” spread by satisfied 
customers could affect the company indirectly, through future increased number of 
customers. To be able to develop services of good quality and be able to market them 
properly it is important to understand what the customers really desire and what they 
consider as valuable (Grönroos, 1997, p. 37). It is also important to understand how 
products and services differ in terms of how to achieve satisfaction. 
 
Services often involve different roles in the decision making process, i.e. the person 
who buys the services does not necessarily have to use the service (Blackwell, Miniard, 
Engel, 2000, p. 174). This implies an interesting dimension regarding perceived 
satisfaction among these two roles. How these roles differ in terms of how they perceive 
services and what factors that contribute to satisfaction. More knowledge in these 
differences will improve the service provider’s ability to deliver services with good 
quality. The aim for this thesis is to investigate if there are differences in perception of 
service satisfaction between the buyers and users of services. Since buyers and users 
have different roles in the decision making process (Jobber and Geoff, 2003, p. 78) it is 
interesting to make a distinction between them in terms of service satisfaction. 
 
Initially we had a range of different subjects that we evaluated. There exist a lot of 
research and material regarding service satisfaction and we wanted to fill a gap in the 
marketing research field, to write about something innovative, with a unique twist. This 
implied that we skipped all subjects that we already knew were written a lot about. One 
of us is familiar with a local entrepreneur running the company Revenues in Umeå 
which offers e.g. educational services. This company was in need of more extensive 
information about its customers. The customers were often divided in buyers and users, 
i.e. organizations purchased Revenues’ educational services and the users participated 
for free. This fact in combination with our interest in service quality lead us to the 
choice of subject; to investigate perceived service satisfaction among buyers and users 
of educational services. 
 
1.2 The case of our company 
 
1.2.1 Company background 
The chosen case company, Revenues, is a small-sized company in the north Sweden 
region, mainly operating in Västerbotten. They are providing different kind of services; 
marketing services, educational services and license services to private and public sector 
(Leek, 2011). Revenues focus is on fundraising, finance, project and business 
development, innovations, lectures and workshops. 
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As briefly mentioned in the choice of subject, Revenues lacked proper information 
about its customers, more specifically the customers of the educational services and 
how they perceived the lectures and workshops. This information is crucial in order to 
improve the services and to be able to retain current customers and attract new ones. At 
the time when we first met Revenues, no efforts had been made to perform this kind of 
customer investigation and since we were looking for interesting task and subject to 
base our bachelor thesis on, we realized rather soon that our work should focus on the 
perceived satisfaction among Revenues’ customers. Revenues offers the educational 
services to e.g. Almi, Uminova Innovation, Umeå University and various municipalities 
in the north of Sweden. Those organizations offer their employees to participate for 
free. It is this fact that establishes the division of customers into buyers and users.  
 
The owner of Revenues, Fredrik Leek, had an assumption that there might exist a 
difference in perception of satisfaction among his customers. He wanted to know if 
there really exists a difference between these groups supported by empirical evidence. 
Leek also had some thoughts about factors affecting the satisfaction among the users of 
the service. Since he provides the lectures himself he had noticed differences between 
two groups’ satisfaction even though the content of the lectures was the same. He 
believes the functioning of the group to be the foremost reason for this difference. In 
one of the groups, Leek noticed irritation and problems with cooperation during the 
workshop held after the lecture and this he thought had a contributing effect on 
difference in satisfaction. This is the reason why we chose to include group dynamics in 
the theoretical framework. This is supported by the fact that individuals that are part of 
the environment in which the service is delivered, do affect each other and their 
perception of the service (Grönroos, 2000, p. 109). 
 
1.2.2 Research phenomenon 
Service quality and the perception of quality is a subject that has been studied for the 
last three decades and different researcher have been trying to highlight what is service 
quality and how to perceive it and communicate it to the customers. One of those who 
have examined this subject is Christian Grönroos (Kang and James, 2004, p. 266).  
 
The companies operating in the service sector today is fully aware of the importance of 
customer satisfaction (Matzler, Hinterhuber, Bailom, and Sauerwein, 1996, p. 314). We 
have recognized the importance of delivering service quality to both buyer and user, and 
we have found that researchers talk about customer satisfaction. Social medias, 
especially blogs and other social networks make it possible for customers to 
communicate in a new way. Today’s customers use numerous ways of communication. 
Word-of-mouth for example, makes the customers’ thoughts and experience about 
services spread even faster than before, and without the ability to control by the 
company. The importance of customer satisfaction increases in our world where 
technical functions facilitate for the customers to make their voices heard. It could be 
seen as either an opportunity or a threat to the company. The importance of making 
customers satisfied is greater in the society today where the ability to spread personal 
opinions and reflections about any service or product provided is greater (Turban, 
Volonino, McLean, and Wetherbe, 2009). Since it is the only way for the company to 
control their image and how they are perceived by the society, creating satisfied 
customers have been a central part in the business development. Even though 
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companies have identified this important action, it would still be a challenge since the 
buyer and user may not always be the same person. A common problem in the service 
industry occurs when the buyer and user are two different persons, concerning the 
questions; (1.) how to satisfy them both and (2.) which one is the most important one to 
satisfy. These questions are complex and difficult to answer but it is important to take 
them into consideration. We do not aim to answer these questions. 
 
The research phenomenon concerns the educational services provided by Revenues, 
consisting of two different parts where the first part is a lecture where the owner of 
Revenues, Fredrik Leek, lecture about a chosen topic, while the second part consist of a 
interacting workshop. The service is bought by companies and organizations and 
Revenues are paid by them. The users consist of the employees at the paying company 
or organization. In order words, the paying person and the consuming person are not the 
same person. The service provided is the lectures with including workshops where the 
buyer is the customer; the company or person that the transaction origins from and the 
persons attending the lecture are the users that not pay for it (Leek, 2011). 
 
1.3 Problem Formulation 
Regarding Revenues’ educational services, does the buyers’ perception of satisfaction 
differ from the users’ perception of satisfaction? 
 
1.4 Purpose 
The main purpose is to investigate if there exist differences in satisfaction between the 
buyers’ and users’ of Revenues educational services and what factors that create 
customer satisfaction. This includes that we will be able to identify attitudes, 
expectations and perceptions towards the service provided. To complement and clarify 
the problem formulation, we seek to answer three sub-purposes. 
 
1.4.1 Sub-purposes  
- If there are differences in satisfaction between buyers and users, to clarify why   
  possible differences in satisfaction between buyers and users exist. 
 
- To clarify a possible gap between expected and perceived service quality and in case   
  of a possible gap, suggest how Revenues can work to reduce this gap. 
 
- Find out whether the free purchasing affects the perception of service quality. 
 
By using the data from Revenues, our findings and results will be the foundation for the 
recommendation that we will provide the company with. 
 
1.5 Description of concepts 
 
Free purchaser 
A user of the service, for example the employees of a company that purchases Revenues 
lectures, who has the possibility to attend a lecture or seminar without paying for it. 
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Buyers and users 
For simplicity we want to clarify the concepts buyers and users. We have made a clear 
distinction between these two concepts in order to be able to divide them into two major 
groups. When we use the term buyer, we mean the person who buys the service, who 
takes the initiative to the purchase and who has the authority to make contractual 
agreements. The buyer is the part which the financial transaction is sent from and who 
purchases the service, while the user is the person who uses the service and attends the 
lectures but does not pay for it. This person could sometimes be the employee of a 
company. For simplicity, when using the word customers, we mean both buyers and 
users.  
 
1.6 Limitations 
Due to the time limit of this thesis, we have chosen to investigate one company in depth 
and conduct a comparison between different customer groups within the company; the 
buyers and the users. Since our research question is concerning how the potential gap 
between the perception of satisfaction between buyers and users looks like in this 
particular case, it would not be necessary to increase our research field, to include other 
companies. This research is only concerning Revenues even though the findings can be 
used outside this company. 
 
We have chosen to limit our research to the buyers and users of the educational services 
in terms of lectures and workshops. We have chosen this group before customers of 
Revenues’ other services since we believe that we will find some different factors 
between the buyers and the users of this particular service that could be useful for 
Revenues. The reason for this will be discussed in our Pre-understanding. Our initial 
goal was to investigate all of the Revenues customers of the educational services, but 
Revenues only had access contact information to 118 out of 150 customers. 
 
Another limitation of this thesis is that we have chosen a deductive research approach, 
in opposite to an inductive approach which is more time consuming (Bryman and Bell, 
2007, p. 426). In order to complete our research, we have approximately ten weeks to 
our disposal, and even though an inductive approach could have been useful for our 
research, we chose to use a deductive approach in order to conduct such research in a 
satisfactory manner. To be as useful as possible, our research phenomenon needs to be 
pursued further as time allows. See in suggestions for future research. 
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2. Methodology  
 
2.1 Pre-understanding 
When a topic is investigated, the researcher often has certain knowledge and previous 
experience which has affected the choice of the topic itself also how the research will be 
conducted (Bryman and Bell, 2007, p. 429).  Since we aim to have positivism and 
objectivism as our epistemological and ontological positions, it is important that the 
theories and data gathered from our observations will constitute the base of the research 
instead of subjective opinions and expectations. 
 
We both have thoughts about whether or not there are differences between the two 
actors in the buying process; buyer and user. We believe there might be a difference in 
the satisfaction between them and there are factors that can be improved by Revenues in 
order to reach equal service satisfaction for both buyers and users. We do not believe 
that these presumptions will affect the research since we are aware of it and we will 
base our discussion and conclusion on the empirical data received from the survey and 
the used theories.  
 
2.1.1 Theoretical 
We are two individuals from different parts of Sweden with different background and 
previous experience. We have various academic experiences before Umeå University 
but currently both of us study Business Administration with specialization in marketing 
and finance respectively. We believe that this fact will affect the way of how we 
perceive theories and other information gathered during the process of writing and also 
how the data will be interpreted and analyzed. Our previous working experience and 
also our different specialization will complement each other in conducting this research, 
and by combining two ways of approaching a problem we believe that we maximize the 
opportunity to find an answer to our research question. 
 
2.1.2 Practical 
Our work-related experience is primarily consisting of retail banking, external 
communications, marketing and supervision/coordination within the production 
industry. Additionally, one of us has experience of working with service marketing and 
sales management. We also have experience of free services (indirect) as students when 
attending courses at the university. Due to our previous work experience and the 
knowledge gained in practical tasks, we have presumptions about a possible difference 
between the buyer and the user. During our years working in different industries, we 
have noticed a clear difference in the perception of satisfaction of the same service, 
depending on which person you ask. The users of the service often value functionality 
and the buyers put emphasis on the price aspect.  
 
2.1.3 Effects on the research 
The goal is to minimize eventual bias due to our pre-understanding and produce a thesis 
as objective as possible even though all subjectivity is hard to eliminate. One example is 
the fact that we are students which might affect our understanding of how our sample 
population will perceive a free service in terms of expectations and satisfaction, since 
we as part of our education indirect attend free services. Users of the service might be 
satisfied even though their expectations were not met, since the service is free.    
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2.2 Methodological assumptions 
The epistemological position of this research is towards positivism. We use already 
existing concepts and theories to increase our knowledge in the subject and the research 
question, and also to increase the readers’ understanding of it. We seek to independently 
study the subject without personal influences (Saunders, Lewis and Thornhill., 2003, p. 
83). As stated in “2.1.3” it is hard to eliminate personal influences to 100 percent but 
our goal is to eliminate possible bias.  
 
The ontological position of this report is objectivism. Our aim is to identify patterns and 
underlying factors in expected and perceived service quality. Ontology describes how 
individuals perceive the reality where previous knowledge and experience have a big 
impact (Bryman and Bell, 2007, p. 30). Thus it is crucial that we remain objective and 
not add our own values. However as stated in the previous paragraph it is hard to 
entirely eliminate influences from previous knowledge and experience, thus this 
research will not be 100 percent independent of the researchers’ bias. One obvious issue 
in this context is that we investigate individuals’ expectations and perception of service 
quality. These are rather complex variables that we measure with relatively simple 
scales (1-9) which raises the question if we with measure what we think we measure. 
Only because two individuals answer the same does not necessarily mean that they are 
equally satisfied. We have limited time to write this thesis and we lack proper tools to 
measure differences in how e.g. the scales in our questions are perceived, thus we 
assume the questions and scales to be perceived rather similar. Our survey has provided 
empirical data that give us an overview and tendencies of the respondents. To overcome 
the problem of how the questionnaire is perceived and to get more in-depth knowledge, 
a inductive approach with interviews could be used. But considering our aim of the 
research we find the quantitative method with deductive approach is most appropriate. 
 
2.3 Scientific approach 
The scientific approach of this report is deductive, i.e. the process will go from a more 
general perspective/theory toward a more specific one. We will not conduct hypothesis 
testing since we have explanatory and descriptive empirical findings that do not need to 
be tested with hypotheses in order to answer the problem formulation. Considering our 
deductive approach to utilize already existing theories we found it most appropriate to 
use a quantitative strategy, to distribute self-completion questionnaires. The research 
design is a case study as we have conducted empirical research of one single company. 
We want to emphasize that we seek deep understanding in the phenomenon of services 
and not an in-depth study in the company itself. 
 
The process of the research was initiated by choice of topic, service satisfaction which 
guided us in the construction of the literature review. As stated in 1.2, the choice of 
topic was influenced by the company we are writing the thesis for. The literature review 
helped us to find suitable models and theories which enabled us to more specifically 
state the problem formulation and sub-purposes. And it also helped us to construct the 
questionnaire in a way that generates variables and contrasting differences in the 
answers. This enhances our ability to analyze our research problem more thoroughly: 
we investigate the empirical data and with support by the theories explain patterns and 
phenomenon and also suggest solutions. 
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2.4 Choice of theories 
Throughout the thesis, we will use several central concepts, models and theories. This 
framework will be our tool when interpreting, analyzing and explaining the empirical 
data. The chosen theories are also working as a foundation for or survey questions. In 
each theory we will explain basic concepts, exemplify and connect it to our research. 
Further we will include models and illustrations to increase the understanding and 
simplify the reading. We decided to use seven different theories within the marketing 
field in order to elucidate our problem formulation and to guide us in the process of 
finding answers to our research questions. The reason why we chose group dynamics is 
discussed in 2.1. The theories will help us to construct a comprehensive questionnaire 
and make it more functional with regard to our research question and sub-purposes. 
These theories will also increase the readers’ understanding of our thesis, thus all parts 
of the theoretical framework will not be used in the discussion and analysis. The 
theories are: buyer’s model, service vs. product, service marketing mix, customer 
satisfaction, service quality, kano model, gap model of service quality and group 
dynamics.  
 
