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ABSTRACT
The overall aim of the study was to find out how the relationship marketing is implemented in Biofonte Ltd. This aim was reached by setting up five objectives: 
1. To develop the case of Biofonte Ltd. in the context of a discussion

of relevant relationship marketing models for the wholesale chemical industry
2. To audit  Biofonte´s relationship marketing capability.
3. To evaluate Biofonte Ltd.´ form of relationship marketing
4. To recommend an action plan to enhance Biofonte Ltd.´ s relationships

marketing efficiency

5. To recommend future research possibilities in this discipline
The review of literature analysed the relationship marketing elements specific in the chemical wholesale industry in Finland .The conclusion were drawn from these in order to audit Biofonte Ltd´s capability to conceptualize relationship marketing. The Biofonte Ltd case study was constructed based on the review of literature. The case study used qualitative data collection methods, which were documentation, archival records, interviews and participant observations. 
The results showed clearly that there is a need for further investments in CRM technology in Biofonte Ltd. The investments in CRM technology would bring both the internal and external customers closer together because the information would be more easily available for everybody. The investments would help Biofonte Ltd to move closer to the diamond type of bond model because different employees in the customers´ different departments could use the information available in extranet. The results also showed that there is a need to improve the customer segmentation in Biofonte Ltd. After the segmentation is made in customer groups Biofonte Ltd will be able to define in which customer segments the relationship marketing programs are the best and in which customer segments the transaction marketing is the best. 

The results of the Biofonte research also gave recommendation for the future efficiency in the relationship marketing strategies at Biofonte Ltd. The first recommendation was connected with the improvements in internal marketing and the management style of the company. The in-depth interviews  showed that the knowledge sharing has not been open enough in Biofonte Ltd and the sosiotetechnical interactions has not either been good enough between Jussi Kääntä and the employees.

 The results showed that the improvements in internal marketing should be combined with service augmentation and relationship customising in the future relationship marketing strategies in Biofonte Ltd . There are good possibilities to succeed in this because Biofonte Ltd already has a relatively good team spirit and service oriented culture.
1.0      STUDY RATIONALE 
1.1      DEFINING RELATIONSHIP MARKETING

In this section the researcher will define the relationship marketing theories. These theories will be used as common guidelines through the whole dissertation.

Grönroos (2000) discusses transaction marketing and defines it to be marketing where the focus is to create purchases and singular exchanges (or transactions). Grönroos continues that since the 1970s a new marketing approach has emerged based on the notion that interactions between the service providers or suppliers of goods and industrial buyers and their customers-buyer-seller interaction-are important elements in marketing because the way in which these interactions are managed has an impact on the purchasing behaviour of buyers. In other words Grönroos takes up the relationship between the service provider and buyer. He emphasises that the interactions between the service provider and the buyer are significant. This is very important because he refers to augmented services, to internal marketing, which actually provides the elements for the external relationship marketing, and to the functional quality of the service. 

Gummesson (1999) defines transaction marketing as the one shot deal; the opposite to relationship marketing. In transaction marketing the fact that a customer has bought a product does not forecast the probability for a new purchase not even if a series of purchases have been made. A customer may repeatedly use the same supplier because of high switching costs, but without feeling committed to the supplier or wanting to enter to a closer relationship. Transactions lack history and memory and they do not get sentimental. The importance of high switching costs cannot be underestimated in the chemical wholesale industry in Finland, because testing new chemicals requires a lot of recourses in the testing laboratories and in the production. In other words it is important to understand that the customer retention does not always depend only on the functional quality.

Kotler, et al (2001) define relationship marketing as a process of creating, maintaining, and enhancing strong, value-laden relationships with customers and other stakeholders. The goal of relationship marketing is to deliver long-term value to customers and the measure of success is long-term customer satisfaction.

Grönroos (2000) defines relationship marketing as identifying and establishing, maintaining, and enhancing, and when necessary terminating relationships with customers (and other parties) so that the objectives regarding economic and other variables of all parties are met. This is achieved through a mutual exchange and fulfilment of promises. Such relationships are usually, yet not necessarily always, long-term. Grönroos regards a service perspective as a strategic perspective. He writes, that service perspective means that a role of service components in customer relationships is seen as strategic. The core solution, whether a physical good, or a service, has to be good enough to provide a competitive advantage, but this is not enough in the marketplace. He continues that a sustainable competitive advantage is the development of every element of the customer relationship, including all types of services to be offered as a package to the customer. 
Gummesson (1999) has adopted a broader view of relationship marketing. He argues that total relationship marketing is marketing based on relationships, networks and interaction, recognising that marketing is embedded in the total management of networks of the selling organisation, the market and society. It is directed to long-term win-win relationships with individual customers, and value is jointly created between the parties involved. It transcends the boundaries between specialist functions and disciplines. It is made tangible through the thirty market, mega and nano relationships, the 30 Rs. It can be questioned whether Gummesson´s broader view is too far away from the reality of the buyer and seller interaction. On the other hand the world is becoming more global and the role of networks is also more important.

Egan (2001) points out that the environment of relationship marketing is not only the market and society but it also includes the company organization and it is, therefore, dependent on changes in organizational design. Internal marketing is widely seen as a prerequisite for the successful implementation of relationship marketing. If internal marketing is neglected then external marketing suffers or fails. In other words internal and external marketing are processes closely linked together. 

1.2       DEVELOPMENTS IN MARKETING IN CHEMICAL WHOLESALE INDUSTRY IN FINLAND    

According to Bergman (1994) Algol Ltd, the biggest Finnish chemical wholesale company in Finland was established 1896. In those days the chemical wholesale trading companies (agent) were concentrating the efforts on finding new customers in Finland and they acquired constantly new principals (chemical producers) in Europe and the USA. In those days the manufacturers especially in the USA considered Finland a very remote area and   were actively looking for local agents to sell their products in Finland. A good example mentioned by Bergman is the company Golbeck-Löwe, a manufacturer of chemicals for the mills. As early as 1898 the company invited Algol Ltd to open negotiations on representing them in Finland. Good personal relationships both with the customer and the principal were the key elements in marketing. The customers were not able to speak foreign languages and the agent gave help to them in translating the technical datasheets of chemical products. The agent did not keep the product in the warehouse for the customer. The products were delivered directly from the producer to the customer and the agent received a certain percentage of the deal as a commission.

The business was made with singular transactions and the long term relation with the customer was not considered to be the key issue. On the other hand, the importance of the personal relationships with the customers was already understood in those days.

4p was dominant way of marketing in the 1960´s. The agent had to start to think more about the added value and the service elements it could bring to the customer. Marketing started to include more and more supply chain elements. Local warehouses were built and expanded and the Finnish customers were able to receive chemicals quickly after placing the order to the agent.

The KPMG International article Snapshot (2003) describes the new demands made on the chemical distributors today. Christian Jourquin, General Manager of Solvay Chemicals, says in the article that distributors should not only be the commercial arm serving the final customer. He also argues that chemical distributor should also be a partner offering new innovative services which increase profitability of the customer, such as stock management, formulation, packing and drumming, optimising transportation models and even running the operations in the plants of manufacturers. The clear tendency in marketing is to find real win-win situations with the customers in building up such services and networks which give a tight link between the customer and the distributor.

Some of the bigger customers have now moved away from the single transaction interactions with their chemical suppliers. These leading corporate buyers have built an advantaged supply network. Jackson and Winkler (2004) argue that an advantaged supply network does not have pricing self-interest as the only basis for the buyer-supplier relationship; rather it aims for participants in the network jointly to create competitive advantage from diverse sources.

Fermont (2002) takes up the importance of training the employees in the chemical distribution company further in order to improve the skills to repack the bulk chemicals. He argues that there are only a few chemical distributors of bulk chemicals where the workers of the distributor are competent enough to pack the bulk chemicals into smaller containers. The people have to be trained to repack the bulk chemicals. 

1.3      THE CRITICAL ANALYSIS OF RELATIONSHIP MARKETING IN    

                           THE CHEMICAL WHOLESALE INDUSTRY

The researcher will discuss relationship marketing elements specific in the chemical wholesale industry in Finland in sections 2.1 up to 2.8  .The conclusion will be drawn from these in order to audit Biofonte Ltd´s capability to conceptualize relationship marketing. Jarrat (2004) divides relationship capability, in other words the structural attributes of systems, processes and sources of learning, into three elements, which are a functional infrastructure capability, an interactive learning capability and a behavioural capability. She suggests the functional infrastructure capability means a  relationship management system, a relationship experience and a relationship memory; the interactive learning capability means capturing both generative and adaptive learning about relationship management; and the behavioural capability means capturing behaviour that supports learning and the dissemination of learning, a cooperative culture and the implementation of new relationship management capability knowledge (relationship collaboration, relationship flexibility and relationship management change).  The contents of these elements will be discussed in more detail in sections 2.1 up to 2.8. Jarrat (2004) draws the following conclusions:

1. Capabilities are defined as core if they differentiate an organisation strategically and they may be referred to as organizational competencies.

2. Capabilities integrate knowledge, process and learning. This integration can generate superiority in performance, building efficiency, effectiveness and consistency in task performance through the interaction of people, technical systems, managerial systems and organizational culture.

3. In dynamic environments an organization must have the ability to learn and it must apply the learned knowledge at a faster rate than its competitors.

4. The organizational learning mechanism will only be productive when embedded in a culture that exhibits shared norms and values to support capability. Thus the systems and mechanisms that are integral to an effective relationship management capability will only yield rent where there is a collaborative culture, exhibiting openness and teamwork.

5. As learning organizations have close relationships with other organizations in the value chains, it is likely that an effective and efficient relationship management capability is critical for their growth.

6. The relationship management capability must evolve as new systems, processes, technologies and knowledge emerge. The flow of information of a company’s client organizations and the markets enhance an organization’s ability to reconfigure the value it creates and become embedded in the client organization’s value chain, creating a competitive advantage.

1.4      BIOFONTE LTD TODAY

Biofonte Ltd is in year 2000 established chemical wholesale company located in town Espoo in Finland. The company employs 15 people. There are two sales managers, 10 sales men, two assistants and a managing director. Four people are located in Espoo office and the sales men work from their homes in local towns in Finland. The sales men work on the bonus based salaries as well as the sales managers partly do. The assistants and the managing director of the company have fixed salaries. The Biofonte Ltd´s products are mainly sold in the industrial and in the communal sectors. The products include a range of repacked products for example the ones that are used in the hygienic, safety and maintenance applications. Biofonte Ltd has more than 100 hundred customers and it delivers its products from the warehouse with short delivery times. The warehouse is located in Vantaa town approximately 30 km from the office.

Biofonte Ltd has Nova program, where the invoicing to the customers and the material handling to the warehouse are coordinated. Biofonte Ltd is obviously an SME, therefore this form of organisation traditionally values partnerships/partnerships as a normal part of its operating ethos (Spence, 2000).
1.5      THE AIMS AND THE OBJECTIVES OF THE DISSERTATION

The general aim of this dissertation is to find out how the relationship marketing is implemented in Biofonte Ltd.

In order to achieve this general aim the following objectives are set:

1.      To develop the case of Biofonte Ltd. in the context of a discussion
of relevant relationship marketing models for the wholesale chemical industry.
2.      To audit  Biofonte´s relationship marketing capability.
3.      To evaluate Biofonte Ltd.´ form of relationship marketing

4.      To recommend an action plan to enhance Biofonte Ltd.´ s relationships

marketing efficiency

   5. To recommend future research possibilities in this discipline
This dissertation is exploratory and analysis of the chemical distribution industry in Finland, rather than testing a hypothesis. The literature on relationship marketing will inform the data collection and analysis process.

2.0     THE REVIEW OF THE LITERATURE

2.1     CHOOSING THE RELATIOSHIP MARKETING APPROACH

            IN THE BIOFONTE LTD RESEARCH

Egan (2003) suggests that there is a growing divide in relationship marketing research between the holistic view of diverse organizational relationships and those who wish to return to the concentration of customer-supplier dyad. He mentions authors like Christopher et al (2002) and Gummesson (1999), who broadened the traditional view of relationship marketing and made it more and more holistic.

Christopher et al (2002) broadened the traditional view of relationship marketing from managing the relationships with the customer groups to managing the model of the six markets. They define the six markets as customer, supplier/alliance, influence, referral, internal and employee markets.

