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Fields of special interest

Customer Switching Behavior. Customer switching behavior takes an actual-behavior
approach to studying customer relationships. Switching is the departure of the
approach to customer relationship and switching is recalled as a switching process
(switching path) and includes accordingly both the switched-from and switched-to
relationships. This perspective represents a gap in the literature on customer
relationships

Method development. The field of interest includes method development for mapping
relationships, the qualitative method for the purpose is labelled SPAT (Switching Path
Analysis Technique, 1999). The quantitative enlargement is done at CTF, (Centrum for
Tjansteforskning/Center for Service Research) in Sweden and aims at achieving a new-
generation loyalty model that includes a trigger function which is based on the catalytic
nature of the “Switching-path logic” (SPAT). Published in Journal of Marketing
2005/October

Customer Clubs. The special area of loyalty programs that is labelled customer clubs
are one part of the general loyalty research. Customer clubs have been the focus
during a few years and resulted in two publications. A special modification of SPAT
called the SPAT mechanism was applied to customer relationships with the special
attention to customer clubs. The findings show the role of customer clubs in telecom-
customers’ relationships. The role appeared to be more complex compared to the
assumed function of the club



Loyalty. 2002- The direct implication of the method development for mapping
customer relationships was to look at the implication of the Trigger logic for the loyalty
research. The long-term empirical studies amongst telecom customers, 6 years, have
revealed an interesting switching pattern. Customers seem to follow a certain pattern
not only when they switch but also when they stay loyal. The customer-perceived
triggers tell already at the switching moment much about the duration of the switched-to
customer relationship

Emotions. During 2005 and 2006 a new area of interest has been initiated. The role of
emotions for customer relationships is in focus. SPAT has been applied to telecom-
customer relationships and surprisingly many emotions have been connected to the
switching situations. The results imply that relatively weak emotions influence frequent
switching considerably. Stress, for example, is included in frequent switching

Customer-Support Service. During 2005- 2006 a new project was initiated that focuses
on the customer-support service function in telecommunication. This particular function
is a part of almost every company in different industries. However, it is rarely studied.
The perspective on customer-support service in this project is the customers’ which is
achieved by applying the SPAT-mechanism. The customers’ perception of the
importance of the function of customer support for the relationship duration is
emphasized. Findings imply an interesting connection between a company’s image and
their support service

Active and passive customers. During 2008 a new project was initiated that focuses on
the enhanced understanding of loyalty through a deeper understanding of the
difference between active and passive customers. When the customers’ evaluation is
related to actual behavior new insights occur. The fact that some customers are active
while others are passive has been ignored when connecting customers’ evaluation to
loyalty. The goal and simultaneously the outcome of the new project, LET (Loyalty
Enhancing Tool), that takes into account actual behavior and active and passive
customers is accordingly developed in two different kinds of organization. Today,
customer evaluation of the focal companies is often understood in terms of high or low
figures. In fact, valuable customer messages for companies are embedded in the
evaluations, only an appropriate tool for being able to comprehend the communication
is needed. The development of LET represents a big step towards a better
understanding in companies for their customers in terms of distinguishing between
important and less important factors for loyalty when improving their service. Tentative
results show that one dimension of the difference between active and passive
customers is embedded in their ability to express and communicate the character of
their relationships. Knowledge about the relationships is imperative for loyal customer.
This project searches for the right knowledge to communicate to customers for
enhanced loyalty

Loyalty-enhancing communication. The LET-project developed and tested during the
late stage the outcome i.e. the Loyalty Enhancing Tool — LET, which is the result of the
cooperation between two Swedish companies and a research team, one telecom
company and one airport, and a research team from CTF (Service research Center) at
Karlstad University. The development of LET- Loyalty Enhancing Tool represents a big
step towards a better understanding in companies for how relationship understanding
and a loyalty-enhancing communication are connected. In the LET-project different
kinds of communication were tested on samples of the telecom company’s database
including 4 million customers. The results were surprisingly good for the confirmation of
a better acceptance of communication amongst customers when the base for it is
actual behavior. Given the known link between knowledge of the relationships and
loyalty in literature the importance of a communication seems to be to possessing the
ability to get through the flow of communication because it corresponds to what
customers experience interesting and necessary knowledge for them.

Reviewer international journals
Editorial board
1. International Journal of Service Industry Management
2. Journal of Service Research

Ad hoc reviewer




Managing Service Quality

Journal of Marketing Management

Journal of Marketing

Journal of the Academy of Marketing Science
Service Industries Journal

Thunderbird International Business Review

N o o b~ w0 D=

International Journal of Information Technology & Decision Making

Long-term research and planning, application of SPAT (Switching Path Analysis
Technique)

Clients

Aktia
Handelsbanken
Herrfors Ab/QOy
Hufvudstadsbladet
LFV (Luftfartsverket)
SBAB

SEB

Telia Sonera

Kamppi

Publications

1. National and International Marketing Journals

1.

Roos, Inger (1999), “Switching Processes in Customer Relationships,” Journal of
Service Research, Vol. 2, No. 1, August 1999, pp. 376-393.

Roos, Inger (1999), “Bytesprocesser i kundrelationer,” Journal of the Economic
Society of Finland, Vol. 52, No. 3, pp. 155-159.

Roos, Inger (2001), “Foéretagsledaren — en ldank i en dynamisk
marknadsféringsfunktion,” The Journal of the Economic Society of Finland, Vol. 54,
No. 2, pp. 85-92.

Edvardsson Bo and Inger Roos (2001), “Critical Incident Techniques-Towards a
framework for analysing the criticality of critical incidents,” International Journal of
Service Industry Management, Vol. 12, No. 3, pp. 251-268.

Liljander Veronica and Inger Roos (2002), “Customer Relationship Levels-From
Spurious to True Relationships,” Journal of Service Marketing, Vol. 16, No. 7, pp.
593-614.

Roos, Inger (2002), “Methods of Investigating Critical Incidents: A Comparative
Review,” Journal of Service Research, Vol. 4, No. 3, February, pp. 193-204.

Edvardsson Bo and Inger Roos (2003), “Customer Complaints and Switching
Behavior- A Study of Relationship Dynamics in a Telecommunication Company,”
Journal of Relationship Marketing, 2, (1/2), 43-68.

Roos, Inger, Bo Edvardsson and Anders Gustafsson (2004), “Customer Switching
Patterns in Competitive and Non-Competitive Service Industries,” Journal of Service
Research, Vol. 6, No. 3, pp. 256-271.

Gustafsson Anders, Inger Roos and Bo Edvardsson (2004), “Customer Club in a
Relationship Perspective-a Telecom Case,” International Journal Managing Service
Quality, Vol. 14, No 2/3, pp. 157-168.

10. Gustafsson, Anders, Michael D. Johnson and Inger Roos (2005) “The Effects of

Customer Satisfaction, Relationship Commitment Dimensions and Triggers on



11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Customer Retention,” Journal of Marketing, Volume 69, Number 4 (October) CRM
Special Section, 210-218.

Roos, Inger, Anders Gustafsson and Bo Edvardsson (2005), “The Role of Customer
Clubs in Recent Telecom Relationships,” International Journal of Service Industry
Management 16 (5), 436-454.

Edvardsson, Bo, Anders Gustafsson and Inger Roos (2005), "Service Portraits in
Service Research - A Cricital Review," International Journal of Service Industry
Management 16 (1), 107-121.

Roos, Inger, Anders Gustafsson and Bo Edvardsson (2006), “Defining Service
Quality for Customer-Driven Business Development - a Housing-Mortgage Company
Case,” A Special Issue of The International Journal of Service Industry Management,
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