2.5 Literature review 
Some of the written sources in terms of books are secondary referenced, i.e. based on 
another source, which decrease the credibility. In those cases we have tried to find the 
original sources and where we were unable to do so, we have searched for 
complementing sources confirming the material we have used. The fact that most of 
these books have been published in new editions, improves the credibility even further 
as sources. We have not been able to identify any tendencies towards proclamations or 
persuasions as the content is informative and explaining. A majority of the scientific 
articles have been peer-reviewed which implies that the articles have been scrutinized 
and approved by an expert within the field of the article (Peer Review, 2011). This 
means that the article is scientifically correct which enhances the quality of the sources. 
The authors of the articles are often specialists which also improves the quality. The 
web-based sources cannot be assessed to be equally reliable as the sources mentioned 
above but we think they meet the criteria to be used. 
 
The reason why we have chosen a framework consisting of theories such as the gaps 
model, the buyer’s model, the service quality model among others, is that those theories 
are included in our research field and therefore consist of high relevance, and they are 
applicable to our case study in the practice. It was natural for us to use these in the 
theoretical framework because it has given us access to relevant knowledge, and 
facilitated our process of deepening our knowledge further about the subject.  
 
Regarding our written sources and the theories used in our research, we have noticed 
that the theories we have used are mainly consisting of American theories since U.S. are 
leading in questions concerning service marketing and selling. We have discussed our 
situation and how likely it is that these theories, created and developed in U.S, are 
applicable in Sweden. Because of cultural differences that occur in the comparison 
between U.S and Sweden, we believe that there could be a better alternative if we used 
European theories. Due to the lack of European theories in the service marketing field, 
this was not possible. Since U.S are used as settings for discussions about marketing 
and sale (Berry et al., 1990, p. 2), and even though our choice has its disadvantages, we 
have chosen to use theories that origins from the U.S. 
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We have used academic articles in as big extent as possible, and in those particular 
cases that we could not find any appropriate articles we have used other versions of 
written literature such as books. The reason why we have used these books, Zeithaml 
among others, is that we basically found our theoretical models in them. After choosing 
the theories we tried to look up the original source to them. This was not possible in all 
cases. In those cases, we used an alternative approach where we checked the theory in 
other sources. We reviewed it and assured that we had gained the right perception of the 
theories. 
 
Another case that arose during the process of choosing sources was the case of lack of 
explanations in the academic articles that we had found. When we could not find any 
deep explanation of particular concepts in the articles, we returned to the book and 
reviewed the text and ensured ourselves that we received the right picture of the concept 
in use. Since we believed that the book provided us with a better, more appropriate 
explanation of the concept, we chose to refer to the book. 
 
Further on, we had some difficulties when searching for information about several 
theoretical models. We had the knowledge about who had invented the model and who 
had developed it, but we did not gain access to the original source. For example, one 
book was not available at the university library and was only available on Internet to 
order and it would take several days for the book to arrive, and this was something that 
we basically did not had time to do. On the other hand, when we had access to a source, 
for example the book Service marketing by Zeithaml, and we wanted to search for the 
primary source of a certain model, the search led us back to Zeithaml. In this case, the 
model was invented in 1985, and our source was published 2009 which could imply that 
the model have been developed during the years. Our aim was to go back to 1985 and 
see how the model was and compare with our perception of the model today. The reason 
behind this research was that we want to minimize the risk of a misconception, and 
therefore minimize the risk of us, as researchers, to lead the readers in the wrong 
direction. 
 
When reviewing all our chosen resources, we actively discussed for whom the authors 
had written for, in what purpose; if it was between organizations or within 
organizations. We realize that there is a small risk that some of the authors, consciously 
or unconsciously, have tried to angle or manipulate the result in a certain direction, and 
by discussing and analyzing this we think that we increase our awareness for this risk 
and also increase our ability to be critical. We are aware of the fact that this has an 
effect on the content of the articles and books. In extension, the purpose could have an 
effect on how we perceived the information presented in the sources. 
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3. Theoretical framework 
 
3.1 Buyer’s model – Who buys? 
As mentioned before we have made a distinction of the service provider’s customers; 
buyers and users. I.e. there are different individuals that purchase and use the service. In 
broad terms the process of buying can be divided in five categories (Blackwell, Miniard, 
Engel, 2000, pp. 174-175). 
 

1. Initiator  
The person who gathers information about a product or service and initiates the 
buying process or at least thoughts of buying. 
 

2. Influencer 
The person who tries to convince other individuals to make the purchase. In this 
process choice criteria is imposed to the buying decision. 
 

3. Decider 
The person with power to make the final decision to carry out the purchase or 
not. 
 

4. Buyer 
The person who performs the physical purchase transaction. The process of 
contacting supplier or visiting the store, to make the payment and to ensure 
delivery according to agreement. 
 

5. User 
The consumer itself, the person who uses the product or service. 
 

The process roughly includes problem recognition, evaluation of alternatives and 
purchase. In organizations this process is more complicated and includes numerous 
stages depending on situation (Blackwell et al., 2000, p. 176). There are no clear cut 
between these roles and all roles can be assumed by a single person depending on 
context.  Compare two cohabitants with an organization. Assume that a family realizes a 
need for a car. The family is likely to both decide, purchase and use the car while 
today’s way of living and car retailers act as influencers.  The influencer can also be a 
party within the family e.g.  the car interested man who insists on buying a car with 
better performance. 
 
If we assume a corporation the roles in the buying process are likely to be divided 
between different individuals or departments. Bigger companies often have a 
purchasing department, deciding authority and users separated from each other. We can 
take our client as example offering educational services. This service was recently 
purchased by a leading Swedish company within pharmaceutical industry. In this case 
the users (the employees receiving the education) were clearly separated from the 
authority which made the purchase decision and paid for the service.  An important 
factor in this case is that the users did not pay for the service i.e. we want to a make 
distinction between user and buyer (can also be decider), one party that consumes the 
service for free and one party that orders the service and finances it. We seek to 
investigate whether this fact affects the buyers’ perception of the service and their 
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Fig. 1 – Choice Criteria 

Model from Jobber and Fahy 

satisfaction. We also want to investigate if there is a gap in terms of satisfaction 
between the users and the deciders who finance the purchase. 
 
3.1.1 Choice criteria                           
The choice criteria are a part of the influencing of a purchase which provides a 
foundation for deciding what product or service to buy.  These criteria can be explained 
as the benefits that the customer evaluates in his or her purchase process, and are 
categorized into technical, economic, social and personal criteria (Jobber and Fahy, 
2006, p. 64). 

 
 
 

Technical criteria cover questions about 
performance of products and services; 
primarily reliability and durability but also 
comfort and convenience. In this context 
organizations are often unwilling to trade 
quality for price. Economic criteria include 
cost associated to the purchase; price, running 
costs and future value. It is important to take 
into consideration that the price is only a part 
of the total cost and therefore emphasis 
should be placed on life cycle costs and 
productivity saving opportunities. Social 
criteria encompass how the purchase affects 
an individual’s relationships with other 
people and how social norms are influenced. 
Personal criteria reflect how the purchase 
psychologically relates to the individual.  

 
 

In this category emotions are important, how individuals perceive new products and 
services. Different emphasis can be placed on each of these criteria depending on the 
role of the influencer and decider, e.g. a manager aims to reduce costs and might 
emphasize the economic criteria while an engineer is looking for technically 
sophisticated products and services, thus technical criteria are the most important ones.  
 
3.2 Service vs. product 
In our research we are focusing on services rather than on physical products. Revenues 
are providing service of different kinds; educational services, marketing services, 
business development services etc. The different characteristics of services and products 
affect the way of production and delivery and also how the outcome will be perceived.  
 
The most common difference when comparing products and services is the tangibility 
and intangibility. Services are to more or less extent intangible, i.e. they cannot be seen 
or touched (Bebko, 2000, p. 9). As stated in the article by Bebko (2000), the author 
presents a result in which he claims that tangibility is of great importance as a 
classifying criteria. This implies a challenge for the service provider when 
communicating the service since the customers often require physical evidence with 
which they can evaluate quality of the service before a decision and purchase is made. 
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Overall services are more complicated to standardize due to their heterogeneity. The 
concepts of services are often tailored depending on customer and specific situation. 
Customization is an effective way to differentiate in the market of services. Another 
distinguishing characteristic of services is that services have simultaneous production 
and consumption which implies that services cannot be stored, resold or returned, i.e. 
perishability (Zeithaml et al., 2009, pp. 20-21). This stresses the importance of good 
quality and that expectations and perception of the service are close to each other; it is 
harder to compensate for a failing service than a failing product. 
 
The three above mentioned characteristics of services raise three main challenges for the 
provider: 
- How to define quality of service when it cannot be seen or standardized? 
- How should a balance between personalization and standardization be achieved? 
- How to ensure service quality of the service provided? 
 
It is not easy to give explicit solutions to these challenges but throughout the chapter we 
will go deeper into the concept of services and underlying factors affecting, the 
production, delivery, expectations and perceptions of services. 
 
3.3 Service marketing mix 
 

Service marketing mix is based on the 
traditional marketing mix consisting of the four 
Ps: product, price, promotion and place the 
extended mix of seven Ps, i.e. the addition of 
people, physical evidence and process 
(Zeithaml et al., 2009, p. 24). This is 
comfirmed by Booms and Bitner (1981, pp. 
47-51). The four Ps are the core variables of 
any marketing plan and the interrelation 
between each of those depends on context and 
type of product which implies that the optimal 
mix of the four Ps is unique for each context. 
 
 
 

 
Kotler and Armstrong (2010, pp. 76-77) state some examples of each of the elements in 
the marketing mix: 
 
Product 
By product the mean the combination of goods and services offered by the company to 
target the market. Key words associated with “product” are e.g. physical good features, 
level of quality, warranties, packaging and branding. 
 
Price 
The amount of money paid by customer to get access to the product or service. This 
element of the mix often includes list prices, negotiation on price, flexibility, discount, 
trade-in allowances and differentiation. 
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Promotion 
Promotion is about activities performed to communicate the value and advantages of the 
product and aiming to persuade customers to purchase it. These activities are primarily 
advertising, personal selling, sales promotion and public relations. A keyword when it 
comes to promotion is publicity; attracting public attention. 
 
Place 
Place includes a company’s activities to make a product or service available to the 
targeted customers. More specifically those activities are concerned with transportation 
and storage, outlet locations, intermediaries and overall logistics. 
Kotler and Armstrong (2010, p. 77) claim that this model focuses too much on the seller 
instead of taking the buyer’s view of the market into consideration. They have extended 
the four Ps model into a four Cs model to meet this problem: 
 
Product > Customer solution 
Price > Customer cost 
Place > Convenience 
Promotion > Communication 
Marketers focus on selling products and customers see themselves as purchasing 
solutions to their needs or problems. This implies that customers are interested in not 
only the price but also in the total cost of the purchase (including using and disposing 
the product or service). The customers desire products and service as convenient as 
possible, the purchase and access to it as well as the usage. When it comes to 
communication the customers seek two-way communication, especially after the 
purchase in case of problems and dissatisfaction. These four Cs are useful to consider 
when doing the marketing mix of the four Ps. 
 
Traditionally the four Ps are foremost focused on products rather than services. When 
using the model in the context of services it needs to be modified to be applicable. Since 
services often are produced and consumed at the same time, the people participating in 
the service delivery are also part of the real time promotion of the service. Services are 
often intangible which makes customers seek for tangible indications to better 
understand the service experience. The extended marketing mix has another three Ps 
(Zeithaml et al., 2009, pp. 24-25). Booms and Bitner have previously described these in 
the same way (1981, pp. 47-51): 
 
People 
This element includes all actors involved in the process of service delivery, i.e. actors 
influencing the buyer’s perception of the service. These actors are broadly the 
company’s personnel, the customer itself and other customers in the service 
environment. By the actors cues and characteristics about the service are provided. The 
attitude and behaviors play an important role in the customers’ perception of the service. 
In many situations the provider of the service is the service. If the lecturer would not be 
properly dressed and used a bad language this would affect the perception of the service 
negatively.  In case of consulting the customer itself can affect the perception of the 
service. If he or she chooses to implement by the consultant suggested solutions and the 
outcome turns out to be positive, this indirect influencing. The influence by customers 
in the service environment can be described as people in the surroundings of the 
customers, e.g. in a classroom. 
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Physical evidence 
Physical environment describes the environment in which the service is delivered, what 
kind of location the company and customer interact in and tangible cues that facilitate 
the communication of the service. More concrete examples of these cues are business 
cards, brochures, signage and billing statements etc. The facility in which the service 
occurs is also important. In case of service not using a facility above mentioned cues 
become more important e.g. telecommunication services. Well-developed physical 
evidences will communicate a company’s message about choice of market segments, 
purpose and nature of offered service. E.g. it is important to choose nice facilities where 
the service will take place and to have professional business cards and lucid billing 
statements.  
 
Process 
The process is the procedure and set of activities to carry out the services themselves. 
This is the core of the service which the customers experience from beginning to end. 
Some processes are standardized and simple to follow, others are more customized and 
complex. With educational service the process is likely to be the lecturers and the core 
of this service is that the content is useful, of satisfactory quality and delivered in a 
pedagogical manner. 
 
3.4 Customer satisfaction 
Customer satisfaction occurs when the service provider succeeds with exceeding their 
customers’ expectations (Zeithaml, Parasuraman, Berry, 1990, p. 18). When examined 
as a whole, three general components can be identified: 1) customer satisfaction is a 
response (emotional or cognitive); 2) the response pertains to a particular focus 
(expectations, product, consumption experience etc.); and 3) the response occurs at 
particular time (after consumption, after choice, based on accumulated experience etc.). 
 
Focus of the Response - The focus identifies the object of a customer’s satisfaction and 
usually entails comparing performance to some standard. 
 