Christopher et al´s (2002) view of relationship marketing is already rather broad although it is not as broad as Gummesson´s (1999), which links practically everything in relationship marketing as explained in section 1.1. On the other hand, Kotler et al´s (2005) view is narrower concentrating on the company itself and on their customers. This way Kotler et al (2005) represent  those relationship marketers  like Egan (2003) suggests who wish to return to the concentration of customer-supplier dyad. At the same time it can be said that the broader views  Christopher et al´s (2002) and especially Gummesson´s (1999) represent are far away from the view of Kotler et al´s (2005) view, because they tend to expand the relationship marketing practically to the whole society. When comparing Kotler et al´s view with Jarrat´s (2004) view one can find similarities. Jarrat (2004) talks about the flow of information of a company´s client organisations and the markets enhance the organisation´s ability to reconfigurate the value it creates. Same way Kotler et al (2005) choose relationship managers for the key customers in order to learn more about the client organisation. Both Jarrat(2004) and Kotler et al (2005) give importance for training.  Kotler et al´s (2005) view emphasizes the process of creating, maintaining and enhancing strong, value-laden relationships with customers and other stakeholders. Their view is based on customer retention and loyalty and they encourage the companies to set up a relationship marketing programme consisting of the following requirements:

1. Identifying the key customers meriting relationship management.

Choosing the largest or the best customers or the ones showing best growth potential.

2. Assigning a skilled relationship manager to each key customer.

Training the salesperson for that - the person should show characteristics that match or appeal to the customer.

3. Developing a clear job description for the relationship managers.

Describing their reporting relationships, objectives, responsibilities and evaluation criteria. Making the relationship manager the focal point for all dealings with and about the customer and giving the relationship manager only one or few relationships to manage. 

4. Having each relationship manager develop annual and long-range customer relationship plans.

These plans should state objectives, strategies, specific actions and required recourses

5. Appointing an overall manager to supervise the relationship managers.

This person will develop job descriptions, evaluation criteria and resource support to increase relationship manager effectiveness.

On the other hand, Kotler et al´s (2005) view pays attention to the fact that it is not always beneficial to use relationship marketing as a marketing tactic. That is the reason why the company has to decide which kind of relationship it wants to build with its customers. This way it also can be compared with Grönroos view (2000) of transaction marketing with singular purchases. Kotler et al (2005) define five different relationships that can be formed with customers. These are basic, reactive, accountable, proactive and partnership relationships. In the basic relationship the company sells the product and does not follow it up in any way; in the reactive relationship the salesperson sells the product and encourages the customer to call whenever a problem occurs; in accountable relationship the salesperson calls the customer after the delivery in order to check if the product is meeting the expectations and the salesperson solicits from the customer any product improvement suggestions or disappointments. This information will be used to continuously improve the offering; in proactive relationship the salesperson phones the company from time to time with suggestions of new product developments or new products; in partnership relationship the company works continuously with the customer and other customers to discover ways to deliver value better.

Donaldson and O` Toole (2004) claims that there are four main relationship structures in buyer- seller relationships. These are bilateral, recurrent, dominant partner and discrete and they argue that the classification provides managers with a mechanism for analysing and planning for the development of their inter- firm relationships.

Payne et al (1999) define five different relationship marketing strategies from which one can choose when making a relationship marketing plan. The strategies are core service strategy, relationship customization, service augmentation, relationship pricing and internal marketing. These strategies are not necessarily independent of one another and one can use them simultaneously as Payne et al (1999) explain.

As a conclusion of section 2.1 the following conclusions can be drawn:

1. The research will follow mainly the Kotler et al´s (2005) narrower view on sections 2.2 to 2.7. The reason for choosing the narrower view is that it takes customer-supplier focus in the internal and external relationship marketing, which gives the best chances to audit if a company has the capability of implementing relationship marketing. On the other hand, if a company does not have it, the narrower view will give the best solutions for the future improvements in relationship marketing.

2. Sections 2.1 to 2.7 will concentrate on theories, views and studies, which illustrate relationship marketing and relationship marketing strategies. Several examples specific in the Finnish chemical wholesale industry will be linked to these in order to give the reader a better understanding and idea of the relevant issues in the Finnish chemical wholesale industry.  These will also give the researcher the background to choose the specific topic to be researched in Chapter 3.

2.2      THE ROLE OF PRODUCTS, SERVICES AND THE FUNCTIONAL

            FUNTIONAL QUALITY OF THE SERVICES

McCormick (2004) claims that outstanding customer service is the key to customer retention, growth and profitability. He supports Parvatiyar´s (2000) and Christopher et al´s (2002) ideas that the focus of relationship marketing is on customer retention because it is less costly than acquiring new customers. McCormick (2004) says that most companies lose money during the first year of the customer relationship. He continues that the customers that buy multiple products and services are much more likely to remain customers; in general, customer retention improves from 50% to over 90 % retention when a customer buys a second product from the company and the longer customers are retained, the more profitable they become. On the other hand the customer relationship may also age like the Spilva case will illustrate later in section 2.4. 

Payne et al (1999) define a customer-retaining marketing mix to include products extras, reinforcing promotions, sales force connections, specialized distribution and post-purchase communication.  The elements in the customer –retaining marketing mix illustrate very well the specifics in the customer service in the chemical distribution industry in Finland. These will be discussed underneath.

The promise how a company delivers the service to customers, brand of the company, exemplifies product extras. Cohen (2004) defines the brand in his relationship marketing map as strengthening the customer connection by developing employees to behave in ways that are consistent with the brand promise. This is done hoping that when the customer buys the specific product and service related to that brand of a company they would remember that always repeating the purchase.

 The reinforcing promotions targeted normally to existing customers include for example periodic newsletters (ALBA, 2004) on the internet or mailed to the customers, golf tournaments or other marketing incentives to the customers. The specialised distribution, illustrated by Aspokem Ltd (ASPO, 2004; BCS, 2004), means product repacking or a local warehouse where the customers can buy even small amounts of products or a wide range of different products with a short delivery time. Sales force connections and post-purchase communication include the ability of the people in a chemical wholesale company to listen and help the customers with their problems and questions (HER, 2004, ALBA, 2004). 

McKinsey (2004) discusses the product portfolio and the augmented services from the financial perspective. The study divides the product portfolio into commodities, specialty chemicals and a diversified mix of products. The study suggests that the company has opportunities to improve its financial performance with each of the three portfolios if they have capabilities to utilize the product portfolio in such a way that the added value service will bring revenues. This is a typical case in the chemical wholesale industry where a company has chosen a service augmentation strategy from Payne et al´s (1999) relationship marketing strategies. A good example is the way how Basic Chemical Solutions Ltd (BCS) has pioneered corrosive specialty chemical mini-bulk deliveries since 1959. The company is delivering the corrosive chemicals in bulk and in customized mini-bulk storage tanks even the size of 400 litres. The small packaging size benefits both big and small customers. The big customers can use it in special factory conditions where space is limited and the small customers are able to buy a small amount of the product suitable for their limited production. It can also be argued that Basic Chemical Solutions Ltd can charge much more for the small storage tanks compared to bulk deliveries so it is economically sound, if Basic Chemical Solutions Ltd has a system to calculate the cost related to the packing and the market in order to price profitably the service of packing and bulk deliveries to their customers.

Simonetti et al (2004) argue that many chemical companies are unable to understand the market and they claim that one must know who buy because of the price as opposed to those who are willing to pay for the specific services because they truly value them. The Mckinsey report, a Basic Chemical Solution Ltd case and Simonetti´s arguments are important for the research because they emphasize the importance of knowing the customers´ needs when planning the CRM and relationship marketing program or as Tzokas and Saren (2004) claim that an organization’s ability to enjoy a long-term competitive advantage is closely related to its capacity for knowledge creation, dissemination and use.

Brown and Gulycz (2002) define the customer needs that a company planning the CRM as part of the relationship marketing program should know. These are customer buying practises, defection patterns, rewards and incentives that have value, opportunities for the personalization of offers, appropriate timing and frequency of customer promotions, effective customer retention programs and actions that make a difference. These and other issues linked to the overall quality of the company can be measured in Balance Scorecard system as Bang & Bonsomer Ltd does (BABO).  Cohen (2004) adds that the best way to strengthen the connections with the customers is through learning solutions and performance improvement technology so that the organization’s systems, processes and resources are dedicated to addressing its customers´ needs. In other words, it is the way how an organization’s brand is promised to be delivered over and over again as Cohen (2004) points out. The way is to train people to behave in a consistent way with help of continuous training programs as Cohen (2004) explains.

As external needs have to be linked to internal needs it is important to know the internal needs of the company, in other words to understand the organisation. Brown and Gulycz (2002) suggest an organisational performance program, which should include understanding of the structure and people in the organisation, financial strategy, service and products, process and delivering channels, infrastructure and enabling supports and the marketing strategy of the company. The structure and people means understanding if the organizational structure supports the roles and authorities to have CRM, if people have right skills, knowledge and capacity to use CRM and how committed staff would be to have CRM. Financial strategy questions if a company spends enough on people and if the investments on people and technology to have CRM is paying off. Service and products asks if the products and services of the company meet customer needs and expectations. The process and channels measures the methods of delivering customer service such as phone, web, email fax and in person.  The infrastructure and enabling supports measures if the company has the required technology and training programs to support CRM, if the leadership is appropriate and if CRM champions are used through the whole organisation. Market strategy tells if the company is reaching the customers well enough with sales campaigns and other sales promotions.

Grönroos (2000) defines perceived quality by two factors: what customers expect and what they experience. So every customer whether big or small has their own view of quality. A quality gap is defined by Christopher et al (1996) as mismatch between these two factors. The minimum requirement for the customer satisfaction like Egan (2001) explains is that a company must get the core product or service right; otherwise the whole relationship is at risk. Egan defines a core product or service as one of the customer satisfaction drivers; the others are support services, technical performance, elements of customer interaction and affective dimension of services. All these elements excluding the core product or service will define how the service is delivered to the customer. Grönroos (2000) calls this functional quality of the service provided. It demonstrates a core service strategy from Payne et al´s (1999) relationship marketing strategies.  

A satisfied and loyal customer is a good referral source for the product and service provider. The customer starts to tell positive things about the provider’s products to other people. Kotler et al (2001) call this word-of-mouth influence, which they define as communication about a product between target buyers and neighbours, friends, family members and associates. Albany International Ltd (ALBA, 2004) newsletter exemplifies a long term valued relationship where the service supplier and the buyer will become closely committed to each other.  Kimmo Sarin, the production manager of UPM KYMMENE Ltd. says that they are pleased with the reliable paper dryer fabrics supplier Albany Ltd and to the technical sales people of Albany Ltd. 

 The ALBA (2004) case is important to the study because it will be used as learned experience how to utilize old positive experiences with the customers to become as referral sources in the future relationship marketing. 

Rytkönen (1999) studied 225 customers in chemical, plastics, paint, construction, food, textile, rubber and paper industries. Rytkönen interviewed the purchasing, laboratory, maintenance and production people at the customers. The main topics studied were the core and augmented products, price, personal contacts, the process of buying, information flow from the seller to the customer, personal selling and the behaviour of the sales and technical people, logistics, trustworthiness and recourses of the seller. These topics were selected because they have the biggest impact on relationships between the customers and the suppliers in the Finnish chemical wholesale industry. Rytkönen also compared the importance of different items, which the main topics consist of, between 1996 and 1999. He found out that the right price/quality correlation, the product recognisibility, the claim handling, the supplier and the product availability have increased their importance at the customers. Rytkönen also found that it was important for the customers to have the possibility to buy several products from one supplier. This shows the tendency in the market that the customers are willing to build closer relationships with the suppliers who can offer a wide range of products to them.

Rytkönen´s (1999) study has an important implication for the research because it shows the key experiences already learned and known between the supplier and the customer in the Finnish chemical industry. 

Therefore the academic research suggests that any company wishing to employ relationship marketing should set up a system incorporating following features:

1. Clear objectives what the system is supposed to do and not to do (Donaldson & O´ Toole, 2000; Harker, 1999)

2.  Clarity in defining what value the customer gets from the company’s products and services (Lagarretta & Miguel, 2004; Ravald & Grönroos, 1996)

3.  Identification of what information is necessary to set up the system (Tzokas & Saren, 2004; Walter & Gemunden, 2000)

4.  Acquire knowledge management/transfer capability to run the system (Perry et al, 2002)

5. Manage internal largely orientated communications to motivate, train, inform, and monitor the relationship marketing system (Ballantune, 2003)

6. Evaluate the data and identify, target high value customers (Wong, 1998; Brady, 2004)

2.3      THE ROLE OF THE INTERNET AND ONLINE SERVICES

Newell and Newell-Lemon (2001) claim that companies must learn that their communication has to be meaningful both to consumer and business customers, on the customers’ terms. They also point out that the customers will want to interact whenever they want, wherever they happen to be, and on whatever wireless device they happen to use. Ballanttune et al (2003) describe the internet as a chaotic state, where business connections can be recognised as being constructed of dynamic complexity rather than everyday detailed complexity.