Timing of the Response - It is generally accepted that customer satisfaction is a post 
purchase phenomenon, yet a number of subtle differences exist in this perspective. The 
purchase decision may be evaluated after choice, but prior to the actual purchase of the 
product. Customer satisfaction may occur prior to choice or even in the absence of 
purchase or choice (e.g., dissatisfied with out-of-town supermarkets, which were never 
patronized, because they caused a local store to close). (Frank, 2008, p. 23) 
 
In order to retain and attract new customers, companies must work to be able to offer 
value for the customers (Jobber et al, 2006, p. 6). When the customer perceives more 
benefits than what he had to sacrifice, then customer satisfaction arise (Jobber et al., 
2006, p. 6). Customer satisfaction is influenced by four different factors; price, service 
quality, perception of service and specific service features (Zeithaml et al., 2009, p. 
105). Depending on how price sensitive the customer is, price will affect the customer 
in different ways.  
  
Further, Anderson, Fornell and Lehmann (1994) discuss the positive effects of customer 
satisfaction, mainly in terms of profitability. Andersson et al. (1994) define customer 
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satisfaction as the overall perception of the service or good over time. Increased number 
of customers that are satisfied with the service provided, would lead to loyal customers 
which in turn will generate economic benefits for the operating firm (Andersson et al., 
1994, p. 55). The avoidance of cost for attracting new customers, reduced failure costs, 
and an enhanced reputation for the firm will contribute to the increase of the firms’ 
economic value. For example, when the existing customer gets satisfied with the 
service, then it is likely that this customer will communicate to other potential, future 
customers through word of mouth. This will create a positive “buzz” and the fact that 
the customers are likely to engage in spreading positive information about the company 
is extremely valuable (Andersson, 1994, p. 55). It is not only the reputation among 
customers that will be affected, it is also the companies’ overall reputation that could be 
affected and such effects will lead to establishment and maintaining of relationship with 
suppliers and distributors (Andersson, 1994, p. 55). 
 
As mentioned before, there is a clear relationship between customer satisfaction and 
customer loyalty. The more loyal the customer gets, the more likely it is that they will 
repurchase in the future (Andersson et al., 1994, p. 55). Due to this reason, making a 
bigger effort to achieve and maintain the customers satisfied is a strong tool which can 
facilitate the operations significantly.  
 
Andersson et al. (1994) are also describing the relationship between expectation and 
satisfaction, and states that an increase in expectations might have a negative impact on 
the satisfaction in the short run, but in the long run, the increase in expectations have a 
positive impact on satisfaction. Concerning the relationships between expectations and 
satisfaction, this statement is highly linked to the gaps model, in terms of the gap 
between them both. If the expectation increase, then the possible gap is likely to 
increase to, in case of dissatisfaction. 
 
Companies that succeed with making their 
customers satisfied will most likely 
experience different positive effects of such 
achievement and those effects will result in 
different outcomes. The effects could be 
divided into major groups; long-term 
outcomes and short-term outcomes with 
distinction in time. The short-term outcomes 
are the fact that the customers who get 
satisfied generate financial benefits, in terms 
of increased profit. Both by skipping the 
opportunity cost of searching for new 
customers and the income for the purchase. 
The company will gain benefits from the 
returning customers, and they will also gain 
benefits from the clear relationship that is 
visible between the loyalty and satisfaction in 
competitive industries (Zeithaml et al., 2009, 
p. 110). Satisfied customers tend to get more loyal towards the company and are much 
more likely to repurchase in the future, which is a strong indicator of that the company’s 
future will be secure.  
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A positive effect, like increased number of satisfied customers, would be following the 
situation where positive group interaction occurs. Bohlamn et al. are studying how 
customer satisfaction is affected by group interaction and how personal opinions and 
perceptions of satisfaction could be affected by those released in a join group discussion 
(Bohlman et al., 2006, p. 301). Bohlman et al. argue that the effect of the group 
interaction sometimes could work as a satisfaction escalator. He means that the group 
interaction can play a role as additional leverage in terms of individual customer 
satisfaction. 
 
The article shows how people are socially influenced, and are moving the center from 
the traditional claim that customer satisfaction is an individual expectations and 
perception of product performance (Bohlman et al., 2006, p. 301). The perception of 
satisfaction can be affected by circumstances caused indirectly by the firm, i.e. 
Revenues, as the group dynamics and the interaction between the participants and 
between the participants and the lecturer. In case of dissatisfied customer in the lecture, 
Revenues could actually draw benefits from the interaction that occurs at their lectures, 
and with basic tool try to achieve positive interaction between the customers. 
 
3.5 Group dynamics 
As previously mentioned, there is a set of different factors affecting the perception of 
service quality. Grönroos (2000, p. 111) describes how service quality is perceived 
when services are provided to heterogeneous customers in public environments. 
Therefore we believe that group dynamics can be of certain importance when it comes 
to perception of services. 
 
A common explanation of a group in this context is a number of individuals put together 
in order to solve a problem or to reach goal. Group dynamics constitutes an important 
part of organizational behavior and is primarily concerned with how groups function, 
how they form and their structure and process (McMillan, 2011). A common way to 
classify the type of group is by formal or informal status. The former is most common 
in organizational to achieve organizational goals. Formal groups are often functional, 
task or command groups.  
 
Functional groups are given specific goals to be accomplished without a set deadline. 
An example is marketing or accounting departments. Task groups are created to achieve 
a common task, in contrast to the functional groups task groups have a set time limit and 
the goals can be within a narrow span. One example of this kind of group is project 
groups within a company, no matter context more or less. Command groups is based on 
a supervisor and a number of subordinates that report upwards. One example of this an 
academic department with an appointed chairman and subordinated faculty members. 
Other more informal groups are friendship or interest groups in which the members may 
share similar interest, political beliefs or social activities.  
 
Important concepts in the area of group dynamics are group size, group roles, group 
norms and group cohesiveness (McMillan, 2011). The size of the group may have a big 
impact of how well it will function and perform. With our company the groups that are 
during the workshops that are part of the educational package can are more or less 
informal, in the sense that they are not created with the intention of accomplishing an 
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organizational specific goal but to with the purpose to practice the theoretical 
knowledge given during the lectures. We believe that group roles and norms to be less 
dominating in the case of Revenues. The reason for this is that during the lectures the 
main role is held by the lecturer. However during the workshops different roles can be 
more prevalent even though the group is formed with the purpose to educate and the 
task they are supposed to solve is fictional and based on the lecture material. As in all 
groups some individuals are more eager to take on the role as leader and other tend to 
act as followers. 
 
The author of the journal article “Group dynamics theory and research” states that the 
malfunctioning of groups is recognized increasingly as one of the major problem in 
today’s society (Cartwright and Zander, 1968, p. 4). He also states that it is of great 
importance that human understands the nature and importance of group dynamics; 
including human behavior and social relationships. In companies that provide services 
where the interaction between the users and the lecturer, like Revenues do, it is a 
fundamental precondition that the group dynamics is a functioning phenomenon. As 
stated earlier, the participants in the lectures can influence one and other in different 
ways, which gives different outcomes. In order to prevent any major negative outcomes, 
it would be beneficial for the company to study how people affect each other, how they 
work in groups, how groups can improve their work and thinking, how group dynamics 
can be a negative influence and how to manage and control it in order to reverse it to be 
a positive contributor to the service quality. 
 
One suggestion for increasing the group dynamics is using opinion evaluation after a 
conducted lecture (Cartwright and Zander, 1968, p. 110). In order to improve the 
construction of the groups, the group leader could conduct a short questionnaire for the 
users to fill in. Use the answers for improvement and changes. Thus, a questionnaire is 
requiring huge work, it is time consuming and needs a lot of resources. 
 
As mentioned in the customer satisfaction section above, Bohlman et al. provide an 
article about group dynamics’ effect on customer satisfaction, with a hypothesis that 
group interaction affects the individual perception of service quality. Bohlman et al. 
state that their study gives them empirical support on their hypothesis that groups 
influence the individual perception of satisfaction (Bohlman et al., 2006, p. 312). The 
study shows that the individual changes his perception of satisfaction based on 
satisfaction judgment made by another group member. This would basically mean that 
even though group member X is satisfied by the service provided, he could change his 
perception if another group member presents something else. This is a natural influencer 
that Revenues cannot control. In case of Revenues - awareness of this influence and that 
it could contribute to a positive perception of service quality, and that it also could be a 
negative influencer. Further the study shows that highly satisfied customers expect other 
customers to be satisfied to (Bohlman et al., 2006, p. 315). This is another indication of 
the fact that customers be affected by group interaction with other members. 
 
Accordingly, the group dynamics could be viewed as a social influence effect (Bohlman 
et al., 2006, p. 303). Within this distinction, Bohlman et al. choose to call group 
interaction as satisfaction escalator (Bohlman et al., 2006, p. 305). The interaction 
between the group members can be seen as a threat to the individuals’ ability to 
perceive the service quality, or a positive influence that might increase customer 
satisfaction.  
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3.6 Service quality dimensions 
The service quality dimensions consist of five components; reliability, responsiveness, 
assurance, empathy and tangibles (Boulding, Kalra, Staelin, Zeithaml, 1993, p. 11). 
These five components are the foundations of the dimensions of service quality. 
Reliability could be described as to which extent the customer can rely on the company, 
in order words trustworthiness. The trustworthiness of a company is important simply 
because the customer needs to know if he or she will receive what they are paying for, 
and if the delivery will be made within the agreed time frame. This is a fundamental 
need for the customer. Regarding the responsiveness factor, the customer sometimes 
expects the company to attain a certain level of responsiveness, where the company 
responds on the customers’ demand. For example, if the customer request information 
or asks a question they expect the company to be able to respond their requests 
(Zeithaml et al., 2009, p. 114). The third factor Boulding et al. discuss is assurance 
made by the company to the customer; assurance about security, product safety service 
delivery at appropriate time or complete construction. When providing a service, the 
company assures the customer that they will deliver accordingly to the promise that is 
made in the communication process. This assurance is brought indirectly to the 
customer through what they communicate to the customer.  
 
One of the most complex dimensions of the service quality is the empathy; the customer 
is expecting a certain level of empathy from the company when expecting any service 
failure (Zeithaml et al., 2009, p. 115). In certain situations, like in case of service 
failure, the customer will expect empathy where the front line employee in the company 
is supposed to sympathize, to help the customer in the best way in order to compensate 
the failure and create satisfaction. Regarding the service recovery process this could be 
seen as a particular situation where empathy is highly required by the company. The 
customers are extra vulnerable and frustrated when the service did not meet their 
expectation, and they expect the company to feel with them, show empathy and recover 
the damages that have been done.  
 
The fifth element of the service quality dimensions is the tangibles attached to the 
service. The tangible consist of either physical evidence or tangibles (Zeithaml et al., 
2009, p. 324). Physical evidence in terms of service-scape - interior and exterior, 
tangibles could be business cards or uniforms. In order to increase the perception of the 
service quality, company could strategically use different tangibles. Regarding one of 
the service characteristics, namely intangibility, it could be good to use tangibles to 
make it possible for the customer to touch or see the service. In some businesses, the 
business card is the only physical evidence one customer actually has of a service, and 
this could have a great impact on the customers’ perception of the service quality. The 
most important factor is reliability (Bebko, 2000, p. 12). This factor could be viewed as 
the most important factors to customers, within all services. In our thesis, we use 
Grönroos model of service quality dimensions with the three different aspects in terms 
of evaluating the service provided by Revenues.  
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According to Christian Grönroos (2002, p.43) there are multiple dimensions of service 
quality. Grönroos states that there are two dimensions of perceived service quality; 
technical aspect and functional aspect 
(Kang and James, 2004, p. 267), 
although there is no general agreement 
of what service quality consist of but we 
accept Grönroos theory about the three 
dimensions in our thesis. Regarding the 
technical aspect, Grönroos states that 
this is what the customer actually gets; 
the technical composition and special 
technical features. On the other hand the 
functional aspect focuses on how the 
customer receives it. The service 
delivery process is of great importance 
as well, and even though it is not a part 
of the core product, it could be 
devastating for the corporate image if 
the company experience failure in the 
delivering process. Additionally 
Grönroos presents another aspect, 
namely the corporate image as a third dimension. In the corporate image aspect 
Grönroos means that if a customer has a positive image of a company in mind, then it is 
likely that the customer would be more forgiving in case a service failure (Kang et al., 
2004, p.267). These three aspects presented by Grönroos, should, in combination with 
each other, bring the service forward in order to create satisfied customer. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

3.6.1 Balancing expectation and satisfaction 
The customers’ expectation could have a major impact on the final outcome after 
consuming the service; the level of satisfaction. To understand and master customer 
expectation is the key to a successful service delivery (Bebko, 2000, p. 12). 
 
In order to minimize the gap between expected service and perceived service, the 
company needs to find a balance between pushing customer expectation and deliver 
actual satisfying services (Zeithaml et al, 1990, p. 35). The dilemma that occurs in a 
situation where the company faces difficulties in raising the customers’ expectation and 
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at the same time try to manage them or even exceed them. A satisfied customer is a 
customer which expectations are at least fulfilled or even exceeded. Companies do aim 
to disappoint their customers, rather surprise them. But where is the balance between 
the expectations and satisfaction? 
 
Zeithaml et al. state that service quality occurs when the service exceeds the expectation 
of that service (Zeithaml al. 1990, p. 18). Therefore it could be beneficial for the 
company if the customers have a neutral attitude towards the service offered. The 
neutral attitude makes it possible for the company to surprise and exceed the 
expectations of the customer. In case of Revenues, the customers’ expectations might be 
 affected by others, depending on how they got in contact with Revenues services from 
the beginning. In case of “word of mouth”, it could be in a situation where a previous 
customer of Revenues acknowledge their service and talks about it in a beneficial way 
and therefore the expectations of the future customer will most likely to rise. It could 
also be in the other way around, where a previous customer complains on services by 
Revenues and basically advises a potential future customer not to purchase the same 
service. “Word of mouth” from dissatisfied customers could be devastating for the 
company due to three reasons; i) switching brands, ii) complain to a the seller iii) telling 
others about the bad experience (Richins, 1983, p. 68) In both situations, the future 
customers’ expectations will be affected in either positive way or negative way i.e. they 
will rise to the maximum or they will be reduced to the bottom. The only way to be safe 
is to satisfy every single customer, which is impossible.  
 
3.7 Kano model 
In order to better understand customer satisfaction the Kano model is useful. This model 
makes a separation between sources of dissatisfaction, satisfaction and delight and 
consists of three main characteristics; “must-be”, “more is better” and “delighters” 
(Sauerwein et al., 1996, p. 2). 
 
The “must-bes” are features taken for granted and expected by the customers. With 
services the buyer expects the provider to perform the service and act according to the 
agreement and the users expect a service 
worthwhile spending time on. In case of 
not fulfilling these expectations it will 
create annoyance and dissatisfaction. The 
fulfillment of these expectations brings 
dissatisfaction to neutral level. “More is 
better” characteristics take the 
satisfaction past the neutral level towards 
the positive side of the scale. To apply 
this in a real context we can take 
Revenues as example;  it can be fulfilled 
when the lecturer delivers a very 
inspiring lecture and provides the 
audience with useful tools to improve 
their own operations. When it comes to 
“delighters” these are unexpected 
characteristics that positively surprise the 
buyers and users. This can occur if the 
lecturer in the end of his/her session 
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distribute e.g. useful material free of charge for further education. Absence of 
“delighters” will not increase the level of dissatisfaction but in a long-term perspective 
these “delighters” become expected and the customers want more and more in order to 
be satisfied. 
 
The advantages of using the Kano model to classify customer requirements are 
predominant. Sauerwein et al. state some examples of the most common advantages: 
 
- How to prioritize product and service development. It is not efficient to invest 
resources to improve “Must-bes” that already are at a satisfactory level. Thus the 
resources should be placed on “More is better” and secondly on “Delighters” as these 
characteristics will have bigger impact on perceived quality of products and services 
and customer satisfaction. 
 
- Product requirements become easier to understand. The identification of product 
criteria that will influence customer satisfaction the most will be easier to identify. 
 
- The model can be optimally combined with quality function deployment. Since the 
Kano model is used to set the importance of product and service features it provides a 
useful prerequisite for process-oriented product and service development operations. 
  
- The model facilitates in trade-off situations when products and services are developed. 
In cases where two requirements cannot be met to equal extent due to technical 
limitations or financial reasons. Then the requirement with biggest influence on 
customer satisfaction should be chosen.  
 
With identified requirements the possibilities of differentiation are said to increase; a 
product that only meets the “Must Bes” is considered to be average and thus 
exchangeable. The model has also proven to be useful when identifying disadvantages 
compared to competitors’ products and services. The long-term objective is to establish 
a competitive advantage using this model (Sauerwein et al., 1996, p. 13). 
 
3.8 Gaps model of service quality 
Considering the problem formulation “Regarding Revenues’ educational services, does 
the buyers’ perception of satisfaction differ from the users’ perception of satisfaction?” 
it useful to outline the gaps model of service quality. The gaps model of service is 
primarily based on the customer gap and the provider gaps with four underlying gaps. 
The model is intended to provide a framework for organizations aiming to improve the 
quality of their services (Parasuraman, Zeithaml, Berry., 1985, p. 44).   
 
The customer gap is explained as the difference between a customer’s expectations and 
what service he or she perceives. The expectations are based on already existing 
standards or reference points. The perception is the actual assessment of the service 
experience, i.e. subjective beliefs of what should happen or be fulfilled (Zeithaml et al., 
2009, p. 32). The price of the service is predominant factor affecting the expectations. 
E.g. an expensive restaurant or hotel is likely to imply expectations on higher level of 
service. Another factor affecting the expectations are good reputation and/or 
recommendations. In order to manage in the process of delivering service quality it is 
crucial to understand its customers. This may not appear to be a difficulty but as the size 



- 21 - 
 

of the company or organization increases the more complicated it will be to clearly 
understand the customer, thus it is recommended to follow the customers with frequent 
evaluation oriented follow-ups after services have been delivered. Today most material 
is written about consumer evaluation processes are designated to goods markets. In a 
perfect world there would not exist a gap between what buyers and users expect and 
perceive in terms of satisfaction. One of the goals in marketing is to eliminate this gap 
but due to “word of mouth” communications and different individual needs and 
preferences makes it hard to eliminate this gap to 100%.  
 
Parasuraman et al. (1985) claims that in order to close the customer gap, the provider 
gaps must be closed: 
- The Listening Gap 
- The Service Design and Standards Gap 
- The service Performance Gap 
- The Communication Gap 
 
The Listening Gap 
This gap is the difference between customers’ expectations of a service and to what 
extent the company understands these expectations. Lacking understanding is said to be 
a common cause for not meeting existing expectations. When people in roles of 
authority do not understand this, a chain of bad decisions may occur since direct 
interaction with the customers is inadequate, unwillingness to identify expectations and 
inability to correctly address the customers.  
There are four main factors negatively affecting the level of understanding of the 
customers; (i) Insufficient market research orientation. The research is not focused on 
the service quality part. (ii) Upward communication is lacking. Poor interaction between 
management and customers as well as employees. The organizational structure is too 
hierarchical which limits intra-company communication and interaction. (iii) 
Insufficient relationship focus due to lacking market segmentation and causally too 
much focus on new customers rather than on relationship customers. (iv) Poor service 
recovery due to lacking willingness to listen to the customers' complaints or failure to 
amend faulty performance. 
 
The Service Design and Standards Gap 
This gap is an extension of the listening gap and sets the difference between company’s 
understanding of expectations and their ability to develop customer-driven standards 
that the employees understand and are able to execute (Parasuraman et al., 1985, p. 45). 
It is important to know that customer-driven standards differ from conventional 
performance standards as they are based on customers’ requirements. This implies a 
transparency and enables the customers to measure the performance.  
 
There are three main factors negatively affecting this gap; (i) Insufficient service design 
which relates to poor development process of new services or revision of already 
existing ones. The service design is not clearly defined and the connection between 
design and positioning is not properly made. (ii) The level of customer-driven standards 
is not satisfying. Formal processes for setting service quality goals based on standards is 
lacking or is too low. (iii) Physical evidence and servicescape are inappropriate. 
Servicescape design is not in line with the needs of customers and employees. And the 
updating and maintenance of it are inadequate.  
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Service Performance Gap 
This gap can be explained as the difference between the customer-driven service 
standards and the performance by the company’s employees. Even if there exit 
functional guidelines to perform the service in a satisfactory manner, it is not a 
guarantee that the resources will be used adequately and that the outcome will meet set 
standards.  
 
There are four main factors negatively affecting this gap; (i) Human resource policies 
do not work properly. Recruitment is ineffective and the selection of employees is poor. 
Evaluation and compensations systems are dysfunctional in addition to lack of 
teamwork. (ii) The match between supply and demand. Unable to make smoothly 
follow ups and downs in demand and to high reliance on price when it comes to 
demand. (iii) Customers do no fulfill their roles. They lack knowledge regarding their 
roles and responsibilities and have a negative impact on each other; negative attitude is 
destructive in most contexts. (iv) Service intermediaries do not work properly. Conflicts 
regarding objectives, performance, costs and rewards among involved actors. The 
control of quality and consistency is hard to enforce throughout the organization.  
 
The Communication Gap 
The last gap elucidates the discrepancy between service delivery and the external 
communications of the service provider. Promises given by the company through 
advertisement, sales force or other channels may raise the expectations of the customers. 
If the promised and delivered service do not coincide the gap will increase. One 
difficulty with the communication gap is that customer communication involves issues 
regarding cross organizational boundaries. The promises given to the customers require 
interactive marketing, i.e. the marketing process between contact person and customers 
(Parasuraman et al., 1990, p. 45). The process ought to be coordinated in accordance 
with the common types of external marketing methods.  

 
The gap will increase 
with; (i) Poorly integrated 
services marketing 
communications. Each 
external communication is 
view as independent 
which it should not. 
Interactive marketing is 
lacking or insufficient. 
Interactive marketing 
emphasizes the 
importance of including 
the customers in the 
marketing process to 
create as true picture as 
possible of the product or 

service. (ii) The management of customers’ expectations is ineffective. Customer 
expectations are not focused on in all channels of communication and customer 
education is performed properly (when it is needed). (iii) Overpromising in all cases of 
advertising and personal selling. (iv) Horizontal communications do no work 
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accordingly. The communication fails in between sales, adverting and operations. 
Policies are not consistent throughout the organization. (v) The pricing is inappropriate. 
As mentioned before high prices raise expectations and prices that not match customers’ 
perception of the value of the service will result in a gap.  
 
When putting all gaps together the different parts can be completed the full gaps model 
of service quality. When each individual gap is eliminated the total service gap between 
expected and perceived gap can be closed. When having insight and knowledge about 
all parts in the model the companies can use it as an effective tool to scrutinize their 
business in order to improve the service and make customers’ expectations coincide 
with their perception of the delivered service. 
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4. Practical method 
 
4.1 Sample 
The groups we have chosen to investigate are buyers and users of Revenues educational 
services. This population consists of approximately 150 individuals, and the sample that 
we are investigating consist of 118. Saunders et al. (2003) state the importance of 
finding a suitable sampling frame. The sampling frame was rather easy to identify since 
Revenues has a good overview of its customers; we had access to  a sampling frame of 
118 customers in terms of business cards with contact information. We find a sampling 
frame with almost 80% of the total population to be very good.  
  
We used a quantitative method, using questionnaires, in order to conduct our research. 
We are aware of the fact that when conducting a survey, there is often a loss of 
respondents which implies a smaller sample. (Ejlertsson, 2009, p. 12). When conducting 
a questionnaire, there is no space for advanced questions that gives the opportunity for 
the respondents to explain their answers in depth. Despite this disadvantage, we believe 
that this method is the most beneficial method since our aim is not to investigate our 
respondents’ opinions and believes in-depth, but to get a good overview and a good 
understanding of tendencies. We were also able to avoid “the interview effect”, which 
occurs when the respondent gets affected by the way the research asks the questions 
(Ejlertsson, 2009, p. 12). 
 
We have used a non-probability sampling method instead of random sampling. The 
reason for this choice is that the total population is rather small and this fact implies that 
we have no possibilities for a pure randomly sampled population. Often the findings 
from non-probability samples are of less value compared with probability samples due 
to limited ability to generalize the findings. Since the sampling frame is almost 80% of 
the total population the findings can be generalized even though we have used a 
convenience sampling; the population is chosen on the basis of access and suitable 
characteristics (Bryman and Bell, 2007, pp. 197-198). This method gives us access to 
the majority of Revenues customers and the risk of big sampling losses decreases. All of 
the customers cannot be covered due to lacking contact information and unwillingness 
to provide feed-back. More in detail the sampling frame consists of 26 buyers and 92 
users. This implies small lecturing groups and important to emphasize is that several 
buyers can be involved in the purchase of one lecture. The population is rather small 
since Revenues educational services are a new concept that has only been for a rather 
short period. Bryman and Bell (2007) state that large samples will generate more 
accurate data and errors will basically be bypassed, however we conclude this to be 
primarily important for random sampling methods.  
 
The sample will be used to create an overview of and to analyze Revenues’ customers, 
but most important, to find an answer to our problem formulation. Even though we are 
interested in the perceived satisfaction of Revenues’ customers we can draw a general 
conclusion outside this specific company as well. Beside our role as researchers we 
have a responsibility towards the respondents of the survey, before, during and after our 
sampling; to ensure the respondents our promise of anonymity (Murphy et al. 2005, p. 
53). 
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4.2 Selection 
The selection in our research is the buyers and users of services. The CEO of Revenues 
has provided us with the contact information to his customers. The sample that we 
gained access to was a convenience sample, between self-selection and convenience 
sample because of company selected the clients (Saunders et al., 2003, p. 153.) We are 
aware of that the risk exists that he could have made a subjective selection of his 
customers to generate desired feedback, however we consider this risk to be small since 
the sampling frame constitutes a majority of the total population. Further he has nothing 
to gain as he was the one who initiated this kind of research and he presumably desires 
as correct findings as possible in order to, if necessary, be able to improve his services. 
We distributed 118 questionnaires via e-mail at the same time in order to not give any 
respondents less or more time to fill out the questionnaires. The selection process was 
rather short and did not leave much space for alternatives due the fact that we conducted 
a case study where the aim was to investigate the majority of buyers and users. All 
customers were not possible to investigate due to lacking contact information or 
unwillingness to give feed-back. More detailed subdivisions of the population could 
have been made, e.g. on the basis of when the lectures were performed or characteristics 
of the audience (users). Since our aim was to investigate the main part of the buyers and 
users we do not see it worthwhile to make more detailed subdivisions of the population.  
 
4.3 Questionnaire 
In order to give the respondents more time to answer the surveys, we started the 
construction and the distribution of the questionnaires relatively early. Additionally we 
had more time to remind the respondents who had not answered and we gave ourselves 
more time to analyze the collected data. The questions are based on the theories 
presented in the theoretical framework. When discussing Grönroos model, it is 
important to be aware of the fact that the model is viewed through an American 
perspective which is more thoroughly discussed in the literature review. During the 
construction of the questionnaire, we went back to our research questions and asked 
ourselves “is this question relevant to our research and problem formulation?” This 
helped us to stay focused and not include parts that are of no use. The questionnaire 
consists of 25 questions with a subdivision of multiple choice, Yes/No-, scale 1-9 and 
essay questions. We chose a scale from 1 - 9 to provide the opportunity to be indifferent 
between the two extremes. Some argue that it is better to eliminate this opportunity we 
wanted to give our respondents the opportunity to choose by themselves. 
 
The questionnaire is introduced with a paragraph informing the respondents about our 
research and also to clarify that their participation was anonymous. Ejlertsson states that 
it is important to include a letter where the researcher provide relevant information 
about the research, not only to increase the number of participants, but also to perform 
accordingly to the researchers' duty to inform (Ejlertsson, 2009, p. 39). 
 
Our aim was to distribute all questionnaires via e-mail in order to perform the survey as 
easy and fast as possible. To make a survey in a traditional way is more time-consuming 
and expensive. Before we distributed the questionnaires, we made a pilot test with ten 
friends that were not part of the sample. Bryman & Bell (2007, pp. 273-274) suggest 
that this test is necessary in order to refine the survey and make it more suitable for the 
data processing. The pilot test made us aware of some inconsistencies and some unclear 
questions that needed to be clarified. After the pilot test, we deleted the first questions 
about gender, since we realized that these questions had nothing to do with our research 
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question. We realized that we could not use a gender analysis since we are not interested 
how the answers are connected to gender. We rearranged the questions so that it would 
be easier to follow for the respondents and we also corrected some minor grammar 
parts. We do not aim make the analysis based on age but the reason why we included 
age in the questionnaire is to provide Revenues with a good overview of the age 
structure of its customers. 
 