The chemical manufacturers and wholesale companies are responding to society’s needs to be available everywhere at any time and they have expanded the traditional 4p marketing mix to the e-marketing mix. Kalyanam and Mcintyre (2002) express the e-marketing mix as 4Ps+P2C2S3, where P stands for product, price, place promotion, personalization, and privacy. C stands for customer service and community and S stands for site, security and sales promotion. In other words the chemical distributors must study and understand the role of the internet in relationship marketing.

The internet is a way to implement relationship marketing with external and internal customers forming a platform for communication. Intranet is a tool in the internal marketing and extranet is a tool in external marketing. They make the bonds closer among the people involved if they are properly structured and used as Perry et al (2002) found out when they studied in which way technical bonds in the form of information technology and social bonds interact within a relationship.  
The web site of Algol Chemicals Ltd (ALG, 2004) exemplifies a chemical distributor using the internet in relationship marketing. Algol food division offers food ingredients like salts, powders and colours, which are complementary products to each other. The web site illustrates a typical situation where a distributor has products on the web and it demonstrates the ability to offer customers a wide range of products but it shows very little evidence of successful usage of the internet when customizing the relationships with the customers because it shows no evidence of extranet applications with the customers. 

Hoffman et al (2002) introduce private exchanges as a type of EDI system. In this system the ownership belongs to the company opening the private exchange, access is with invitation, functionality exemplifies collaborative exchange in real time, savings come from the value chain process, business process is customised, relationships are long term and committed. Hoffman et al (2002) mention DOW Chemical as one company who opened its private exchange having now 8000 registered customers in 35 countries compared to 200 customers initially. Velimark Ltd (VELI) exemplifies usage of EDI system in the business relation between hygienic product Supplier Farmos and their customer Velimark Ltd. Velimark Ltd is able to invent and order products from Farmos stock online. This helps them in planning their own inventories.
By doing this Velimark Ltd (VELI) creates capabilities which Jarrat (2004) called core

capabilities because they differentiate an organisation strategically from many of its competitors and they can be referred to as organisational competencies.
 The experts of Hercules Ltd in the paper and pulp industry (HER) exemplify service-quality drivers and the usage of on line marketing and internet as one of the ways to customize the relationships. They offer solutions to customers´ technical problems, they develop new applications with customers and they can be reached from all parts of the world anytime through a free service line that Hercules Ltd has. The experts of Hercules Ltd. try to customize the relationships with their customers and like Berry (2002) points out they provide their customers with an incentive to remain as customers rather than starting over with other suppliers. Walter and Gemunden (2000) call the experts relationship promoters, who are persons identifying appropriate partners of different organizations, bring them together, and facilitate the dialogue and the exchange of processes between the supplier and the customer. They also support interactive learning processes between the customer and suppliers and try to solve the inter-organizational conflicts so they have a social role also.  On the other hand the experts of Hercules Ltd will not succeed if they are not able to create and sustain a relationship dialogue with their customers. Grönroos (2004) argues that only if the interaction and planned communication processes are successfully integrated and geared towards customers´ value processes, a relationship dialogue may merge.

As described above the internet is a challenge for the chemical distributors to be able to build and retain long term customer relationships and to build up customer loyalty when customizing the relationships with them. This is one strategy a distributor can choose from Payne et al´s (1999) relationship marketing strategies. Ticoll (2000) argues that the relationship in internet is two-way, interactive and very personalized, and he continues that the customers being online have also become part of distributor’s product development and services as Hercules Ltd case showed. He refers to customizing the relationships online, which also can become a threat to the chemical distributor if distributor’s chemical supplier will build direct, very close relationship with distributor’s customer. 

Algol Ltd, Velimark Ltd and Hercules cases are all different types of learnt, known experiences of the internet usage in the chemical wholesale industry.

The main importance of the internet and online marketing in the Biofonte Ltd´s research is to find in which ways they are used at the moment in the company and if they could be used to customize the relationships with the internal and external customers. Additionally they show if Biofonte Ltd is today a dynamic organisation who has ability to learn and apply the learned knowledge at a faster rate than its competitors (Jarrat, 2004).
2.4      BONDS 

Wendelin (2004) discusses the bonds in the industrial business relationships. He defines the ten bonds to be technical, time, knowledge, legal, economic, geographical, social, cultural, ideological and psychological bonds. He divides business relationship episodes into negative critical, positive critical and routine episodes and he argues that all these episodes affect the ten bonds. Bonds may weaken due to negative critical episodes, strengthen due to positive critical episodes or weaken, strengthen or remain at status quo due to routine episodes. All these bonds lead to a high customer loyalty if the process is managed so that the supplier is able to build relationships at many levels as Kotler et al (2005) argue. Sheth and Parvatiyar (2000) exemplify these levels drawing up a diamond model where a team of functional experts from the supplier and the customer interact with each other. In this situation as Sheth and Parvatiyar describe the  seller’s financial people negotiate directly with the buyer’s financial people about the financial issues like invoices and the salespeople negotiate about products, services and contracts with the customer’s  purchasers in the purchasing department, chemists in the  laboratory and engineers in the manufacturing plant. On another type of relationship level the salespeople are the only contacts at the supplier and the purchasing people the only contacts at the customer as Sheth and Parvatiyar describe with a bow tie model. Day (2000) explains Sheth and Parvatiyar´s (2000) diamond and bow tie model with the relationship spectrum and he claims that the strategic choice the firm makes where to stay in the relationship spectrum will dictate the type of communication, the tightness of the linkages and the coordination mechanism. In the utmost choice the communication is two-way collaboration, there is a joint problem solving, multilevel contacts, extensive sharing of proprietary information, information system integration, process integration, social networks, joint planning, mutual commitments, shared incentives and trust.

Buvik (2001) studied industrial purchasing and he presents four main functions in industrial purchasing. These are organization of external supplies to meet internal demand, product and supplier evaluation, selection of purchasing criteria and negotiations of terms of trade. In the chemical wholesale industry those working in laboratory, production and purchasing department are the key people making purchasing decisions. They source the suppliers, test the products in the laboratory and production and finally make the purchasing contract.

Behara et al (2002) take a seller’s perspective in industrial purchasing and they argue that it is important for the product and service provider to understand the process that the customer goes through before, during and after interacting with a firm that provides the product and the service. Behara et al also argue that different episodes have varying effects on customer satisfaction, retention and loyalty. The customer appears to evaluate the entire relationship and ownership lifecycle when considering the repurchase.

The long term relationship between Spilva Ltd. (SPI) and Bang & Bonsomer Ltd. is a known experience demonstrating the bonds in the chemical wholesale industry and the nature of different episodes during the relationship with a customer. The relationship began in 1992 when Spilva Ltd. started to invest in the new production lines for sauces, soups and salads. Bang & Bonsomer Ltd. supplied new lines and developed recipes together with Spilva Ltd. This was crucial because Spilva Ltd. was seen as a company to grow from a small customer to a big one. During the years between 1992 and 2004 there have been many episodes in the relationship between Spilva Ltd. and Bang & Bonsomer Ltd. First Spilva Ltd. had some financial problems and technical problems with the machinery that Bang & Bonsomer supplied.  The contract, a legal bond, kept Spilva Ltd. and Bang & Bonsomer Ltd. together during that episode. This episode actually made the technical, social and economical bonds stronger between Spilva Ltd. and Bang & Bonsomer Ltd. The sales people of Bang & Bonsomer Ltd. spent a lot of time in Spilva Ltd. learning more about the technical and quality requirements concerning new products. At the same time the social bonds as trust and commitment were also strengthened because the employees of Spilva Ltd. and Bang & Bonsomer Ltd. spent a lot of time together. The economic bond became stronger, too, because Bang & Bonsomer Ltd. gave long payment terms to Spilva Ltd. After all the problems were solved the episode in the relationship turned to a routine episode. During the last four years Spilva Ltd. has only made some routine purchasing from Bang & Bonsomer Ltd. and the bonds have weakened. It seems that the close relationship is breaking down. Egan (2001) defines three types of relationship breakdowns, which are dissolution, customer exit and supplier exit. Spilva Ltd. and Bang & Bonsomer Ltd. relationship exemplifies dissolution. In other words the relationship is in a stage where it is difficult to find new things beneficial things for both parties and the parties let the relationship dissolve.

Spilva case illustrates a relationship experience where the bonds vary during the customer relationship and it also demonstrates the challenges in the personal selling planning and sales management planning in the aging relationship with customers. Hibbard et al (2001) studied this and they suggest that long relationships, which are building trust, commitment and the other components in relationship marketing, will diminish over time. They suggest that managers need to recognize this and to identify the true cost of the relationships so as to judge whether the diminishing returns justify the effort. They also claim that managers need to vary their handling of each relationship because standardized relationship marketing practises are unlikely to be effective. These findings are important for the study because one must analyse whether the company has a relationship marketing system that identifies and analyses which are real valued customers with whom one should build a long term relationship. One should also know if the relationship marketing objectively pays back with every customer or if the relationship marketing system operates on the basis of faith as Gummesson (2004) asks. Or should the company also do transaction marketing with some customers? This idea is supported at least by Roos and Liljander (2004) and Kotler et al (2005), who argue that a company may also need to implement both transaction and relationship marketing strategies for different customer segments. Palmer (1996) points that parties supposed to do relationship marketing may simply have diverging views on commitment to each other and may not welcome the possibility of having their chances for opportunism restricted. Zontanos and Anderson (2004) studied small businesses and relationship marketing theories and they came in to the conclusion that it is difficult to disentangle or even distinguish the practise of relationship marketing from entrepreneurial actions. That’s why they suggest that it may be useful to reconsider relationship marketing as a facet of entrepreneurship. 

Grönroos (2000) lists important features if a company chooses transaction strategies for some customer segments. The business is done with single transactions in the short run; marketing mix is used as a marketing tool and it is not supported by interactive marketing; customers tend to be more sensitive to price; technical quality of output is dominating; system monitors market share and not the whole customer base; no real time customer feedback systems; interface between departments has only limited strategic importance; internal marketing of no or limited importance to success.

This section has demonstrated bonds that exist between the seller and the buyer during different episodes of the relationship. The section also explained that relationship marketing is not always the best alternative in the business relations. These findings will be studied in the Biofonte Ltd research when evaluating which type of relationship to build with customers and which ones of them merit relationship marketing program.

2.5        PERSONAL SELLING AND SALES MANAGEMENT
Personal selling and the sales management are very important factors in the relationship marketing of internal and external customers. Weitz and Bradford (1999) examine how the role of personal selling and sales management is changing as a result of the increased attention on long-term, buyer-seller relationships. Weitz and Bradford call salespeople partners with their customers, trying to forecast the long-term customer need and value creators, who are creating new alternatives by matching buyer needs with the seller capabilities. Christopher et al (1996) call these people service-quality drivers because they energize the structure of all activities connected with planning, improving and controlling of quality solutions and service support. These activities can also take functional models like pricing, communicating and delivering according to Christopher et al (1996).  Cohen (2004) describes a relationship marketing map, where he draws a connection between the customer, the supplier organization and their employees. He describes the channel between the employees and the customers where the customer-facing employees make value propositions to the customer. Whatever the propositions are as Cohen explains the only way customer-facing employees will know what to do to make connections stronger is through a type of learning experience, where the employees want to know why and how to interact in the best way with the customers to achieve the desired business results. For example, one has to explain to them why the sales campaign is significant to them; in other words to make it a learning experience that focuses not only on features and benefits but also on proverbial WIIFM (what’s in it for me) as Cohen explains. The key to establish long-term sustainable relationship connections in the relationship map is a continuous process by which the intended behaviours are recognized, rewarded and measured over and over again as Cohen concludes. Homburg and Stock (2004) argue that there is a presence of a positive relationship between salespeople’s job satisfaction and customer satisfaction and the positive relationship is particularly strong in the case of high frequency of customer interaction, high density of customer integration into the value-creating process, and high product/service innovativeness.