When we created the questions, we had the respondent’s privacy in our minds. Murphy 
et al. suggested that in order to get the best response, the researcher must be aware of 
the respondents’ privacy (2005, p. 50). By not including questions that were interfering 
with the respondents’ private area, we believe that we were acting careful and wanted to 
respect the respondent's zone of privacy. When gathering the data we made sure that it 
was not possible to identify any respondents in order to keep them anonymous.  
 
In order to increase the numbers of participants in our survey, we decided raffle a gift in 
terms of a Trisslotter. We chose to this instead of cinema tickets or champagne, since it 
would be complicated to give products that are fixed to a certain city. Raffling a bottle 
of champagne would not be appropriate since we believe that champagne and alcohol 
overall is a controversial product due to ethical and health considerations. Ethical 
considerations are discussed in chapter 4.7.  
 
4.4 Data collection 
In order to bring answers to our research question, we used a quantitative method 
collecting primary data. We distributed 118 questionnaires to a non-probability selected 
sample. After we used the pilot test on ten random selected samples outside our 
research, we changed some parts of the questionnaire and deleted two questions since 
we realized that they were unnecessary. We used a program in Google docs to distribute 
our questionnaires to the respondents online. We wrote the questions in the Google docs 
and rearranged them in order to make them more organized. The advantage of using this 
program is that the program facilitated the process of collecting the data. 
 
The questionnaires were distributed on April 7th and we did choose this way of 
distribution due to financial and environmental reasons i.e. we saved both money, time 
and paper copies. The distribution by e-mail facilitated our collecting process since the 
program that we used automatically saved the answers online, which eliminated the risk 
of break down and loss of data (Ejlertsson, 2009, p. 10). We also believe that it would 
be more convenient for our respondents to receive the questionnaire by e-mail since it 
increase the flexibility. After the distribution, we waited for four days and we realized 
that we had only received 11 of 118, which was not as many as we had expected. We 
sent the questionnaires once again, with a notice about the importance of their 
participation and that the ones who had already answered the questions were not 
supposed answer again. After this reminder, we increased the response rate to 57 
respondents.  
 
We are aware of that it could be problems with potential corrections of the questionnaire 
in the middle of the data collecting process. Since we made a test pilot of our survey, we 
detected mistakes and unclear questions before handing them out and were able to 
correct them. The pilot test decreased the risk of detecting problems during the data 
collecting process. If we had not conducted a pilot test, it would be possible that we had 
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detected mistakes during the actual collecting process, and we would not be able to 
correct them then since such change would decrease the validity of the surveys. 
 
4.5 Access 
When gathering the data it could be complicated to get the access to different social 
environments (Bryman and Bell, 2005. p. 444). Due to our real life example and the 
company we are writing for, Revenues, we did not experience as much problem as 
described in the book. We had relatively good access to information, mostly because we 
had access to a majority of Revenues’ customers. His existing network made it possible 
for us to in an effective way contact them and distribute the questionnaires by e-mail. 
But it is important to highlight that the CEO of Revenues did only have access to clients 
that intentionally have left him their business card. Revenues had other clients as well, 
but since we asked if we could get their contacts and were denied, they were 
automatically excluded in our research, since we did not get access to them. We chose 
to distribute the surveys electronically, by e-mail, and using the e-mail may be more 
convenient for the respondents, since they could answer the question whenever it felt 
appropriate to them. Not contacting the respondents at inconvenient times is a 
requirement when conducting a research that is ethically correct, according to Murphy 
et al. (2004, p. 60). 
 
Another problem that might occur during the data collecting process would be the lack 
of motivation by the respondents. The lack of motivation could affect the loss of 
surveys, when the respondents do not feel motivated enough to answer the questions 
correctly, or at all. One reason why the respondents experience this lack of motivation 
could be that they believe that it is time consuming and they might be in a stressful 
situation. We conducted a brief introduction in the questionnaire including the purpose 
and a certain assurance of the respondent’s privacy, in order to increase their 
willingness to participate. Another reason why the respondent might feel lack of 
motivation could be that they basically would not understand our survey questions. This 
reason was brought up during the construction of the questionnaires and we tried to 
make the questions comprehensible and short. We actively avoided the use of strange or 
unaccustomed words in order to limit the risk of misinterpretation.  
 
By actively using our personal contacts in order to gather relevant information, we had 
better access to the population. This is a suggested as a method of gaining access by 
Bryman & Bell (2007, p. 445). From the beginning we gained access to Revenues by a 
former manager. We have used our colleagues to improve our method and we gained 
some great inputs. Some of those also participate in the test pilot. The CEO of Revenues 
helped us with the questionnaire questions. We expected a response loss of at least 10%. 
Our response rate turned out to be 57 out of 109 (52,3%) which indicates a bigger loss 
than we expected. The reason why 118 was reduced to 109 is that nine individuals of 
the sampling frame had neither consumed nor bought the service (more about this type 
of loss in next paragraph). More detailed the response rate among the users was 36% 
and 73% among the buyers. Even though it is convenient to conduct surveys with e-mail 
there is a risk with lower participation compared with traditional methods which is 
apparent in this case. 
 
4.5.1 Lack of respondents  
Due to several reasons, we experienced a lack of respondents in our survey. The first 
reason is the fact we received contact information to Revenues’ customers of other 
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services than the educational services. We received mail from nine persons who had 
nothing to do with the educational service even though they had bought other services 
from Revenues. Another reason why we did experience a lack of respondents was that 
some of the people on the list that we received from Revenues had nothing to do with 
Revenues, and were confused about the mail that they received from us. We basically 
believe that these few respondents had been mixed up by Revenues and were 
accidentally placed on wrong list. A third reason was the respondents’ potential spam 
filter. Even though we chose to use a Google mail account as a sender we believe that 
an unknown number of surveys were trapped in the respondents’ spam filter. In order to 
reduce this risk we sent the questionnaires in smaller groups of ten persons each. 
Additionally, we believe that the lack of time or interest or motivation were reasons 
why we experienced a loss in the surveys. 
 
When receiving the questionnaires we quickly went through them in order to check that 
all questions were filled out, we identified a few cases where the answers were not 
completed. We believe this be due to misunderstanding of questions, that every 
respondent do not perceive the same question in the same way and that they were a bit 
confused that both buyers and users of the service were supposed to answer the same 
questionnaire. 
 
4.6 Data processing 
When we had completed the survey and collected the questionnaires, we were able to 
compile all data in SPSS. Google docs has a function where all answers are showed 
graphically in diagrams and bar charts but we wanted to compile the data in SPSS to 
facilitate our analysis. However the tool provided by Google facilitated the statistical 
process significantly and this is the main reason why we chose to use Google’s survey 
function. It provided us with the first tendencies of the answers and gave us an idea how 
to analyze the data. 
 
The data was recoded to enable it to be transformed into easily comprehensive figures. 
The questions were categorized depending on their character; nominal, ordinal or scale. 
We gained basic knowledge about SPSS in the statistical course that we had during our 
first year at the business school. In order to provide a clear and consistent picture of our 
findings, we used illustrations in terms of bar charts. In order to examine the 
relationship between two of our variables, the satisfaction variable and the fulfillment of 
expectations variable, illustrated in two questions, we conducted a cross tabulation. This 
shows us how the two chosen variables are correlated to each other. We divided the data 
in two groups; buyer’s data and user’s data since our aim is to provide a distinction 
between those. By using the cross tabulation function, we calculated the interaction 
between two particular questions; “How satisfied were you with the service?” and 
“Were your expectations met?” since they measure the core of satisfaction and 
expectation respectively. 
 
4.7 Ethical considerations 
During our studies at the university, we have noticed the importance of considering 
ethical aspects when conducting a research. When doing  a quantitative research in 
terms of questionnaires, it is important to reflect on the responsibility towards the 
respondents. This responsibility consists of different dilemmas. We as researchers need 
to respect the respondent’s privacy and try to keep their answers as anonymous as 
possible. By assuring the respondents about our caution of their privacy, we may 
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increase the numbers of participants and the degree to which they feel secure and 
therefore want to leave more accurate and honest answers. Increasing the numbers of 
participants in the survey is not the reason why we are concerned about the ethical 
issues. Our personal ethical standards are well developed and we seek to be research 
that take responsibility for our research. 
 
Another ethical dilemma in this research could be that we cannot exclude risk of us as 
researchers affecting the way the respondents have answered. We realize that we, in the 
role of researchers at the university, may have any unintentionally impacts on the 
respondents (Murphy et al., 2005, pp. 65-68). Because of this knowledge, we have acted 
with particular caution in order to not influence or project any beliefs or feelings on the 
respondents.  
 
In the survey we asked the respondents questions that, in our opinions might not be 
considered as controversial or of any exceptional personal character. We are aware of 
the fact that some respondents find the questions personal and it could be the case if we 
had observed a population that was more exposed. It may possible that some 
respondents would feel exposed if we had included a question concerning their income 
etc. Therefore we reviewed our survey questions in detail in order to minimize the risk 
of infringing on the respondents’ privacy; if the respondents perceived the questions as 
uncomfortable, it could have a negative effect on the numbers of participants. 
 
Further when conducting a research, the researchers have different responsibility 
towards society. The researcher’s task is to write an objective research. In order words a 
research where leading questions are to be excluded (Murphy et al., 2005, p. 53). In 
order to provide a research with high level of credibility, it is important to be as 
objective as possible in the research process. We are aware of the fact that subjectivism 
could not guaranteed be excluded to 100 %, but we did our best to be objective in the 
research. Because of the impact that research have on society, researchers cannot 
provide misleading reporting (Murphy et al., 2005., p. 64). By increasing objectivism 
the risk of misleading reporting will be reduced. 
 
As stated earlier, the aim was to decrease the risk of a great loss in the questionnaires. 
We decided to use a certain motivation product, in order to increase the level of 
inspiration among the respondents to make them more willing to participate in our 
survey. Included in our ethical considerations, we believe that it is important to 
underline that our motivation product differs from the classic bribery in several aspects 
(Murphy et al., 2005, p. 199). One reason why we can argue that our gift impossibly can 
be classified as bribery is that the gift consist of a small amount of money, 
approximately SEK 25 per gift, which means that our gifts cannot be classified as 
bribery. Additionally we are randomly raffling the gifts. If we were strategically 
selecting respondents that would receive the gifts, then our action could be considered 
as questionable manner from an ethical viewpoint. 
 
We chose to raffle “Trisslotter” instead of cinema tickets because it would be difficult to 
give products that are strongly connected with a particular city, and since the 
respondents live in different cities, we believe that cinema tickets would be 
inconvenient. We were also considering champagne as a gift, but we chose to give 
“Trisslotter” instead of champagne due to the fact that it could be categorized as a 
socially controversial product (Murphy et al., 2005, p. 94). Champagne could also be a 
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problem in terms of consumption, because not everyone is able to consume it due to e.g. 
health risks.  
 
We considered the anonymity of our research company, Revenues, and discussed 
whether or not to reveal their name. We have decided to publish the name mostly due to 
the fact that it would probably increase the authenticity and the credibility of our 
research. Additionally we believe that it would be more interesting to read about the 
research when it concerns an actual company, instead of calling it for company x.  
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5. Empirical findings 
 
5.1 Information from data collection 
Here we will present the data collected from our survey, both with text and bar charts. 
The questions are divided into separate sections in order to facilitate the presentation. 
The numbers will be rounded to improve the flow in the text. 
 
5.1.1 Background information  
 
Age 
The questionnaire was with the question 
of the respondents’ age and we could see 
that the majority of the customers was 
between 36-45 years, more precisely 30 
%.  
 
The wide distribution of participants is 
good since we seek to capture a wide 
range of respondents in terms of age. 
 
 
 
 
 
First contact with Revenues  
This provides information about how the 
respondents came in contact with 
Revenues and how they gained 
information about its services.  
 
Almost 50% came in contact with 
Revenues through a recommendation, 
32 % through a personal contact. The 
rest was roughly equally divided by 
traditional commercials, previous 
project and other channels.  
 
The result shows tendencies of that a 
clear majority came in contact with 
Revenues through a recommendation 
made by another person. It is possible that this is an indicator of the fact that Revenues 
have good reputation among its clients. Another sign that moves us in the same 
direction is the sign of Revenues successful personal contacts with clients, since 32 % 
answered that they came in contact with Revenues through personal contact, and then 
decided to purchase or use the service. This may imply that Revenues’ services have 
created satisfaction. 
 
 
 

Fig. 8 – Age 

Fig. 9 – First contact 
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First time customer 
A clear majority attended the lecture for the 
first time, i.e., a majority of Revenues’ 
clientele does not have any personal 
experience of Revenues services before, but 
are yet using the service. The large quantity 
of first time users of the service may be an 
indicator of a successful marketing strategy.  
 
Revenues could be seen as a company that 
uses advantages of good reputation to attract 
new customers. On the other hand, one 
should also reflect upon the low rate of 
customers that have used a Revenues provided service before and the reason behind the 
repurchase, which could show tendencies of the fact Revenues previous customers that 
repurchase are not a large group. 
 
User or buyer 
58% stated that they have used the service and 33 % stated that they had bought the 
service. This implies that 12% has neither used the service nor bought it.  
 
The reason for this that we received e-mail addresses to people that that used or bought 
other services than lectures of Revenues. 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Fig. 10 – First time customer 

Fig. 11 – Participation in lectures Fig. 12 – Purchased services 
from Revenues 
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5.1.2 Perception, expectations and satisfaction 
 
 
The perception of lecturer 
The overall perception of the lecturer is 
positive; none of the respondents answered 
less than 5 which is the line of indifference 
between very good a very bad which 
indicates that none of the respondents were 
dissatisfied.  Almost 90% answered that 
they were satisfied or very satisfied (6-9).  
 
This result will further down be connected 
to the satisfaction among the customers. 
 
 
 
 
Servicescape 
As mentioned in the theoretical framework 
the environment in which the service is 
delivered is likely to affect the level of 
satisfaction. As the bar chart indicates, a 
majority perceived the servicescape to be 
either good or bad. 
 
This will also be connected to the 
satisfaction and the result will be 
interesting since we can see if the 
servicescape has an impact. 
 
 
 
 
Interaction 
As stated earlier, group interaction could 
affect the participants’ satisfaction and 
most of the users believed that the 
interaction between the lecturer and 
themselves was either good or very good.  
 