Albany International Ltd (ALBA, 2004) newsletter exemplifies a long term valued relationship where the service supplier and the buyer will become closely committed to each other. The role of good salespeople also is clear in the relationship. Kimmo Sarin, the production manager of UPM KYMMENE Ltd. says that they are pleased   UPM KYMMENE Ltd. with the reliable paper dryer fabrics supplier Albany Ltd. Kimmo Sarin pays special attention to the technical sales people of Albany Ltd. when he praises that they have long and deep expertise in making the correct measurements of the paper machine. The relationship of Albany International Ltd with UPM KYMMENE Ltd exemplifies a known experience of salespeople’s important role in the relationship marketing. 

Weitz and Bradford’s (1999) sales management focuses on the selection of the right people, training and motivating them and rewarding them for good results. The emphasis is on the selection and motivation of the teams rather than on recourse allocation and on motivating the individual sales people to work harder.

Mullins (2002) emphasizes the importance of selecting right people and she claims that the managers have to build a systematic process to assess the role to be filled and the type of skills and abilities to fill it. She defines a planned and systematic recruiting approach to include following:

1. The need to know about the job to be filled.

2. The need to know about the type off person to do the job

3. The need to know the likely means of best attracting a range of suitable applications.

4. The need to know how best to assess the candidates´ likely suitability for the job.

5. The need for induction and follow up.

Hartline and Bejoy (2004) add that the design of recruitment and selection systems should incorporate messages that and frequently reflect the brand and the organisational image and they continue that the organisational messages should reflect
the organisation´s mission and values. They also agree with Mullins (2002) that accurate and specific job previews should be given to new employees so that realistic expectations are incorporated into their psychological contracts.
2.6         RELATIONSHIP PRICING AS AN INCENTIVE TO BUILD UP

            CUSTOMERS RELATIONSHIPS

According to Payne et al (1999) relationship pricing means pricing services to encourage relationships. In effect, customers are given a price incentive to consolidate much or all of their business with one supplier. A better price for better customers forms the basis of relationship pricing, another strategy from Payne et al´s (1999) relationship strategies available to service companies pursuing customer loyalty. Bang & Bonsomer Ltd. gave the Finnish juice producer Marli (MA) price incentives between 1994 and 1996 in order to increase the loyalty of Marli as a customer. Marli was chosen as a good customer because it was the second biggest juice producer in Finland. The rebates which were calculated according to the delivered volumes of juice concentrate were from two percent to five percent. Kiyohara (2004) calls the rebate a trade-off, which can be used to create a win-win relationship during the initial deal negotiation or during the renegotiation of an existing relationship. The relationship with Marli lasted till the Brazilian manufacturer of juice concentrate from which Bang & Bonsomer Ltd. bought the juice concentrate went bankrupt.  One can argue that the low price was the reason for the fact that the relationship between Marli and Bang & Bonsomer Ltd. ended. 
Friedfeld (1998) claims that big customers want to buy specialty chemicals from one supplier at the lowest possible price in the paper industry. On the other hand, Phillips (1998) forecasts that International Paper, the largest paper manufacturer in the world, is not moving toward one-source suppliers in commodity chemicals, where he claims everything is based on price. The reason for different relationship behaviour is the technical service required from suppliers when specialty chemicals are used in the production. The usage of commodities does not require this and therefore it is not important to build a close relationship to the supplier.

The Marli case and Friedfield´s and Phillips views are important to the Biofonte Ltd research because they demonstrate known experiences of relationship pricing and the role of technical service in the chemical industry. 

2.7      KEY ACCOUNT MANAGEMENT AND MODEL FOR  IDENTIFYING THE CUSTOMER WHO MERIT THE RELATIONSHIP MARKETING PROGRAM

Christopher et al (2002) explain that the idea behind key account management is to focus on understanding the customer’s business and markets in great detail in order to provide solutions to help them to improve their profitability. Sheth and Parvatiyar (2000) point out that key accounts are looking for ways in which they can leverage their suppliers´ capabilities to enhance the value they deliver to their customers and they choose only few suppliers with whom they build long-term relationships. They show the intention for the relationship with the supplier. 

UPM KYMMENE (UPM, 2004), which is one of the biggest paper manufacturers in the world, is an example of a key account in Finland. It operates in 16 countries and it employs 35 000 people. UPM´ s Material management team is responsible for the world wide provision of materials and services to 22 paper mills and several other business entities. UPM KYMMENE exemplifies a known experience of a big customer, with whom it would be very attractive to build a relationship and thus a type of company Kotler et al (2005) would choose to be part of relationship marketing programs. On the other hand it is also a very demanding customer and it uses relationship pricing strategy (Payne et al, 1999) against the supplier especially when the relationship is aging. UPM KYMMENE can be a power trader for a distributor at one stage of a relationship but it can easily become a delinquent. Power traders and delinquents will be explained later in this section.

Elonen Ltd (EL, 2004) exemplifies a small customer in Finland. Elonen Ltd is a bakery close to the town of Jyväskylä having a turnover of eight million euros in 2002. A customer of this size needs the chemical wholesale company in the product development because it has limited recourses itself. The wholesale company brings know how from the world’s leading hygienic product manufacturer to Elonen Ltd and they test products together in order to find the best alternative. Elonen Ltd and the wholesale company become real partners having tight social bonds. One problem, however, could be that the relationship is not economically sound for the wholesale company. The purchasing volumes are small and the sales even with high margins make the economy of the relationship deteriorate, because the relationships costs to maintain the relationship can become very high. Elonen Ltd (EL, 2004) can easily be or become a pet or delinquent.

Kotler et al´s (2005) advice is to choose the largest or the best customers or the customers showing exceptional growth or pioneer new industry development as the customers, which merit the relationship marketing programme. They suggest a model to do this, which compares the customer relationship revenues with relationship costs. The model suggests that the customers can be divided into sleeping giants, power traders, pets and delinquents. Sleeping giants generate big revenue but are undemanding, power traders provide significant revenue but are demanding, pets generate little profit but are undemanding and delinquents generate little revenue but are demanding. Grönroos (2000) divides the relationship costs into direct, indirect and psychological costs. The direct costs are the costs to maintain the customer relationship caused for example by delivery systems, invoicing, complaints handling, customers´ visits etc. and the indirect costs are the costs when the mistakes are corrected in deliveries, invoices etc, which can lead to a need for temporary employees or new permanent employees. The psychological costs according to Grönroos (2000) are linked to the worries of delivering bad service to the customer. This will cause extra costs, which are thought difficult to measure.

2.8   CRITICAL ANALYSIS OF THE INTERNAL MARKETING IN THE   

             CHEMICAL WHOLESALE INDUSTRY

The importance of internal marketing has been recognised by leading relationship marketing authors. This is not surprising because the role of internal marketing is essential when a company implements relationship marketing with its external customers. Grönroos (2000) claims that internal marketing is a prerequisite for successful external and interactive marketing. Hartline and Bejoy (2004) point out that messages directed toward external constituencies must be in line with the messages sent to employees and that messages directed toward external constituencies should be sent internally as well. Ahmed and Rafig (2003) argue that internal customers want to have their needs satisfied just like external customers want.  They also say that internal marketing works in a company by establishing, developing and maintaining successful reciprocal exchange relationship within organisation through understanding, intimacy, trust and commitment. All these elements are also important in building a long term successful relationships with the external customers in the chemical wholesale industry. It is not a surprise that Payne et al (1999) chose internal marketing in section 2.1 as one possible approach when a company will choose its relationship marketing strategy. 

Piercy (1995) made a postal survey on 300 large and medium size manufacturing companies in the UK and found a direct connection between internal and external customer satisfaction. If internal and external customer satisfaction is high, it means synergy between internal and external customers. Low internal and external customer satisfaction leads to alienation between the parties. Piercy also discusses operational, behavioural and organisational barriers in order to implement successful customer satisfaction strategy. The barriers are internal politics, customer fear, market simplification, corporate culture, market complacency, resources/capability, logistics, cost barriers, perceived market drivers and credibility. Piercy gives three recommendations to the management of companies in order to build a successful customer satisfaction strategy. The management ought to review the ways in which customer satisfaction is addressed in marketing plans and strategies, examine the internal market in the company and use the conclusions they reach to plan an internal marketing strategy for customer satisfaction. All these recommendations emphasize the importance of management role and commitment in the internal relationship marketing or in other words as Grönroos (2000) claims the management must constantly demonstrate active support for the internal marketing process. Zeitmahl et al (1990) studied management role in the internal marketing and they reached the conclusion that the biggest constraints for successful internal marketing are inadequate management commitment to service quality, inadequate task standardisation and absence of goal setting.

Gummesson (2002) defines internal marketing as one of the three nano relationships within 30 relationships in the total relationship marketing. According to Gummesson the purpose of internal marketing is to get employees in tune with existing conditions and procedures as well as with major changes - such as a revised business mission after a merger - thus making them better equipped to handle external marketing.

Zeithaml et al (1990) add to this that the service employees receive strongly affects the way they serve their external customers. They also say that incentives, training, motivation, and selection of people must be aligned with the service-quality objectives in the company if these internal customers are to deliver high-quality service to external customers. One part of delivering high quality service is the company integrated marketing communication, which Kotler et al (2001) define as the concept under which a company carefully integrates and coordinates its many communication channels to deliver a clear, consistent and compelling message about the organisation and its products. The implication of Zeithaml et al´s (1990) and Kotler´s et al´s (2001) theories are that the motivated people in the company create a positive culture including positive signals to internal and external customers and the other way round: the demotivated people send negative signals and harm the company. Or as Park (2004) says that any business is as good as people. In any case corporate culture as 
Mergers and business acquisitions are becoming more common in the chemical industry and it is useful to study internal marketing from the operational, behavioural and organisational barriers´ perspective after the merger. Westervelt (2004) writes about business acquisition in the chemical distribution industry when Ashland, one of the leading chemical distributors in the world, sells the food and beverage additive business to Mitsubishi Ltd. Hank Waters, the president of Ashland Distribution Ltd., says in the article that he believes that the employees will be much better off in the new organization having a strong commitment to the food and beverage business. According to the agreement Ashland (ASH) will continue to provide warehousing, customer service and select administrative support. Arnum (2004) shows that the resources spent on information technology in the chemical industry will increase nine percent in total in 2005. She estimates that the growth in CRM systems is five percent. In this respect Mitsubishi Ltd is well off but the behavioural and organisational barriers are more questionable in the new business unit of Mitsubishi Ltd. One can ask if culture will become customer orientated or if the management, the departments and the groups concentrate on making politics and playing internal games instead of trying to build a new team committed to trying to increase the food and beverage customers’ satisfaction. This is important because as Chen and Popovich (2003) explain CRM is not only a technological solution but successful CRM implementation requires an integrated and balanced approach to technology, process and people. Cann (1998) adds that a service-orientated culture emphasizes internal, external and interactive marketing bonding socially the supplier to the customer. 

It must be admitted that a company culture is a very complicated issue. As Grönroos (2000) says it requires a whole range of internal issues to be addressed. The culture is a holistic phenomenon and it cannot exist in isolation from or side with, for instance, the organisational structure, management approaches and methods, or the business mission and strategies of the organisation. The culture is the result of these and other aspects of organisational life. In any case corporate culture as Hartline and Bejoy (2004) explains should reinforce the messages employees receive.
Anthony and Fuson (2004) illustrate a case of instilling a culture of innovation through learning experience in the chemical industry. The case is about Dow Corning, which is one of the leading chemical manufacturers in the world. They suggest three ways in which the company can create an environment that fosters innovation. The first thing is to have the employee teams interact in a way they have not done before. The second thing is to make the teams learn from the ideas or problems which they previously considered severe and unsolvable. They specially emphasise that success helps to drive an innovation-rich culture because it challenges employees to shape ideas in a new and different way. According to them three things are behind success: empowerment, commitment and accountability. After building new teams with members from all levels of the organisation, Anthony and Fuson gave them a challenge and empowered the people with necessary tools for the success. The results showed such creativity and energy at Dow Corning that had never been experienced before.

One of the CRM tools that Anthony and Fuson (2004) analyse in their article is called Xiameter at Dow Corning. In general CRM has both a positive and a negative impact on the company’s internal and external marketing. As Day (2000) explains CRM in its simplest form includes databases and transaction files, data banks, which provide a picture of the history of the relationship and the extent of the customer purchasing activity.  CRM is also a technical bond between the sellers and the buyers and in the utmost form it provides linkages with joint information systems and Electronic Data Interchange systems, which link the partners with a digital umbilical cord of order, status, and payment information as Day (2000) explains. Velimark Ltd (2004) case illustrates this. 