Since the buyers do not participate in the 
lectures, it is not possible to ask them 
about the interaction. We will also connect 
interaction to the satisfaction of the 
customers. 
 
 
 
 

Fig. 13 – Lecturer 
 

Fig. 14 – Servicescape 

Fig. 15 - Interaction 
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Group dynamics 
As also mentioned in the theoretical 
framework, group dynamics might 
affect the level of satisfaction. Like 
interaction, group dynamics is to be 
evaluated by the users and not the 
buyers since they are not part of the 
lectures. The users’ answers range from 
5-9 with an emphasis on 6. This 
indicates that the users believe that 
group dynamics does affect the level of 
satisfaction.   
 
 
 
 
Perception of the group dynamics during the lecture 
In connection with the previous bar chart 
we will show how group dynamics 
actually was perceived by the users. More 
than 40% perceived the group dynamics 
to be either good or bad and most of the 
remaining respondents was distributed on 
either 6, 7 or 8. Group dynamics is thus 
not equally positive perceived as the 
lecturer and the interaction.  
 
 
 
 
 
Expectation on motivational factor 
As described in the theoretical framework 
expectations is closely connected to the 
level of satisfaction. We have divided 
expectations on the lecturer himself as 
motivator and on the content itself to 
provide Revenues with more detailed 
information. 
 
Most if of the respondents had high or 
very high expectations. This implies that 
Revenues has much to live up to in order 
to create service satisfaction. Further 
down we will make a division between 
buyers and users regarding the 
satisfaction and fulfillment of their 
expectations. 
 
 

 

Fig. 18 – Motivational expectations 
 

Fig. 16 – Group dynamics’effect 

Fig. 17 – Perception of group 
dynamics 
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Expectations on content of the lectures 
Like the expectations on the lecturer, the 
expectations on the content are high or 
very high. In fact is that these expectations 
are slightly higher than on the lecturer. 
We have not investigated the reason for 
this but will discuss some possible 
explanations in the analysis. 
 
 
 
 
 
 
 
 
 
Service satisfaction 
The actual satisfaction among the buyers 
and users is overall high. On the scale 
from 1-9, more than 80% answered that 
they were satisfied or very satisfied. Only 
a few of the respondents were dissatisfied 
with the service. This is reasonable since 
the respondents overall had good 
perception of the lecturer and the 
interaction. This results shows that in this 
case, the servicescape does not affect the 
level of satisfaction in a bigger extent.  
 
As demonstrated above the respondents 
did believe that group dynamics affected 
the level of satisfaction. Since the actual 
group dynamics was rated lower than the lecturer and the interaction we think this has 
affected the level of satisfaction; 6 is most frequently marked. The overall high level of 
satisfaction and the high expectations indicate that Revenues has delivered a good 
service.   
 
Satisfaction and expectations 
To find out if there are any differences 
between expectations and perception of 
satisfaction, we seek to measure to what 
degree the respondents’ expectations 
were met.  
 
As stated in the graph to the right, the 
majority (75 %) have chosen to answer 
6-8, which indicates that the majority of 
Revenues customers believe that their 
expectations were met. It is of great 

Fig. 19 – Expectations on lecture content 
 

Fig. 20 – Satisfaction 
 

Fig. 21 – Fulfillment of expectations 
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importance to know if the customers believe that their expectations were met, in order 
to work to decrease them or increase them. As stated above, the majority of Revenues 
customers think that Revenues met the expectations, which indicates that the customers 
perceived the service quality as good and the Revenues is able to meet the expectations.  
 
 
Audience satisfaction 
This question was only supposed to be 
answered by the buyers of this service. 
The buyers overall perceived the users’ 
satisfaction as high. This will be 
compared further down where the 
satisfaction is divided between buyers 
and users. It is not good if the buyers 
pay for a service and believe that the 
users are satisfied, if they are not. Thus 
it is important to investigate this 
question.  
 
 
 
 
Users’ satisfaction vs. buyers’ satisfaction 
According to the survey, 64% of the buyers did not perceive that the audience’s 
satisfaction differed from their own regarding the service. To investigate whether this is 
correct, we made a division of the answers to find out differences in satisfaction of the 
service and if the expectations were met, depending on if the respondents were buyers 
or audience.  
 
The satisfaction was measured with a scale of 1-9 where 1 is very dissatisfied and 9 is 
very satisfied. The distribution of the answers was following: 
 
 

 
Buyers: 15% on 5, 35% 
on 6, 15% on 7, 30% on 8 
and 5% on 9. 
Users: 4% on 4, 10% on 
5, 34% on 6, 37% on 7, 
12% on 8 and 4% on 9.  
 
 
 
 
 
 

 
To what extent the expectations were met was measured with a scale of 1-9 where 1 is 
very low and 9 is very high. The distribution of the answers was following: 

Fig. 22 – Satisfaction, separated 

Fig. 22 – Perception of audience’s satisfaction 
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Crosstabulation -Buyers 
How satisfied were you with the service? * Were your expectations met?  

Count         

  Were your expectations met? 

  3 5 6 7 8 Very high Total 

How satisfied were you with 

the service? 

5 0 0 1 0 2 0 3 

6 0 1 2 2 2 0 7 

7 1 0 0 1 0 1 3 

8 0 0 0 3 2 0 5 

Satisfied 0 0 0 0 1 0 1 

Total 1 1 3 6 7 1 19 

 

 
 

 
Buyers: a majority (69 %) 
answered 7-8, and 5% on 
3, 5% on 5, 16% on 6 and 
5% on 9. 
 
Users: a majority (59 %) 
answered 7-8, and 3% on 
2, 3% on 3, 3% on 4, 9% 
on 5, 31% on 6.  
 
 
 

 
The bar chart for satisfaction indicates a slightly higher satisfaction among buyers of the 
service. This can be connected to fulfillment of expectations which also was higher 
among the buyers. This implies that there does exist a gap between the buyers’ and the 
users’ satisfaction. Further the users’ expectations were lower than the buyers thought.  
 
In order to illustrate possible relationship between satisfaction and fulfillment of 
expectations we conducted a crosstabulation. We have divided the crosstabulation into 
buyers and users. If there exists a relationship, a clear pattern should be prevalent, i.e. a 
high value on one of the parameters should result in either low or high on the other 
parameter.  
 

Only some of buyers that experienced high fulfillment of their expectations also 
generates very high satisfaction. Therefore we cannot say that there is a clear 
relationship between satisfaction and fulfillment of expectations in this case even 
though there are tendencies towards it. There are deviations where expectations were 
met but the satisfaction was lower. This will be further discussed in the analysis.  
 
 
 

Fig. 23 –Fulfillment of expectations, separated 

Fig. 24 – Crosstabulation buyers 
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It is also hard to find a clear pattern among the users. Here some respondents have been 
satisfied (7 out of  9) but their expectations had been fulfilled to a low extent. This can 
be contrasted to the buyers who had answered the opposite in some cases. But the 
tendencies are similar among the users as among the buyers; fulfillment of expectations 
tend to generate higher satisfaction.  
 
5.1.3 Other 
 
Recommendations for improvements 
Most of the respondents (≈75%) 
wanted shorter lectures or other 
contents. Some of them wanted smaller 
groups or lower price. 
 
This answer leads us in the direction of 
that the customers perceived the 
lecture to be too long. The reason 
behind this outcome is depending on 
several factors; the customers daily 
shape, the content of the lecture among 
others. 
 
 
 
 
 
 
 
 
 

Fig. 25 – Crosstabulation users 
 

Fig. 26 - Recommendations 
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Usage after the lecture 
In order to measure to what extent 
the respondents had usage of the 
content presented in the lecture after 
the consumption, we included a 
question where we asked them to 
what they were able to use the 
information received during the 
lecture. In a scale between 1-9, where 
1 was representing very low level of 
use and 9 was representing a very 
high level of use.  
 
Our collected data shows that there 
was a widely spread of answers 
between 2 and 9 and the majority of 
82 % falls between 4 and 7. Since the 
majority falls between 4-7 in the scale, we can see trends of the fact that a large group 
of the customers was able to use the information gained at the lecture. This is a sign of a 
useable, informative and interesting content of the lecture. Further on, 2% of the 
respondents chose 3, 13 % chose 8 and 2% chose 9. 
 
Repurchase 
Whether the respondents are willing to repurchase or use the service again is an 
indicator of satisfaction. Therefore we wanted to show how many of our respondents 
who wanted to use or buy the same service again. This is a question of simple 
characteristics, but could be seen as quite sensitive. According to our collected data, the 
majority of 54% answered yes, and 46% answered o to the question whether or not to 
repurchase the service provided by Revenues. The fact that the majority of 54 % are 
willing to repurchase the same service again is an indicator of the customer being 
satisfied with the service.  
 
 
Potential payment 
This question is only concerning the 
users of the service. We seek to 
investigate to what extent the 
respondents believed that the price 
factor would influence the level of 
satisfaction among the users. 
 
The bar chart clearly indicates that 
the users’ perception of satisfaction 
would be other if they had to pay for 
the service themselves. 
 
The price could have both positive 
and negative effects; if the price is 

Fig. 27 - Usage 

Fig. 28 – Potential payment 
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too high then the expectations will rise, and if the price is too low then the expectations 
will decrease. Either way, this will reflect upon the final customer satisfaction. 
 
Reason for purchase 
Most of the buyers had hired 
Revenues due to the quality of the 
services (46%) and recommendations 
(29%). 
 
This indicates that a majority of 
Revenues customers has listened to 
previous customers or other people 
that have been in contact with 
Revenues. As in the bar chart about 
whether or not the customer was a 
first time customer, this shows 
tendencies of the fact that Revenues 
has a good reputation, which in turn 
could be the result of satisfied 
customers. Only 8% chose to buy the 
service due to other reasons.  
 
5.2 General information from open-ended questions 
The open ended-part in our questionnaire is divided in four questions where the 
respondents were asked to motivate why or why not they were satisfied with the service 
and if they would use it again or not.  
 
The positive comments regarding the lecture were foremost about the structure and 
presentation. The respondents found the subject and content relevant for the target 
group and the level appropriate considering the knowledge before the lecture was held. 
The lecture delivered new and useful knowledge in the subject. The structure was 
creative and the lecturer was perceived as responsive towards the audience. This can be 
connected to the previous question where the respondents were asked how they 
perceived the interaction with the lecturer; a majority of the answers were on the 
positive side of the scale with a respective emphasis on 5. The presentation was 
perceived as personal and claimed to enhance commitment and participation among the 
audience. When moving on to the part where the respondents were asked to motivate if 
they would buy or consume the service again, a majority of the comments were given 
by buyers of the service. Due to the content of the lectures many respondents were 
positive to future purchases and cooperation. Some respondents believed that Revenues 
will develop new creative services that can be interesting in the future. The flexibility 
and loyalty of Revenues was claimed to encourage future purchases. 
   
Regarding the dissatisfaction with the service some respondents thought that the lecture 
was a bit too long and the some parts tended to be repeated, instead they preferred a 
shorter, more compact lecture. In contrast to the positive response stated above, a few 
respondents found the difficulty level too low and the lecture did not contribute with 
new knowledge. In addition to this some thought that their expectations were not 
fulfilled. The answers to why the respondents would not buy or use the service again 

Fig. 29 – Reason to purchase Revenues services 
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were primarily about a low need for additional lectures. These answers were foremost 
provided by the users. 
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6. Discussion and analysis 
 
6.1 General information 
In this chapter, our research question becomes central once again. We will discuss and 
analyze the empirical findings in order to be able to answer the problem formulation; 
Regarding Revenues’ educational services, does the buyers’ perception of satisfaction 
differ from the users’ perception of satisfaction? 
 
 
- If  there are differences in satisfaction between buyers and users, to clarify why  
possible differences in satisfaction between buyers and users exist. 
 
- To clarify an possible gap between expected and perceived service quality and in case  
of a possible gap, and suggest how Revenues can work to reduce this gap. 
 
- Find out whether the free purchasing affect the perception of service quality. 
 
To analyze the empirical findings and to suggest solutions to Revenues, we will use the 
theories presented in the theoretical framework. 
 
6.2 Discussion, analysis and suggestions 
We will divide the discussion into two broader areas; (i) perception of the service and 
usability and (ii) expectations and satisfaction. We will finalize the chapter with a 
general conclusion and brief and concise answers to our problem formulation and sub-
purposes.  
 
The findings about how the customers received information about Revenues with useful 
information when deciding where to put resources in case of future expansion [Fig. 9]. 
These percentages can also indicate eventual inefficiencies in the company’s marketing. 
Assume that the majority of the resources are invested in commercials and 
advertisements, but still other channels like recommendations and personal contact 
accounts for 81% of the customers. Other indication of these percentages is the 
importance of maintaining a good reputation and to live up to it. Since almost half of the 
respondents were recommended to buy or consume the service, we have sufficient 
evidence on the presumption that the “word of mouth” is an important part of the 
marketing process. Thus, it is crucial to deliver services that satisfy the customers and 
also to not create too high expectations that cannot be fulfilled (Zeithaml al. 1990, p. 
18). We believe that the importance of balancing expectations and satisfaction is great, 
in order to minimize the risk of negatively affect the customers perception of the service 
quality.  
 
The “word of mouth” is probably equally effective in the opposite, negative direction, 
and therefore dissatisfied customers in this case will be harmful to Revenues especially 
when it comes to the customers who buy the services. A service provider failing to meet 
expectations and to deliver service quality faces the risk of customers switching to other 
providers and also the risk of bad reputation, in terms of bad “word of mouth”, which 
decrease the number of potential future customers. We did investigate if the way the 
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buyers and users got in contact with Revenues affected the satisfaction and expectations 
but we were not able specify any correlations. 
 
6.2.1 Perception of the service and usability 
The lecturer is included in the element of “People” when it comes to the service 
marketing mix and is a key concept in the case of services (Zeithaml et al., 2009, pp. 
24-25). Thus, it is important that the lecturer is perceived as good since it will more or 
less decide if the buyers and users perceive the overall service as good or bad. The same 
goes for if the respondents found the lecture useful; if they could make use of the 
material in real life. This is not equally positive as the perception of the lecturer itself 
[Fig. 13 and 27]. To discuss the reason why the lecturer was perceived this way we 
found out that 24% of the respondents wanted other content in the lecture and 48% 
wanted shorter lectures. As presented in 5.2 [p. 40.] the more specified reasons for 
dissatisfaction were that the lecture was too long and needed be more compact and also 
that the difficulty level of the lecture could be higher. Important to remember is that a 
majority was satisfied to very satisfied [Fig. 20]. This can be connected to our pre-
understanding where we stated that users of the service prefer functionality before other 
factors. If applying the Kano model in this context (Sauerwein et al., 1996, p. 2), the 
usability can be viewed as a “more is better-characteristic”. Since the users attended the 
lecture without paying, they could remain neutral in terms of satisfaction as long as they 
attended a lecture where they learnt something new. But if the lecture contributed with 
knowledge that is useful, the satisfaction is likely past the neutral level towards the 
positive side of the scale. 
 