Agarwal et al (2005) studied the CRM implementations and they came in to the following conclusions. The respondents from companies reporting successful CRM implementation prove that users appropriate training when and how to use the system, input in planning stage from all levels of the company, modules launched at intervals that promoted adoption by users and the cultural shift required by adoption of the new system are all fundamental success factors. Jarrat (2004) added that the organizational learning mechanism will only be productive when embedded in a culture that exhibits shared norms and values to support capability. Thus the systems and mechanisms that are integral to an effective relationship management capability will only yield rent where there is a collaborative culture, exhibiting openness and teamwork.

Agarwal et al (2005) also give a useful way how to organise CRM in the company properly. They talk about the establishment of sending and receiving teams in the company. The function of sending team is to define a solution that meets objectives specified in the company, to estimate the level of effort required to implement the solution and then to deliver it. The sending team responsibility also is to estimate the cost for the system meaning the cost for required technology and the training to use it. The receiving team provides the objectives in the company and the usability requirements. The receiving team responsibility is to take a lead in behavioural training, which encompasses issues such as changing job responsibilities, new reporting relationships and procedural changes. Agarwal et al (2005) come in to one interesting conclusion which Cohen (2004) pointed out already in section 2.5 when he explained the learning in an organization. The conclusion is that in order to reduce the resistance for change, the people have to be explained why CRM is important for them and why all the effort put in the implementation is worthwhile.

Davis and Nance (2001) studied internal marketing as an approach to manage an organisation; how general managers, department managers, team leaders and individuals can make effective use of internal marketing. They identified four approaches to internal influence and marketing called the management interaction styles. These are directive controlling, persuasive selling, consultative marketing and relationship marketing. They drew an internal marketing matrix using the four management interaction styles and drew conclusions how these styles answer the following questions in the company internal marketing:

1. performance planning and appraisal

2. communication and information sharing

3. decision making

4. employee responsibility and involvement

5. relationship development

The conclusions were the following when the relationship managerial style was chosen:

1. The relationship marketing style involves both the management and the employees in developing company goals and performance together. The planning is made together.

2. The communication and information sharing is two way and open .The problems are solved together.

3. The management reaches consensus and builds joint understandings in decision making.

4. The employee responsibility and involvement are high in relationship marketing. The employee participation, ownership and share of the company profit maximizing process are high.  

5. The management and employees develop a partnership.

All these conclusions were opposite when a directive controlling style was chosen by Davis and Nance.

The first implication that one can draw from the conclusions is that the relationship marketing as an interactive management style leads to trust and understanding between the management and the employees in the organisation. The second implication is that the relationship marketing style encourages the empowerment of people on all levels of the company. The third implication is that relationship marketing style leads to the management appreciation of employee skills and further training of them and finally the fourth implication is that the relationship marketing style leads to the shared mission and vision with the management and employees. The shared mission and vision are the prerequisite for successful internal and external relationship marketing. 

On the other hand one can also draw the fifth implication from the conclusions of Davis and Nance (2001). If an organisation has a directive controlling management style in practice, it is useless to try to resort to the relationship marketing style. Mikkilä (2002) exemplifies this when he describes the time of the merger between Bang Ltd. and Bonsomer Ltd. in 1993. Mikkilä describes that the idea of the management was to remove traffic lights from the room doors by replacing the enclosed office doors with doors fitted with glass panels. In practise this did not fully work and many workers felt isolated in the new organisation and resigned. The reason was that it was the management that made all the decisions in practice - no openness was reached in the company. Hartline and Bejoy (2004) pointed out the opposite to the previous that managers should be taught the importance of communicating messages that are consistent with their organisation´s mission, vision, policies, and practises and that performance management systems should address inconsistencies between practises and policies to minimize violations of employees´ psychological contracts.
Bell et al (2004) studied relational internal marketing, which according to them focuses on the vertical and lateral relationships that exist within organisations. The objective of their study was to examine internal marketing relationships and their influence on salespersons´ attitudes and ways of behaviour in retail store environments. The authors studied the moderating role of customer complaining behaviour and how it influences these relationships. They examined the relationships between organization-employee and supervisor-employee and their association with salespersons´ job motivation and commitment to customer service in 115 retail stores and with 392 retail employees. The first important implication for the relationship marketing that Bell et al (2004) found out is that the development of strong internal relationship networks within organisations is an important condition for successful customer-organisation relations. The second important implication is that the management should develop supportive internal relationships with the salespeople through the provision of resources such as training, information technology systems, flexible work arrangements and social support such as communications. Or in other words as Egan (2001) says that internal marketing describes any form of marketing within an organisation which focuses on the internal activities that need to be changed in order that marketing plans and strategies can be implemented enhancing external marketplace performance. The third important implication by Bell et al (2004) is that it gives a good model which questions to study in organisational support, the supervisory support to employees, co worker support, team orientation and job motivation in any company trying to achieve successful internal marketing. 

2.9      THE LITERATURE REVIEW CONCLUSIONS
.

The review of literature has explained theories, views, studies and examples of relationship marketing applied in the chemical wholesale industry in Finland. This section will summarise the most important ones in order to give the researcher a possibility to choose and set the objectives for the topic that will be further examined in Biofonte Ltd´s research.

The relationship management capability (Jarrat, 2004) consists of a relationship infrastructure capability, relationship learning capability and relationship behavioural capability.

1.
Relationship infrastructure capability

The relationship infrastructure capability demonstrates the elements of relationship management system, relationship experience and relationship memory (Jarrat, 2004).

The relationship management system must incorporate measures that define the extent to which organizations specific processes, structure and infrastructure are in place to support potential relationship partner evaluation, knowledge sharing, sociotechnical interactions, relationship progress monitoring and the relationship management coordination (Jarrat, 2004).

The model for potential relationship partner evaluation was suggested by Kotler et al (2005) to include calculations between the revenues and the direct and indirect costs of a relationship suggested by Grönroos (2000) to include the direct costs to maintain customer relationship, the indirect costs the costs to correct mistakes during the customer relationship and the psychological costs. Grönroos (2000) defined the direct costs to be  costs associated  for example with delivery systems, invoicing, complaints handling, customers´ visits etc. and the indirect costs  the costs to be costs associated with  mistakes correction in deliveries, invoices etc, which can lead to a need for temporary employees or even new permanent employees. Kotler et al (2005) also defined the customers who merit the relationship marketing program to be the largest or the best customers or the ones showing the best growth potential.

Kotler et al (2005) defined five different relationships with customers to be basic, reactive, accountable, proactive and partnership relationships. In the basic relationship the company sells the product and does not follow up it in anyway; in the reactive relationship the  salesperson sells the product and encourages the customer to call when ever a problem occurs; in accountable relationship the salesperson calls the customer after the delivery in order to check if the product is meeting the expectations and the salesperson solicits from the customer any product improvement suggestions or disappointments. This information will be used to continuously improve the offering; in proactive relationship the salesperson phone the company from time to time with suggestions of new product developments or new products; in partnership relationship the company works continuously with the customer and other customers to discover ways to deliver value better.

Kotler et al´s (2005) calculations gives a model how to evaluate which one of five different relationships (Kotler et al, 2005; Roos and Liljander, 2004) to build with the customers, a way to segment customers in order to see which of them merit a relationship marketing program (Kotler et al, 2005) and with whom the transaction strategy is the right marketing tactic (Grönroos, C, 2000; Zontanos and Anderson, 2004).

 If company chooses the relationship marketing program Kotler et al (2005) suggested following program, where relationship progress monitoring and the relationship management coordination have significant roles:

1. Assigning a skilled relationship manager to each key customer.

Training the salesperson for that - the person should show characteristics that match or appeal to the customer.

2. Developing a clear job description for the relationship managers.

Describing their reporting relationships, objectives, responsibilities and evaluation criteria. Making the relationship manager the focal point for all dealings with and about the customer and giving the relationship manager only one or few relationships to manage. 

3. Having each relationship manager develop annual and long-range customer relationship plans.

These plans should state objectives, strategies, specific actions and required recourses

4. Appointing an overall manager to supervise the relationship managers.

This person will develop job descriptions, evaluation criteria and resource support to increase relationship manager effectiveness.

If a company chooses an other type of Kotler et al´s (2005) relationship with some of their customers or customer segments Grönroos (2000) lists following important features. The business is done with single transactions in the short run; marketing mix is used as a marketing tool and it is not supported by interactive marketing; customers tend to be more sensitive to price; technical quality of output is dominating; system monitors market share and not the whole customer base; no real time customer feedback systems; interface between departments has only limited strategic importance; internal marketing of no or limited importance to success.

Kotler et al´s (2005) calculations  gives a possibility to choose the future relationship marketing strategies from Payne’s et al (1999) list, which are core service strategy, relationship customization, service augmentation, relationship pricing and internal marketing. Grönroos´s (2000), Christopher’s (1996) and Egan’s (2001) theories  explained the importance the core product, added value services, perceived quality, a quality gap and the functional quality in the relationship marketing. Christopher et al´s (1996) theory of service quality- drivers, Homburg and Stock´s (2004) and Ahmed and Rafig (2003) views emphasize the importance of the salespeople and they found a connection between  the behaviour of the customer satisfaction and salespeople’s job satisfaction. 

 The cases and views (BCS, 2004; MA, 2004; HER, 2004; ALG; 2004, VELI, 2005; Davis, T and Nance, J 2002; Westervelt, R, 2004) exemplify these.

The knowledge sharing happens in the organisation or between the organisations interacting with each others and it was described with a relationship marketing map (Jarrat, 2004; Cohen, 2004). CRM system is a mean of knowledge sharing and a way to measure the customer relationships. Brown and Gulycz (2002) defined the customer needs that a company planning the CRM needs to know. These are customer buying practises, defection patterns, rewards and incentives that have value, opportunities for personalization of offers, appropriate timing and frequency of customer promotions, effective customer retention programs and actions that make difference.

Brown and Gulycz (2002) also defined the organizational performance program to include understanding of the structure and people in the organisation, financial strategy, service and products, process and delivering channels, infrastructure and the marketing strategy of the company. These include measures of understanding if the organizational structure supports the roles and authorities to have CRM, if people have right skills, knowledge and capacity to use CRM, how committed staff would be to have CRM,  if a company spends enough on people and if the investments on people and technology to have CRM is paying off, if the products and services of the company meet customer needs and expectations, the methods of delivering customer service such as phone, web, email fax and in person, if the company has the required technology and training programs to support CRM, if the leadership is appropriate, if CRM champions are used through the whole organisation and if the company is reaching the customers well enough with sales campaigns and other sales promotions.

CRM must be seen as Chen and Popovich, (2003) explain not only as a technological solution but successful CRM implementation requires an integrated and balanced approach to technology, process and people. In other words the sociotechnical interactions (Jarrat, 2004; Day, 2000) have importance to make the CRM system work (Perry et al 2002). This was demonstrated and proved by many articles and views (Westervelt, 2004; Anthony and Fuson, 2004; Arnum, 2004).

Agarwal et al (2005) gave a useful way how to organise CRM in the company properly. They established sending and receiving teams in the company. The function of sending team is to define a solution that meets objectives specified in the company, to estimate the level of effort required to implement the solution and then to deliver it. The sending team responsibility also is to estimate the cost for the system meaning the cost for required technology and the training to use it. The receiving team provides the objectives in the company and the usability requirements. The receiving team responsibility is to take a lead in behavioural training, which encompasses issues such as changing job responsibilities, new reporting relationships and procedural changes. Agarwal et al (2005) pointed out as well as Cohen (2004) that in order to reduce the resistance for change, the people have to be explained why CRM or any other change in the company are important for them and why all the effort put in the implementation is worthwhile.