Another factor affecting the perception of the service is the physical surroundings, i.e. 
the environment in which Revenues perform its lectures. This is the major part in the 
process of creating good physical evidence, to enhance the positive perception of the 
service. Almost 50 percent of the respondents was neural and a little majority of the 
remaining respondents were placed on the positive side [Fig. 14]. This result cannot be 
considered as a very positive one. We did not ask the respondents to motivate their 
answer and we will not speculate in potential reasons. However, considering the 
respondents’ overall satisfaction of the service, the rather low rating of the environment 
does not seem to have had that big impact. We will discuss the overall satisfaction later 
in this chapter. 
 
As mentioned in the theoretical framework, group dynamics might also affect the 
perception of the service (Grönroos, 2000, p. 111). I.e. circumstances not directly 
attached to the service and indirectly affected by the service provider. Our survey 
indicated that a majority believed that the group dynamics did affect the perception [Fig. 
16]. We wanted to extend this concept with investigating the perceived interaction and a 
majority found the interaction between the lecturer and the audience as good [Fig. 17]. 
Relating to Revenues’ example about the importance of not having too big groups; the 
group dynamics will be negatively affected. Interaction can sometimes be hard to 
establish when the service is a lecture; even though the lecturer tries to engage and 
activate the audience it can be difficult to create a dialogue.  
  
To fill our sub-purpose to investigate if the free purchasing affects the perception of the 
service, we included this question in the questionnaire. A majority answered 7 or 8 on a 
scale from 1-9 [Fig. 28].  
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Since the users of the service thought the satisfaction would be affected if they had to 
pay, they are likely to be more critical and harder to satisfy. This is reasonable since the 
price is a predominant factor affecting the expectations; higher expectations are more 
challenging to meet. This question was intended for the users of the service. Later, we 
will discuss the gap between expected and perceived satisfaction. When we asked for 
recommendations for improvements, almost 10% answered lower price [Fig. 26]. We 
assume these respondents to be the purchasers of the service since the users attended for 
free. These purchasers apparently considered the price to be too high in relation to the 
delivered service. This might contribute to a gap between expected and perceived 
service quality. This can be connected to our pre-understanding about the buyers of 
services being more focused on the price before other factors. However, our data cannot 
support this statement since only 10% answered lower price.  
 
6.2.2 Expectations and satisfaction 
In this section, we will investigate if there exists any gap between expected and 
perceived service and also find answer to our problem formulation; Regarding 
Revenues’ educational services, does the buyers’ perception of satisfaction differ from 
the users’ perception of satisfaction? 
 
To find out more detailed information about the buyers’ and the users’ expectations we 
divided them into expectations regarding the lecturer as inspirer and lecture’s content. 
As presented in the empirical findings, the data from the survey indicated rather equal 
expectations on both the lecturer and the content of the lecture but with a slightly higher 
level regarding the content [Fig. 18 and 19]. Overall, the answers were put on the 
positive side of the scale and 7 out of 9 was marked most frequently in both questions. 
We believe that the fact that most of the respondents received information about 
Revenues either by recommendations or personal contact has contributed to this high 
level of expectations. We believe that if you have been recommended to participate or 
know the lecturer, you are likely to increase your expectations. On the other hand, the 
fact the users of the service did not have to pay for it might have a reducing effect 
regarding one’s expectations. We base this assumption on a question in the 
questionnaire about the free purchasing and perception of the service; that the 
respondents would be more critical if they had to pay. However, we find our first 
statement about increased expectations due to personal contact and recommendations 
valid in this case; only 2% had expectations lower than 5 out of 9 [Fig. 18]. 
 
When going through the data to find out how satisfied the respondents actually were 
and to what extent their expectations were met, we can find out if there exists gap 
between expected and perceived satisfaction or not. The answers regarding satisfaction 
show rather high level of satisfaction; only 5% was dissatisfied, 9% neutral and the rest 
was satisfied or very satisfied [Fig. 20]. As the data show, overall the expectations of 
the customers were met to high or very high extent [Fig. 21]. 
 
Considering that their initial expectations were high and that a big part of the 
respondents thought that their expectations were met in combination with a majority 
answering that they were satisfied or very satisfied, we conclude that there does not 
exist a gap worth mentioning between expected and perceived satisfaction regarding 
Revenues’ educational services. Mathematically there does exist a gap but we find it too 
small to be treated as gap according to theories defining the concept. There are always 
people representing extremes, both in terms of expectation and perception of the service 
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but those people are not representative for the entire population. It is important to 
emphasize that even though we state that there is no gap between expected and 
perceived satisfaction we will later on highlight that the fulfillment of expectations vary 
between buyers and users. The respondents’ high level of satisfaction indicates that 
Revenues has managed according to the Kano model to fulfill the “must-bees” and also 
succeeded to include “more-is-better characteristics” into the lectures (Sauerwein et al., 
1996, p. 2). As mentioned in the theoretical framework (Zeithaml et al., 2009, pp. 20-
21),s it is harder to compensate for a failing service than a failing product, thus is 
important to reduce the gap between expectations and perception which Revenues has 
managed to do.  
 
The previously discussed factors affecting the perception of Revenues’ services can, 
using Grönroos’ model of service quality, be divided according to the three different 
dimensions; technical aspect, functional aspect and corporate image (Kang et al., 2004, 
p. 267). We find the customers’ usage of the lecture and the lecture’s content to be part 
of the technical aspect - what the customers actually get from the service. The 
perception of the lecturer himself, the group dynamics and the physical surroundings are 
part of the functional aspect; this affects how the customers perceive the service. The 
customers’ initial expectations are an indication of good corporate image in the case of 
Revenues. The fulfillment of these three aspects results in good service quality and thus 
satisfied customers.  
  
The data from the survey indicate that the buyers expectations were met to higher extent 
compared with the users [Fig. 23]. The data also indicate that the perceived satisfaction 
is on a total higher among the buyers compared with the users of the service but the gap 
was rather small [Fig. 22]. Further the cross tabulation does not provide us with 
evidence that high fulfillment of expectations always leads to high satisfaction [Fig. 24 
and 25]. According to the theory about balancing expectations and satisfaction 
(Zeithaml et al, 1990, p. 35) there should be a clear relationship between those variables 
but we have no clear answer why some buyers had their expectations fulfilled but were 
not satisfied and some users were satisfied even though their expectations were not 
fulfilled. Regarding the buyers we believe that the price can be a contributing factor. 
That the price was too high and this reduces the level of satisfaction even though the 
expectations were fulfilled. Regarding the users, one reason might be that even though 
the expectations were not fulfilled, they perceived the lecture as good and useful and 
felt high satisfaction.  
 
It might seem a bit unexpected that the users were less satisfied than the buyers since 
they have financed the services. Even though there exists a gap, we want to emphasize 
that the overall satisfaction was high and this indicates that Revenues have fulfilled the 
three different aspects of Grönroos’ model of service quality and the two first 
dimensions of the Kano model. To analyze this gap we use the gaps model of service 
quality presented in the theoretical framework (Parasuraman et al., 1985, p. 45). We 
want to highlight the communication gap in this model which describes discrepancies in 
service delivery and the external communications of the service provider. As stated 
earlier, the size of the gap depends on a number of different reasons but the ones that we 
believe to be contributing to the gap in this case are insufficient interactive marketing 
and tendencies towards over-promising. The interactive marketing emphasizes the 
importance of including the customers in the marketing process to create as true picture 
as possible of the product or service. We mean that the over-promising is not 
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intentionally done but due to lacking contact with the customers in the marketing 
process, all recommendations, which were the foremost way the buyers and users got in 
contact with Revenues, might have led to a feeling of over-promising. 
 
The survey shows that buyers perceived the users’ satisfaction rather similar to what it 
really was but still there is gap in satisfaction between these groups [Fig. 22]. The 
survey also shows that the buyers did not expect this kind of gap since a majority 
answered no on the question “If the audience’s satisfaction was other than what you 
have perceived?”. We believe that the buyers of the service were more informed about 
what the service included and they had received the service according the agreement 
and thus they were satisfied. The users of the service may not have had equally 
extensive information about the content thus the expectations might have been higher 
and were not met to the same extent as the buyer’s expectations. This fact by itself 
might have a reducing effect on the users’ perceived satisfaction and this emphasizes 
the importance of interactive marketing. As mentioned earlier some of the users found 
the difficulty level to low and that some parts were repeated in addition to that the 
lecture was too long. These are things that the buyers do not experience and are likely to 
increase the gap of satisfaction. In other words, the buyers and users do not have the 
same demands on the service even though their expectations more or less coincide. The 
buyers want the service to be carried out according the agreement and the users want a 
lecture fitting there personal preferences and level of knowledge. Of course the buyers 
demand a lecture of high quality but it is hard to meet all meet all users’ preferences to 
100%. 
 
A little majority of the respondents will repurchase or use the service again. The 
foremost reason to why the respondents will not use it again was that they had low need 
for additional lectures and not due to dissatisfaction. Some may argue that slightly more 
than 50% is not good but considering the fact the lectures are standardized and touch 
upon the same subjects and that the users do not have further need after attending the 
lecture once, we find more than 50% is good and thus an indicator of satisfaction. 
  
6.3 Conclusion 
In this part of the thesis, we will examine our conclusion based on our empirical 
findings in order to answer our research question. We will, based on our result from our 
conducted survey and previous research, present our perception of the potential gap in 
perception of service, the reasons behind an eventual gap and how Revenues can work 
to decrease such gap. Finally, we will reflect upon our results’ effect on Revenues and 
its operations. 
 
According to our findings, we can state that there is a difference in perception of 
satisfaction between the buyer and the user of Revenues’ educational services. This 
difference is partly due to a communication gap, i.e. discrepancies in service delivery 
and the external communications of the service provider, partly due to different level of 
fulfillment of expectations and partly due to differences in what the buyers and users of 
the service demand. The buyers want the service to be provided according to agreement 
and with a high quality and the users want the service to fit their personal preferences 
and level of knowledge. Therefore, we suggest a higher level of interactive marketing to 
provide the users with the same level of information about the service as the buyers 
have. We also suggest Revenues to listen to the users who thought that lecture was too 
long and that some parts tended to be repeated.  
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We did not find any difference between expected and perceived service quality which is 
reflected in the overall level satisfaction among the customers. 
 
The users would be more critical and demand more if they had to pay for the lecture 
themselves, thus the free purchasing does affect the perception of service quality. If the 
users would pay for the service, the expectations would be higher. 
 
We are pleased with the findings and results which we have used as basis when 
providing Revenues with recommendations. The results are valid and of high 
credibility, due to the large sampling frame and relatively high response rate, which 
makes the research useful for Revenues but also other similar companies providing 
services to customers where buyers and users are different groups. We believe that 
Revenues have succeeded with providing services with good quality since the overall 
perception after the survey was that Revenues have satisfied customers.  
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7. Credibility of the research 
The credibility of research findings are according to Saunders et al., (2003, pp. 100-103) 
are evaluated on the basis of reliability, validity and generalisability.  
 
7.1 Reliability 
Reliability concerns the consistency of measures over time and is measured in stability. 
One way of fulfilling this criterion is to be careful when designing and formulating the 
questionnaire (Bryman & Bell, 2007, p. 58). Important questions to ask when 
considering the reliability are according to Saunders et al. (2003, p. 101): 
- Will the results of the study be the same on other occasions? 
- Will the results be similar if the study is made by someone else? 
- Is the interpretation of the data transparent?  
 
Regarding the questionnaire we have tried to be as clear and coherent as possible, both 
with its design and language and content. As stated in 4.2 we have revised the 
questionnaire after the pilot distribution to ten individuals outside the actual sample. We 
are aware of the fact that we distributed the same questionnaire to both buyers and users 
may have been confusing to some extent. We noticed this as we identified a few 
inconsistencies in the answers. To reduce this confusion we attached clarifying subtexts 
to the questions that were supposed to be answered by either the buyers or users.  
 
To answer if the results will be the same if the study is made on other occasions we say 
that the general picture and the conclusion will be the same given that Revenues 
perform its lectures and has the same marketing strategy as they have today. If we 
assume that Revenues changes some parts of its educational services after our 
suggestions, the customers are likely to perceive the services differently in e.g. one year. 
This implies that our findings may not be equal if the same research is made in the 
future.  
 
According to our method and the access to the population we believe the same results 
will be generated by other researchers than us. The study might get other perspectives 
but given the same problem formulation and use of same theories, the overall 
conclusion will be the same. Details will differ from time to time but the overall picture 
is likely to be the same. Regarding the transparency of the data interpretation we have 
tried to enable the reader to follow our process. We have included all bar charts in the 
empirical findings. To clarify this chapter we have stated why we included a certain 
question in the questionnaire and added a short text to comment on what the bar charts 
actually represent. To support the data presented in the bar charts we included all 
frequency tables in the appendix. In the analysis and conclusion we have tried to cover 
the data in a logical and comprehensive order and also state why we think the way we 
do and also connect the data to the theories. 
 
7.2 Validity 
Validity is about if the researcher has measured what he or she initially intended to 
measure, if the findings are what they appear to be about (Ejlertsson, 2009, p. 99). 
 
Our aim with this research is to identify tendencies and to create an overall picture of 
the respondents’ perception of services. This implies that we have not used hypothesis 
testing and thus we will not comment on internal validity. However we sought to find 
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relationships and differences in the data from the buyers and users of services. This fact 
makes it a bit more complicated to measure the validity; there are no clear cut between 
yes and no or right and wrong as it is when conducting hypothesis testing. To answer 
the question if we really measure what we intended to, we want to comment on what we 
said in 2.2 about the ontological position. The different perceptions of e.g. the same 
questionnaire makes the question of validity more complex but as stated in 2.2 we have 
assumed that the respondents have answered according to what they really think and 
that the scales in our questions are equally perceived by the respondents. 
 
7.3 Generalisability 
Generalisability is also referred to as external validity, the ability to generalize the 
findings of the research. As mentioned throughout the report we can generalize the 
findings even though we have used convenience sampling. This due to our sampling 
frame is almost 80% of the total population. The findings will constitute useful 
information to Revenues which was our aim. Still, the ability to generalize within the 
company can be questioned due to the loss of respondents and how we have interpreted 
the data. The frequency of answers among the buyers of the service is high and 
therefore these answers will represent a fair view of what the respondents think. 
Regarding the users of the service, this number is significantly lower which lowers the 
ability to generalize. Overall we have seen the same tendencies and patterns in the 
users’ answers and we assume this to be representative for the remaining population. As 
mentioned in 7.1 we have been careful in analyzing the data and tried to base our 
conclusions the empirical data supported by the theories instead of leaping to own 
conclusions and beliefs.  
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8. Suggestions for further research 
Due to our time limit on this thesis, we could not go into every aspect of our topic. Our 
study introduced us to a relatively new field of study; the field of group dynamics. Since 
we have chosen the group dynamic factor as the only external factor affecting customer 
satisfaction, we found this particular topic appealing, and we believe that it would be 
rather interesting to go even deeper in the aspect of group dynamic. As stated in our 
recommendations for Revenues, group dynamics is the only factor that Revenues itself 
can not affect. Our suggestion for further research concerns the dilemma whether or not 
to control the factor of group dynamics, or allow the customers to create their own 
satisfaction.  
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10. Appendix 1 (Questionnaire) 
 
Revenues 
Survey – Customer satisfaction 
Hi, 
We are two students from Umeå School of Business at Umeå University. In cooperation 
with Revenues we are investigating the gap between buyers’ and users’ satisfaction. To 
clarify this we investigate the differences in satisfaction between the people who have 
purchased the educational services provided by Revenues and the people who have 
consumed the service (the participants of the lectures and workshops). The 
questionnaires will be the basis of our bachelor thesis in marketing. By filling out this 
questionnaire you will automatically participate in a lottery of ten “Trisslotter”. Your 
answers will of course be anonymous. Thanks for your participation! 
Gabriella Gall and Mattias Källström 
 

1. Age? 
18-25     26-35       36-45      46-55      56-65 
 

2. How did you get in touch with Revenues Services? 
Recommendation  Personal contact 
Commercial  Previous Assignments 
Other 
  

3. Was the first time you purchased or attended Revenues educational services?
  
Yes  No 
 

4. How were your expectations on the lecturer as inspirer? 
Very low 1 2 3 4 5 6 7 8 9 Very High 
 

5. How satisfied were you with the service? 
Very dissatisfied 1 2 3 4 5 6 7 8 9 Very satisfied 
 

6. How were your expectations on the content of the lecture? 
Very low 1 2 3 4 5 6 7 8 9 Very high 
 

7. To what extent were your expectations fulfilled? 
Very low 1 2 3 4 5 6 7 8 9 Very high 
 

8. To what extent do you believe that the group dynamics will affect the 
participants’ satisfaction? 
 

9. If you were satisfied, what was good? 
 

10. If you dissatisfied, what could have been better? 
 

11. Do you have additional suggestions to improve educational service? 
Lower price  Other content and structure 
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Smaller group  Bigger group 
Shorter lecture  Longer lecture 
More commitment  Other 
 

12. Will you purchase or use the service again? 
Yes  No 
 

13. If yes, motivate! 
 

14. If no, motivate! 
 

15. Have you participated in Revenues educational services? (If no, move on to 
Question 22) 
Yes  No 
 

16. How did you perceive the lecturer? 
Very bad 1 2 3 4 5 6 7 8 9 Very good 
 

17. How did you perceive the group dynamics during the lecture? 
Very bad 1 2 3 4 5 6 7 8 9 Very good 
 

18. To what extent have the lecture been useful? 
Very low 1 2 3 4 5 6 7 8 9 Very high 
 

19. How did you perceive the physical environment? 
Very bad 1 2 3 4 5 6 7 8 9 Very good 
 

20. How did you perceive the interaction between you as audience and the lecturer?  
Very bad 1 2 3 4 5 6 7 8 9 Very good 
 

21. If you as member of the audience would have to pay for the service, to what 
extent do you believe your perceived satisfaction would be affected by the price? 
Very low 1 2 3 4 5 6 7 8 9 Very high 
 

22. Have you purchased an educational service from Revenues? 
Yes  No 
 

23. Why did you choose to hire Revenues? 
Price  Quality (content and structure) 
Service Geographical location 
Recommendation Other 
 

24. How did you perceive the audience’s satisfaction? 
Very dissatisfied 1 2 3 4 5 6 7 8 9 Very satisfied 
 

25. Was the audience’s satisfaction other than what you have perceived? 
Yes  No 
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11. Appendix 2 (Frequency tables) 
 
 
 –Age? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-25 4 7.0 7.0 7.0 

26-35 15 26.3 26.3 33.3 

36-45 17 29.8 29.8 63.2 

46-55 15 26.3 26.3 89.5 

56-65 6 10.5 10.5 100.0 

Total 57 100.0 100.0  

 
 
How did you get the information about Revenues? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Recommendation 28 49.1 49.1 49.1 

Personal contact 18 31.6 31.6 80.7 

Commercial 3 5.3 5.3 86.0 

Previousproject 4 7.0 7.0 93.0 

Other 4 7.0 7.0 100.0 

Total 57 100.0 100.0  

 
 
Was it the first time that you comsumed a service provided by Revenues? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid yes 36 63.2 69.2 69.2 

no 16 28.1 30.8 100.0 

Total 52 91.2 100.0  

Missing System 5 8.8   

Total 57 100.0   
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How was your expectations on the lecturerer in terms of an motivater? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 4 1 1.8 1.8 1.8 

5 14 24.6 25.0 26.8 

6 12 21.1 21.4 48.2 

7 14 24.6 25.0 73.2 

8 11 19.3 19.6 92.9 

veryhigh 4 7.0 7.1 100.0 

Total 56 98.2 100.0  

Missing System 1 1.8   

Total 57 100.0   

 
 
How satisfied were you with the service? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 1 1.8 1.8 1.8 

3 1 1.8 1.8 3.5 

4 1 1.8 1.8 5.3 

5 5 8.8 8.8 14.0 

6 19 33.3 33.3 47.4 

7 15 26.3 26.3 73.7 

8 12 21.1 21.1 94.7 

Satisfied 3 5.3 5.3 100.0 

Total 57 100.0 100.0  
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How was your expectation on the lectures' content? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 5 13 22.8 22.8 22.8 

6 14 24.6 24.6 47.4 

7 16 28.1 28.1 75.4 

8 12 21.1 21.1 96.5 

Veryhigh 2 3.5 3.5 100.0 

Total 57 100.0 100.0  

 
 
Were your expectations met? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 1 1.8 1.8 1.8 

3 1 1.8 1.8 3.6 

4 2 3.5 3.6 7.1 

5 8 14.0 14.3 21.4 

6 14 24.6 25.0 46.4 

7 16 28.1 28.6 75.0 

8 12 21.1 21.4 96.4 

Veryhigh 2 3.5 3.6 100.0 

Total 56 98.2 100.0  

Missing System 1 1.8   

Total 57 100.0   
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In which degree do you think the group dynamics affects the consumers perception of 

satisfaction? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 5 10 17.5 17.9 17.9 

6 19 33.3 33.9 51.8 

7 8 14.0 14.3 66.1 

8 14 24.6 25.0 91.1 

Veryhigh 5 8.8 8.9 100.0 

Total 56 98.2 100.0  

Missing System 1 1.8   

Total 57 100.0   

 
 
Do you have any further recommendations for improvements by Revenues? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Lowerprice 4 7.0 8.7 8.7 

Different content 11 19.3 23.9 32.6 

Smallergroup 6 10.5 13.0 45.7 

Shorterlecture 22 38.6 47.8 93.5 

Longerlecture 2 3.5 4.3 97.8 

Greatercommittment 1 1.8 2.2 100.0 

Total 46 80.7 100.0  

Missing System 11 19.3   

Total 57 100.0   

 
 
Will you repurchase the same service again? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 31 54.4 54.4 54.4 

no 26 45.6 45.6 100.0 

Total 57 100.0 100.0  
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How did you perceive the group dynamics during the lecture? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 4 2 3.5 4.5 4.5 

5 19 33.3 43.2 47.7 

6 6 10.5 13.6 61.4 

7 8 14.0 18.2 79.5 

8 8 14.0 18.2 97.7 

Verygood 1 1.8 2.3 100.0 

Total 44 77.2 100.0  

Missing System 13 22.8   

Total 57 100.0   

 
 
Was the content to any use after the lecture? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3 1 1.8 2.1 2.1 

4 11 19.3 23.4 25.5 

5 9 15.8 19.1 44.7 

6 10 17.5 21.3 66.0 

7 9 15.8 19.1 85.1 

8 6 10.5 12.8 97.9 

Veryhigh 1 1.8 2.1 100.0 

Total 47 82.5 100.0  

Missing System 10 17.5   

Total 57 100.0   
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Have participated in a lecture provided by Revenues? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 32 56.1 58.2 58.2 

no 23 40.4 41.8 100.0 

Total 55 96.5 100.0  

Missing System 2 3.5   

Total 57 100.0   

 
 
Have you engaged Revenues? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 18 31.6 32.7 32.7 

No 37 64.9 67.3 100.0 

Total 55 96.5 100.0  

Missing System 2 3.5   

Total 57 100.0   

 
 
How did you perceieve the lecturer? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 5 5 8.8 12.5 12.5 

6 13 22.8 32.5 45.0 

7 10 17.5 25.0 70.0 

8 10 17.5 25.0 95.0 

Verygood 2 3.5 5.0 100.0 

Total 40 70.2 100.0  

Missing System 17 29.8   

Total 57 100.0   
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What was your impression of the servicescape? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very bad 1 1.8 2.8 2.8 

3 2 3.5 5.6 8.3 

4 3 5.3 8.3 16.7 

5 17 29.8 47.2 63.9 

6 9 15.8 25.0 88.9 

7 3 5.3 8.3 97.2 

8 1 1.8 2.8 100.0 

Total 36 63.2 100.0  

Missing System 21 36.8   

Total 57 100.0   

 
 
What was your impression of the interaction between the lecturer and the audience? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very bad 1 1.8 2.4 2.4 

2 1 1.8 2.4 4.9 

3 1 1.8 2.4 7.3 

4 1 1.8 2.4 9.8 

5 9 15.8 22.0 31.7 

6 14 24.6 34.1 65.9 

7 7 12.3 17.1 82.9 

8 6 10.5 14.6 97.6 

Verygood 1 1.8 2.4 100.0 

Total 41 71.9 100.0  

Missing System 16 28.1   

Total 57 100.0   
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If you, as the audience, would have to pay for the lecture, would that fact have affected your 

perception of satisfaction? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 2 1 1.8 2.5 2.5 

4 1 1.8 2.5 5.0 

5 5 8.8 12.5 17.5 

6 2 3.5 5.0 22.5 

7 16 28.1 40.0 62.5 

8 13 22.8 32.5 95.0 

Veryhigh 2 3.5 5.0 100.0 

Total 40 70.2 100.0  

Missing System 17 29.8   

Total 57 100.0   

 
 
What was the reason why you chose to engage Revenues? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Quality 7 12.3 29.2 29.2 

Service 3 5.3 12.5 41.7 

Geographical position 1 1.8 4.2 45.8 

recommendation 11 19.3 45.8 91.7 

Other 2 3.5 8.3 100.0 

Total 24 42.1 100.0  

Missing System 33 57.9   

Total 57 100.0   

 

 

 

 

 

 

 
 
How did you perceive the audiences' satisfaction? 
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Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 1 1.8 3.7 3.7 

3 1 1.8 3.7 7.4 

4 1 1.8 3.7 11.1 

5 5 8.8 18.5 29.6 

6 6 10.5 22.2 51.9 

7 8 14.0 29.6 81.5 

8 4 7.0 14.8 96.3 

Satisfied 1 1.8 3.7 100.0 

Total 27 47.4 100.0  

Missing System 30 52.6   

Total 57 100.0   

 
 
Was the audience perception of satisfaction different from what you have experienced at 

the same lecture? 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 9 15.8 36.0 36.0 

No 16 28.1 64.0 100.0 

Total 25 43.9 100.0  

Missing System 32 56.1   

Total 57 100.0   

 

 

 

 

 

 

 

 

 
 
How satisfied were you with the service? (User) 
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Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 4 1 3.1 3.1 3.1 

5 3 9.4 9.4 12.5 

6 11 34.4 34.4 46.9 

7 12 37.5 37.5 84.4 

8 4 12.5 12.5 96.9 

Satisfied 1 3.1 3.1 100.0 

Total 32 100.0 100.0  

 
 
How satisfied were you with the service? (Buyer) 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 5 3 15.0 15.0 15.0 

6 7 35.0 35.0 50.0 

7 3 15.0 15.0 65.0 

8 6 30.0 30.0 95.0 

Satisfied 1 5.0 5.0 100.0 

Total 20 100.0 100.0  

 

Were your expectations met? (User) 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 1 3.1 3.1 3.1 

3 1 3.1 3.1 6.3 

4 1 3.1 3.1 9.4 

5 3 9.4 9.4 18.8 

6 10 31.3 31.3 50.0 

7 9 28.1 28.1 78.1 

8 7 21.9 21.9 100.0 

Total 32 100.0 100.0  

 
 
Were your expectations met? (Buyer) 
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Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3 1 5.0 5.3 5.3 

5 1 5.0 5.3 10.5 

6 3 15.0 15.8 26.3 

7 6 30.0 31.6 57.9 

8 7 35.0 36.8 94.7 

Veryhigh 1 5.0 5.3 100.0 

Total 19 95.0 100.0  

Missing System 1 5.0   

Total 20 100.0   

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

      

      

     

     

     

     

     

     



- 67 - 
 

      

     
 
 
 
 


	Kallstromfront
	Kallstrom
	Parasuraman A., Zeithaml Valarie A., Berry Leonard L., 1985, A Conceptual Model of Service Quality and Its Implications for Future Research, The Journal of Marketing, vol. 49, No. 4