Prior relationship experience, the knowledge related to that experience and a system that retain that knowledge become critical infrastructure dimensions of capability (Jarrat, 2004; Brown and Gulycz, 2002; Agarwal et al, 2005). The cases (SPI, 2004; MA, 2004; Friedfeld, 1998; Phillips, 1998; ALBA, 2004; ALG, 2004; HER, 2004; Hoffman et al, 2002; VELI, 2005; Anthony and Fuson, 2004) exemplify different types of experiences in the chemical wholesale industry in Finland. These are the experiences in the internet usage, pricing, a loyal customer as a referral source, aging relationship with a customer, technical service, personnel selling and a learning experience by empowering people. Rytkönen (1999) study illustrated the most important elements in the customer retaining mix (Payne et al, 1999) in the Finnish chemical wholesale industry. These are the core and augmented products, price, personal contacts, the process of buying, information flow from the seller to the customer, personal selling and the behaviour of the sales and technical people, logistics, trustworthiness and recourses of the seller. All these elements lead to bonds between suppliers and their customers, which vary. Rytkönen (1999) study also illustrated the key elements that a chemical wholesale company must measure when planning effective customer retention programs (Brown and Gulycz, 2002) as part of the future relationship marketing strategies. The theories of bonds (Wendelin, R, 2004; Sheth and Parvatiyar, 2000 and Day, 2000) defined the bonds to be technical, time, knowledge, legal, economic, geographical, social, cultural, ideological and psychological bonds. They also divided the bonds to follow diamond model, where the bonds between two organisations exist between different people in the organisations and bow type model, where the bonds only exist between the salesman of the supplier and the purchaser of the customer.  
Rytkönen study (1999) and the theories and cases above will be used as known experiences when planning the future recommendations for relationship marketing program in Biofonte Ltd because they allow building up processes where the development of the knowledge from previous experiences would become a critical infrastructure dimension of a capability.

Relationship memory in the organization is a cognitive or physical storage of applied information and the collective knowledge of an organisation and contains theories in use, shared mental models, information data bases, formalised routines and procedures, and formal cultural mores that guide the behaviour (Jarrat, 2004).

2.
Relationship learning capability and relationship behavioural capability

Relationship learning capability consists of adaptive and generative learning mechanisms and they are important dimensions of a relationship management capability (Jarrat, 2004).

A positive attitude towards cooperation has to be present for learning to occur and organizations learning mechanisms will only be productive and yield rent when embedded in a collaborative culture that exhibits shared norms and values, exhibiting openness and teamwork (Jarrat, 2004).

Relationship behavioural capability consists of the relationship collaboration, relationship flexibility and relationship management change. Collaboration is a mean to generate and transfer knowledge in an organization, it emerges through the experience of working together over time and it can be enhanced through systems, processes and technologies that support interaction (Jarrat, 2004).

Relationship flexibility is evidence of an interactive culture where an organization has discarded its internal hierarchical form, linking with each others as they build unique value propositions (Jarrat, 2004).

Grönroos (2000) explained that internal marketing is a prerequisite for successful external and interactive marketing and Cann (1998) added that service-orientated culture emphasizes internal, external and interactive marketing bonding socially the supplier to the customer. Payne, et al (1999) chose internal marketing as one possible option alone or mixed with other options when a company chooses its relationship marketing strategy. 
Weitz and Bradford’s (1999) sales management focused on the selection of the right people, training and motivating them and rewarding them for good results. The emphasis is on the selection and motivation of the teams rather than on recourse allocation and on motivating the individual sales people to work harder. Bell et al (2004) showed that the management should develop supportive internal relationships with the salespeople through the provision of recourses such as training, information technology systems, flexible work arrangements and social support such as communications. Davis and Nance (2001) proved that relationship marketing as an interactive management style leads to trust and understanding between the management and the employees in the organisation and it leads to the shared mission and vision with the management and employees. Cohen (2004) showed that the way to make an organization’s brand deliver high quality over and over again is to train people to behave in a consistent way with help of continuous training programs.

The views of Bell et al (2004), Zeithaml et al (1990) Homburg, C and Stock, R, (2004) found strong internal relationship networks within organisations which can be achieved with help of incentives, training, motivation, and selection of people aligned with the service-quality objectives which will lead to high quality service to external customers and to positive relationship between salespeople’s job satisfaction and customer satisfaction.

3.0      RESEARCH METHODOLOGY

3.1      THE AIMS AND OBJECTIVES OF THE RESEARCH

The research methods in the study have been chosen based on their suitability to the overall aim of the dissertation, which is to find out how the relationship marketing is implemented in Biofonte Ltd.

In order to reach this overall aim the objectives of the research are the following:

Objective 1: To analyse the elements of relationship marketing capability in the Finnish chemical wholesale industry. 

Objective 2: To audit Biofonte Ltd in order to get a holistic picture of its relationship management capability.

Objective 3: To make an action plan for future improvements in relationship marketing at Biofonte Ltd.

Objective 1 is satisfied after having reviewed general themes regarding the industry in Ch 1 and 2 and the case can now be constructed to find out more about the company to see if it reflects the general trends (in theory and in Finnish industry practice). The themes in chapter 1 and 2 will inform the data collection in order to satisfy objectives 2 and 3 and the overall aim of the dissertation.

3.2    CRITICAL ANALYSIS OF RESEARCH METHODOLOGIES

Collis and Hussey (2003) explain that the word methodology refers to the overall approach to the research process and it is concerned about such issues as why, what, from where, when and how you collect certain data and how you will analyse it. Saunders et al (2000) define two research philosophies to be positivism and phenomenology. Collis and Hussey (2003) call these positivistic and phenomenological paradigms. They also define other terms for the positivistic paradigm to be quantitative, objectivist, scientific, experimentalist and traditionalist and for the phenomenological paradigm to be qualitative, subjectivist, humanistic and interpretivist. Collis and Hussey (2003) also say the paradigm one adopts is of great importance to the methodology one will use. That’s why it is important to understand the main features of the two paradigms.

Collis and Hussey (2003) explain that the positivistic paradigm tends to produce quantitative data: it uses large samples, it is concerned with hypothesis testing, the data is highly specific and precise, the location is artificial, the reliability is high, the validity is low and it generalises from sample to population. They also explain that the phenomenological paradigm tends to produce qualitative data:  it uses small samples, it is concerned with generating theories, the data is rich and subjective, the location is natural, the reliability is low, the validity is high and it generalises from one setting to another.

The phenomenological research paradigm will be chosen because the objective of the research is to produce qualitative data in a natural location. Therefore, the decision on the methodology will be made between the phenomenological methodologies, which are according to Collis and Hussey (2003) action research, case studies, ethnography, feministic perspective, grounded theory, hermeneutics and participative enquiry. The main contents of these methodologies with the limitations will be discussed briefly in the following paragraphs.

Feministic perspective and hermeneutics methodologies can be easily taken away from the list because they are not practically used in the business context as Collis and Hussey (2003) explain. 

Action research is a phenomenological methodology, which according to Collis and Hussey (2003) is based on assumptions that the social world is constantly changing and the researcher and the research itself are part of this change. Action research is a very interesting alternative for the methodology in the research because it uses as Collis and Hussey (2003) described outside consultants who work closely together with the management of a single organisation during the research. This methodology has in any case two major limitations. First of all, it will cost more money than if the researcher carries out the research himself and secondly, the chemical wholesale industry is so specific industry in Finland that it would take a lot of recourses from the Biofonte Ltd´s management to explain the rationale and the aims of the research to the consultant.

Saunders et al (2000) define case study methodology as the development of detailed, intensive knowledge about a single case or a small number of related cases. According to Yin (2003) case studies investigate a contemporary phenomenon within its real-life context and case studies can represent single-case or multiple-case designs. Collis and Hussey (2003) add that a case study is phenomenological methodology examining extensively a single instance of interest. They also say that case studies are often described as exploratory research used in the areas where there are few theories or a deficient body of knowledge. Saunders et al (2000) add that case studies are not able to be used to make generalisations about the entire population because they are based on small and unrepresentative number of cases.

Collis and Hussey (2003) define ethnography to be phenomenological methodology which stems from anthropology. According to Collis and Hussey (2003) the researcher normally becomes a full working member of the group being studied, a direct participator in the group’s activities the research normally taking many months in a clearly specified location such as a factory floor. To become a full working member of the group studied makes ethnography not workable because the researcher wants to have certain distance to Biofonte Ltd´s other employees in order to audit in the best way how the relationship marketing is implemented in Biofonte Ltd. This is important because there is a risk for ethical issues if the researcher, the owner of the company, would become too involved in the research.

According to Saunders et al (2000) in grounded theory, data collection starts without formation of an initial theoretical framework. They add that the theory is developed from the data generated by series of observations and that these data lead to the generation of predictions that are then tested in further observations which may confirm, or otherwise, the predictions. Collis and Hussey (2003) find many problems if the grounded methodology is resorted to such as difficulty of dealing with a considerable amount of data, which is generated during the course of research and the problem of the generalisability of the findings. Wells (1995) adds that grounded theory is a labor-intensive and difficult task.

The major limitation of grounded theory is that it starts without formation of the theoretical framework. If grounded theory is chosen as methodology, chapter two in the dissertation will practically be neglected. This is not the meaning because chapter two will inform the data collection in the research.

Participative enquiry is a phenomenological methodology which according to Collis and Hussey (2003) is about research with people rather than research on people. They continue that participants are involved as fully as possible in the research which is conducted in their own group or organisation. Participative inquire methodology has one major limitation. The people in Biofonte Ltd have a bonus salary based on the sales results and they do not have time to become fully involved in the research. This would not benefit the company either because the sales and the everyday cash flow are the main focuses in Biofonte Ltd. 

Case study methodology will be used in the research. It is the most suitable methodology to get a holistic view of Biofonte Ltd and to achieve the objectives that were set in sections 1.5 and 3.1, because it is the most obvious way to audit Biofonte´s relationship marketing capability. The following chapter will explain how the research design is set up in order to collect the data in the research.

3.3 BIOFONTE LTD´S CASE STUDY DESIGN 

3.3.1 GENERAL DESIGN OF CASE STUDY

Biofonte Ltd case study has a single case design, where the unit of analysis is Biofonte Ltd´s relationship marketing capability. It represents a relationship type unit of analysis explained by Collis and Hussey (2001) as a relationship between for example a buyer/ seller or a manager/employee. The other types of units of analysis are according to Collis and Hussey (2003) an individual, an event, an object, a body of individuals and an aggregate.  Yin (2003) explains the case study could also have a multiple case design, which consists of multiple units of analysis. It has advantages compared to a single case design as Yin (2003) says: it is more compelling and the overall study is therefore regarded as being more robust. This also explains the reason why a multiple case design was considered as one option in the research. The unit of analysis could have consisted of Biofonte Ltd and another chemical wholesale company, which would have possibly given a more robust study. On the other hand, as Yin (2003) explains to conduct a multiple case study requires extensive resources and time beyond the means of a single researcher. It would also have been difficult to choose the other units of analysis in the research because they are Biofonte´s competitors and gaining access to them might have been very difficult. 

3.3.2 DEFINING THE DATA AND EVIDENCE COLLECTION METHODS

IN THE CASE STUDY

Yin (2003) defines six methods of collecting data and evidence in the case studies. These are documentation, archival records, interviews, direct observations, participant-observation and physical artifacts. In Biofonte Ltd´s case study interviews, archival records and documentation will be used from Yins (2003) list of methods.

The aim of Biofonte Ltd´s case study is to find such data collecting methods that the chain of evidence is as good as possible. The triangulation of data will be used in order to achieve this. According to Collis and Hussey (2003) the triangulation of data is one of the four different types of triangulations, which are investigator triangulation, methodological triangulation, triangulation of theories and triangulation of data. 

Documentation, archival records, interviews and participant observations will be chosen as the data and evidence collection methods. The data and evidence collection of the relationship management capability in Biofonte Ltd will be approached from three different perspectives, which are relationship infrastructure capability, relationship learning capability and relationship behavioural capability (Jarrat, 2004).

1.
Relationship infrastructure capability

The aim and objective is to find out the information in Biofonte Ltd linked to relationship infrastructure capability. This will be done in auditing all the information that exists in the company concerning relationship infrastructure capability. 

The relationship infrastructure capability demonstrates the elements of relationship management system, relationship experience and relationship memory (Jarrat, 2004).

The relationship management system must incorporate measures that define the extent to which an organization’s specific processes, structure and infrastructure are in place to support potential relationship partner evaluation, knowledge sharing, sociotechnical interactions, relationship progress monitoring and the relationship management coordination (Jarrat, 2004).

 In documentation Yin (2003) mentions documents like letters, memoranda and other communiqués, minutes of meetings and other written reports. He specifies archival records to be maps and charts of the geographical characteristics or layouts of a place, lists of names and other relevant items like organizational records. Archival records according to Yin (2003) often take the form of computer files and records. Documentation and archival records are made use of to find out what kind of relationship infrastructure capability Biofonte Ltd has today. The main documentation and archivals are in the NOVA program that Biofonte Ltd has for CRM and the Biofonte manuals. The documents and archival records to be looked after are in Appendix 1.

1. The information one can judge if Biofonte has a system to calculate the real profit of customers/customer groups and to evaluate the existing and potential partnerships with them. This information can be used to identify and target to high value customers. (Kotler et al, 2005; Grönroos, C., 2000; Wong, 1998; Brady, 2004).

2, 3. The data in 2 and 3 give evidence of the Biofonte Ltd practises and experiences in the customer relationships. It shows the types of relations Biofonte Ltd have with its customers and it explains the structure of the company and the existing relationship marketing strategies. It also explains the sales management system, the organizational performance program, the extent of customer retention programs and the types of recruiting practises in Biofonte Ltd. It will be used when planning the future relationship marketing programs for customer/customer sections, the quality service performance program, to get clarity in defining what value the customers gets from the company´s products and services and the recommendations of the overall future relationship marketing strategies in Biofonte Ltd (Brown and Gulycz, 2002; Kotler et al, 2005, Payne’s et al 1999; Lagarretta & Miguel, 2004; Ravald & Grönroos, 1996).
 The following section explains the questions of the in depth face-to-face interviews (Appendix 2) with Biofonte employees, the linkages in to the theories and the allowance to collect relevant data to achieve objectives set in 3.1. The questions are open probing questions that according to Saunders et al (2000) can be used to explore responses that are of significance for the research topic. They must have a particular focus or direction as Saunders et al (2000) explain. The Biofonte Ltd´s open probing questions have a focus on different elements in relationship management capability in the company. The questions will be sent to the interviewees, i.e. employees, in advance so that they have time to prepare for the interview. The overall objective of the questions is to find relevant data in order to be able auditing the relationship management capability in Biofonte Ltd (Jarrat, 2004) and choosing one option or a mixture of different options from the (Payne’s et al 1999) list, which are core service strategy, relationship customization, service augmentation, relationship pricing and internal marketing in future relation marketing strategy.

 The importance of the open probing questions will be analysed in the following:

Questions 1, 2 and 4 audit the Biofonte´s infrastructural capabilities at the moment concerning potential partner evaluation and they allow planning the future recommendations in choosing the tactics in marketing and the investments needed in CRM system technology in Biofonte Ltd (Brown and Gulycz, 2002; Jarrat, 2004; Day, 2000; Perry et al 2002; Rytkönen study 1999; Kotler et al, 2005; Donaldson & 0´ Toole, 2000; Harker, 1999).

Question 3 is closely linked to the internal marketing theories and it allows getting relevant data if branding the services, in other words the learned way of customer service, would be an alternative when choosing the relationship marketing strategy (Cohen, 2004; Payne’s et al 1999; Lagarretta & Miguel, 2004; Ravald & Grönroos,1996).

Questions 5, 6 and 7 are linked to potential partnership evaluation and it allows gathering relevant data choosing the customers/ customer groups meriting the relationship marketing program and deciding about the need for relationship managers, a service quality drivers, relationship promoters and an overall manager to supervise them in Biofonte Ltd. They also assist the management of the company in decisions about the future relationship marketing strategies and tactics (Kotler et al, 2005; Grönroos, C, 2000; Payne’s et al 1999; Tzokas & Saren, 2004; Walter & Gemunden, 2000; Ballantune, 2003).

Question 8 gives data about the management systems, the culture that exists in the company, which are both important measures in the company culture and relationship learning and behavioral (Davis and Nance, 2001; Jarrat, 2004)
Question 9 allows to collect relevant information about the future relationship marketing plans in Biofonte Ltd because the EDI, intranet and extranet are ways of customising the relationships, spreading the knowledge of success stories to colleges and they are closely linked to technological needs and investments, training and social bonds inside the organisation and between the companies (ALG, 2004; HER, 2004; Velimark, 2005; BIO, 2004; Agarwal et al, 2005).

Question 10 helps to understand the needs for the future relationship marketing because it gathers data from the relationship infrastructure capability, relationship learning capability and relationship behavioural capability (Jarrat, 2004; Payne’s et al 1999; Agarwal et al, 2005).

Question 11 will be asked only from Jussi Kääntä, the chairman of the board because he has handled all the recruitments in the company history. The question helps to get historical data about the recruitment practises and choosing the people matching in a best way the future relationship marketing strategy (Weitz and Bradford’s, 1999; Mullins, 2002; Hartline and Bejoy, 2004).

2.
Relationship learning capability and relationship behavioural capability

The questions linked to the relationship learning capabilities and relationship behavioural capabilities of Biofonte Ltd are Likert-style ratting scale questions, which according to Saunders et al (2000) are used to collect attitude and belief data where the researcher will ask the respondents how strongly they agree or disagree with a statement usually on a four- or five-point scale. All the questions will give relevant data auditing the culture of Biofonte Ltd and exposing the need for training and further improvements in giving recommendations for the relationship marketing in the future in Biofonte Ltd. The questions are in Appendixes 2 and 3.

3.3.3   DEFINING THE SAMPLES IN THE CASE STUDY

The researcher will conduct four in depth face-to-face interviews, which represent 25% of the total number of employees in Biofonte Ltd. One person to be interviewed is the former owner of Biofonte Ltd, who is the chairman of the board at the moment. This interview gives a lot of relevant data about the previously learned experiences in Biofonte Ltd. Two other interviewees will be two sales managers in Biofonte Ltd. They have the best possibility to answer especially the questions about the relationship marketing program and customer needs because they have been in the company longest and they train the other salespeople in the organization regularly. On the other hand, the limitation is the sales managers do not necessarily represent the same ideas and possibly new ideas as the salesmen of the company. That’s why the remaining interview will be conducted with the salesman, who makes the biggest sales in the company. The likert-style rating scale questions will be mailed to all the employees of Biofonte ltd (appendix 3). The questions will be sent to everybody excluding the chairman of the board in order to get as holistic a picture as possible about the culture, the need of training, the management style and the need of infrastructure like technology and sales promotion material of the company. 

3.3.4 DEFINING THE PROBLEMS  OF THE CASE STUDY

Saunders et al (2000) define number of quality issues in relation to the use of in-depth interviews. They specify the issues related to reliability, forms of bias and validity and generalisability. The concern about the reliability of this type of interviews is related to bias issues, which Saunders et al (2000) define interviewer, interviewee and response bias. 

The main bias in Biofonte Ltd´s research is related to the interviewer, which Saunders et al (2000) describes to occur in situations where the interviewer may be sensitive to certain items and the interviewees provides only a partial picture of the real situation. Several things have been done in order to overcome this bias and in order to increase the reliability and validity of the research. Firstly, the questions concerning the most sensitive issues, which are related to the culture and management style of Biofonte Ltd, are asked using likert-style ratting scale questions. The participants can answer anonymously if they want to so that they can tell their honest opinions about the issues. This should increase the reliability and validity of the research. Secondly, the questions including the specific interview themes of in-depth interviews will be sent beforehand so that the participants will have time to prepare themselves for the interviews. The interviewed also filled the questionnaires (appendix 3) before the interviews so that they could better prepare for the interviews. Thirdly, the nature of the opening comments in the interview will be explained to clarify that the data collected in the research is used to improve the customer relationships so that both parties will benefit from the situation. Fourthly, it is vital that the participants are listened to carefully and with interest and the researcher avoids expressing his own ideas in the interviews. Fifthly, the questions are approached so that they do not include too many theoretical concepts because they may be  understood differently by  the interviewees and the interviewer. If there are questions that include theoretical concepts they will be carefully explained before the questions are discussed in more detail. The most sensitive questions in the interviews will be asked near the end of the interviews because this allows a greater time for the respondents to build up trust and confidence with the interviewer as Saunders et al (2000) suggest. Finally, to test whether the  interviewer has understood the respondents´ thoughts correctly the answers will be summarised together as suggested by Saunders et al (2000) and the interviewees will have a possibility to add things that have been forgotten or misunderstood during the discussion.

Participant observation is according to Yin (2003) a data and evidence collection method where the researcher is personally involved as a staff member in an organisational setting. Biofonte Ltd case study represents such a situation because the researcher is the managing director of the company. The in-depth interviews were based on the fact  that Jussi Kääntä and his old style of management still exist in the company as agreed by the interviewees. The researcher has run the company for  only three months. Yin (2003) mentions the advantages of participant observation: to have the possibility to gain access to events or groups that are otherwise inaccessible to scientific investigation, to perceive reality from someone inside the organisation and the ability to manipulate minor events such as convening a meeting of a group of persons in a case study. The main problems with participant observation according to Yin (2003) are that the researcher has less ability to work as an external observer, the researcher may easily become a supporter of the organisation being studied, the researcher may not have sufficient time to take notes or to raise questions about events from different perspectives and the researcher may have difficulty to be in the right place at the right time. The participant observations will be used in Biofonte Ltd research in such situations where the answers in the interviews (appendix 2 and 3) are such that the researcher has to judge from these.

3.3.5 
TIME SCALE FOR THE BIOFONTE LTD RESEARCH

The interviews and data collection started on the seventh of February, 2005 and it lasted till the first of March, 2005. 

4.0 RESULTS

In reporting the results of the data and evidence collection the linear-analytic structure is used. Yin (2003) explains this to be a standard approach of reporting where the reporting starts with the issue being studied and a review of relevant prior literature. After that different methods of data and evidence collections will be used and finally the findings with conclusions will be reported.

4.1 THE RELATIONSHIP INFRASTRUCTURE CAPABILITY

The relationship infrastructure capability demonstrates the elements of relationship management system, relationship experience and relationship memory (Jarrat, 2004).

The relationship management system must incorporate measures that define the extent to which an  organization´s specific processes, structure and infrastructure are in place to support potential relationship partner evaluation, knowledge sharing, sociotechnical interactions, relationship progress monitoring and the relationship management coordination (Jarrat, 2004).

4.1.1 DOCUMENTATION AND ARCHIVAL RECORDS AND THE RELATIONSHIP INFRASTUCTURE CAPABILITY OF BIOFONTE LTD

Biofonte Ltd documentation and archival records were studied in order to find out what kind of relationship infrastructure capability Biofonte Ltd has today. The main documentation and archives that were examined are in the NOVA program that Biofonte Ltd has for the CRM and the Biofonte manuals. The main contents of the documents and archival records studied are in Appendix 1. 

Brown and Gulycz (2002) defined the customer needs that a company planning the CRM has to know as follows: buying practises, defection patterns, rewards and incentives that have value, opportunities for personalization of offers, appropriate timing and frequency of customer promotions, effective customer retention programs and actions that make difference.

Rytkönen (1999) study illustrated the most important elements in the customer retaining mix (Payne et al, 1999) in the Finnish chemical wholesale industry and the elements of customer retention programs. These are the core and augmented products, price, personal contacts, the process of buying, information flow from the seller to the customer, personal selling and the behaviour of the sales and technical people, logistics, trustworthiness and recourses of the seller. 

The customer data files, the customer feedback files, the files of a salesman´s  daily programme and the files of a salesman´s daily report were found in Nova program (Appendix 4) and in the computer files in PDF form (Appendix 5- Appendix 7). All these files include data that can be used to evaluate the customer buying practises, the information flow from the seller to the customer, the behaviour of the sales and technical people. The files contain data of the products that the  salespeople at Biofonte Ltd have discussed, demonstrated and sold to their customers and the note when the next visit with the customer will be arranged. This way Biofonte sales men get clarity what value customers gets from the company´s products and services (Lagarretta & Miduel, 2004; Ravald & Grönross, 1996) and they can evaluate the data and identify and target high value customers (Wong, 1998; Brady, 2004) The Nova program files and the computer files in Biofonte Ltd represent CRM in its simplest form, which Day (2000) explained to include databases and transaction files, data banks, which provide a picture of the history of the relationship and the extent of the customer purchasing activity. No evidence was found that the CRM would be a technical bond between Biofonte Ltd and the buyers which  in the utmost form provides linkages with joint information systems and Electronic Data Interchange systems, which link the partners with a digital umbilical cord of order, status, and payment information as Day (2000) explained and Velimark Ltd (2004) case illustrated. Evidence of Biofonte Ltd´s salesmen visiting the laboratory and  production workers at the customer was not found and thus the bonds between Biofonte Ltd and its customers are close to the bow type model, which (Wendelin, R, 2004; Sheth and Parvatiyar, 2000 and Day, 2000) defined as bonds where the bonds only exist between the salesman of the supplier and the purchaser of the customer and where the bonds are mainly legal and economic. It is clear that the bonds with Biofonte Ltd and its customers are not like Day (2000) explained with the relationship spectrum when he claimed that the strategic choice the firm makes where to stay in the relationship spectrum will dictate the type of communication, the tightness of the linkages and the coordination mechanism. In the utmost choice the communication is two-way collaboration, there is a joint problem solving, multilevel contacts, extensive sharing of proprietary information, information system integration, process integration, social networks, joint planning, mutual commitments, shared incentives and trust.

 It also is clear that the CRM system in Biofonte Ltd does not monitor the whole customer base with real time customer feedback systems and it can be argued that the Biofonte CRM system is close to Grönroos´ (2000) transaction type of customer monitoring. The system tells the basic data of the customers and what they buy and this is mainly the information that Biofonte Ltd´s sales men use when they visit their customers.
There is no evidence of defection patterns where steady customers or customer groups would have stopped buying products from Biofonte Ltd. Appendix 8 shows the Biofonte Ltd´s sales to the customers concerning safety products but the system does not warn if any of the customers has stopped buying. The possibility for segmentation as Appendix 8 shows in the product group safety products allows the planning of the customer reward and incentives programs if the sale to the customer is regarded as the only criteria. The system does not support the model of potential relationship partner evaluation (Kotler et al, 2005) if the direct and indirect costs suggested by Grönroos (2000) are considered. The revenues can be seen from the system as Appendix 9 shows but the direct and indirect cost calculation including costs to maintain customer relationship,  to correct mistakes during the customer relationship, the psychological costs, the costs  associated  for example with delivery systems, invoicing, complaints handling, customers´ visits etc. cannot be monitored with the system.

Kotler et al (2005) divided the  five different relationships with customers into basic, reactive, accountable, proactive and partnership relationships. The files of a salesman´s daily program and the files of a salesman´s daily report that were found in Nova program and computer files (Appendix 4- 7) show the way how the customers are followed after the sale has been closed. Biofonte Ltd´s customer relationships are according to these documents somewhere between the reactive relationship, where the salesperson sells the product and encourages the customer to call whenever a problem occurs and the accountable relationship, where the salesperson contacts the customer after the delivery in order to check if the product meets the expectations and the salesperson solicits from the customer any product improvement suggestions or disappointments. No evidence of using the relationship marketing program suggested by Kotler et al (2005) was found.

Brown and Gulycz (2002) defined the organizational performance program to include measures of understanding if the organizational structure supports the roles and authorities to have CRM, if people have right skills, knowledge and capacity to use CRM, how committed staff would be to have CRM,  if a company spends enough on people and if the investments in people and technology to have CRM is paying off, if the products and services of the company meet customer needs and expectations, the methods of delivering customer service such as phone, web, e-mail, fax and in person, if the company has the required technology and training programs to support CRM, if the leadership is appropriate, if CRM champions are used through the whole organisation and if the company is reaching the customers well enough with sales campaigns and other sales promotions. There is no evidence of  any kind of formal organisational structure in Biofonte Ltd. The company has methods of delivering the customer service and technology to support CRM in its simplest form (Day, 2000) because it has the Nova program that creates different data files about the ongoing sales and customer segments online. The training program consists of four periods of training for new salesmen in the first 10 weeks of working for the company (Appendix 10). No evidence of CRM champions or specific training programs with sending and receiving teams as Agarwal et al (2005) suggested to organise CRM in the company properly were found in the Biofonte Ltd´s documentation and archival records. 

There is a lot of evidence of sales campaigns and sales promotions in the form of special offers as Appendix 11 shows. But no evidence was found how these campaigns were reported in order to see if they had reached the customers properly because there was no evidence found for example about a customer satisfaction questionnaires measuring the customers´ opinions about the campaigns. 

Prior relationship experience, the knowledge related to that experience and a system that retain that knowledge become critical infrastructure dimensions of capability (Jarrat, 2004; Brown and Gulycz, 2002; Agarwal et al, 2005). The cases (ALBA, 2004; SPI, 2004; MA, 2004; Friedfeld, 1998; Phillips, 1998; ALBA, 2004; ALG, 2004; HER, 2004; Hoffman et al, 2002; VELI, 2005; Anthony and Fuson, 2004) exemplified different types of experiences in the chemical wholesale industry in Finland. These are the experiences in the internet usage, pricing, a loyal customer as a referral source, aging relationship with a customer, technical service, personnel selling and a learning experience by empowering people.
Experience of a loyal customer as a referral source was found in Biofonte Ltd´s manual which is used by the salesmen daily when they visit customers (BIO, 2004). In the manual Mikko Heinonen, the manager of the public swimming pools in Tampere, makes a recommendation about the usage of a disinfectant chemical called Handsan distributed by Biofonte Ltd in Finland. In his recommendation Mikko Heinonen states that Handsan is used in every swimming pool of Tampere because of hygienic reasons to guarantee customers´ and employees´ safety.
Biofonte Ltd has a Finnish web site but it is not used in customer contacts. The reason for no usage is that it does not allow customers to get technical data sheets or to make orders in it. Further investments are clearly needed to improve Biofonte Ltd´s web site to better serve its customers. The web site is advantageous in recruiting practises because there is a form that a job applicant can fill in and send to Biofonte Ltd. No evidence was found that any of the present employees has been recruited using the form found on the website. Biofonte Ltd´s main product groups are presented on the website in the same way as on the the website of Algol Chemicals Ltd (ALG, 2004), which exemplified a typical stage of the internet usage in the Finnish chemical wholesale industry. However,  there was no evidence found about the service quality-drivers or the usage of EDI system  as the experts of Hercules Ltd in the paper and pulp industry (HER, 2004) and Velimark Ltd case (VELI, 2005) exemplified the usage of on-line marketing, inventory control and electronic invoicing  as  the ways to customize the relationships.   No special programs about the technical service were found in the documentation or in the archival records. Biofonte Ltd manual includes a lot of technical information about the products, which can be used to help the technical assistance of the customers. It can be questioned if Biofonte Ltd is able to follow its competitors because it does not have EDI system, on-line marketing, inventory control or service quality drivers. Jarrat (2004) defined a dynamic organisation to have ability to learn and it must apply learned knowledge at a faster rate as its competitors.
4.1.2 THE QUESTIONNAIRE AND THE RELATIONSHIP INFRASTUCTURE CAPABILITY IN BIOFONTE LTD

The questionnaire was sent to 13 of Biofonte Ltd´s 15 employees. It was not sent to the chairman of the board and to the managing director. The answers were received from 12 employees representing 92% of the employees so there was only one missing answer. There was only one employee who wrote his name on the answer sheet and the others answered anonymously. The method of cross-tabulation suggested by Saunders et al (2000) was used to present and analyse the results (Appendix 3). Saunders et al (2000) explain that cross-tabulation puts the findings of the specific data in a table and it enables to examine the interdependence between the variables. The material was also used in the in-depth interviews with two sales managers and one salesman in such a way that the interviewee´s  personal questionnaire was discussed during the interviews.

Questions 2, 4, 5, 11, 15, 16 and 17 in the questionnaire represent the relationship infrastructure capability (Appendix 3).

In question 4 it was asked if there was enough information available about the customer needs (Brown and Gulycz, 2002) in order to serve them. 75 % strongly agreed or agreed on this. Only one of the employees disagreed on this. The result
shows that people are happy what they get from Nova Program. One reason can be that this is what they are used to and they are not able to require more from the system. In other words there are no clear objectives what system is supposed to do and not to do (Donaldson & O´ Toole, 2000; Harker, 1999).
In questions 2 and 5 the employees were asked if they got enough product training and training for the sales skills, which are part of the organisational performance program (Brown and Gulycz, 2002). 62 % strongly agreed or agreed while 13 % were neutral and 26 % disagreed on this.  It is important to notice that Magnus Tötterman disagreed about this being one of the two sales managers and in charge of training his co-workers in addition to his own sales responsibilities. These results shows partly that the people are not waiting for more training. Magnus disagrees  because he knows that there is need for more training because he has trained so many other people. It can be argued whether Biofonte Ltd is able to manage internal largely orientated communications to motivate, train, inform and monitor the relationship marketing system (Ballantune, 2003).
Question 15 dealt with Biofonte Ltd´s systems concerning the Nova program and how it is used to segment the customers and customer groups. 9 % strongly agreed, 58 % agreed and 33 % were neutral in this matter. The results shows that only part of the sales men are using properly Nova program.
The interviewees were also asked (questions 16 and 17) if there was a need for internet tools such as  intranet and extranet systems in Biofonte Ltd. 100 % wanted to have intranet and 83 % wanted to have extranet in Biofonte Ltd. The results clearly shows that people see the importance for better and closer internal and external communication. The need for these tools were made clear by Ticoll (2000), Day (2000) and Hercules (HER, 2004) and Velimark (VELI, 2005) cases, which  argued that the relationship in the internet is two-way, interactive and very personalized and where the customer will become part of the product development and stock inventory of the chemical wholesale company.

4.1.3 THE IN-DEPTH INTERVIEWS AND THE RELATIONSHIP INFRASTRUCTURE CAPABILITY IN BIOFONTE LTD

Questions 1, 2, 4, 5, 6, 7, 9 and 10 represent the relationship infrastructure capability (Appendices 2A, 2B, 2C and 2D).

It was asked in question number 1 if the Biofonte salesmen know their important customers, customer segments and products. Magnus Tötterman referred to Nova program where he can get the customer lists and the lists of customer segments with the help of the sales assistants. He also thought that a method of working like this is not commonly used in the company. The way according to which Biofonte works is close to Grönroos´ (2000) transaction type of customer monitoring. Jani Moberg confirmed this when he said that he asks for the lists every now and then being sure that the salesmen hardly ever do that.
It was asked in question 2 if Biofonte has a system to measure the importance of the customers as suggested by Kotler et al (2005) and Grönroos (2000) in order to evaluate the potential partners and build up the customer relationship programs also suggested by Kotler et al (2005). Magnus Tötterman and Jani Moberg both explained that Nova program allows them to get data of the turnovers of the sales to different customers but there is no way to see the direct and indirect costs of the customer relationships.

Question 4 dealth with the most important buying criteria for Biofonte Lid’s customers defined by Payne et al (1999) and Rytkönen (1999) to be the core and augmented products, price, personal contacts, the process of buying, information flow from the seller to the customer, personal selling and the behaviour of the sales and technical people, logistics, trustworthiness and resources of the seller. Magnus Tötterman considered the most important criteria to be logistics, the whole service the customers get from Biofonte Ltd, the possibility to augmented services with a wide range of products and personal selling. Jani Moberg said that the most important criteria are packing size, logistics, the whole service, price and special offers and the personal selling.  In the aging customer relationships Magnus Tötterman suggested that he should launch new products in order to keep the customer committed to buy from him. He also pointed out that it is more beneficial for him to try to do this than to look for new customers, which is expensive for him because of travel and product testing costs and he often has to give discounts to new customers. Jani Moberg added that the whole concept, the brand, must differentiate from competitors when the relationship is aging and he pointed out the importance of new products as part of this brand. Kimmo Sario said that personal selling is the most important buying criterion to his customers. After that there is price and quality correlation and logistics including quick deliveries combining several products as a package deal. Hibbard et al (2001) suggested and Spilva case (SPI) showed that the bonds change in the aging customer relationship and Hibbard et al (2001) suggested that the true cost of the customer relationship must be recognised by the sales management system of the company. They also suggested that the sales men must vary the relationship practises with the customers because the standardised practises will not be effective. McCormick (2004) claimed that outstanding customer service is the key to customer retention, growth and profitability. He supported Parvatiyar´s (2000) and Christopher et al´s (2002) ideas that the focus of relationship marketing is on customer retention because it is less costly than acquiring new customers. McCormick (2004) also said that most companies lose money during the first year of the customer relationship.

Question 5 concerns the possibilities for the customer segmentation. Magnus Tötterman said that this is especially important for the new salesmen and he added that segmentation is for him the way to show new salesmen where to go and sell the products. Magnus Tötterman would highly appreciate a better way to automatically see the customer segments in order to define the relationship marketing tactics and relationship marketing programs suggested by Kotler et al (2005) and Grönroos (2000). Jani Moberg had a similar opinion to Magnus.

Customer relationship managers suggested by Kotler et al (2005) were studied in question number 6. Magnus Tötterman  strongly supported the idea to use the knowledge of different applications in Biofonte Ltd because the company has different specialists in for example maintenance business compared to the hygienic product business. Jani Moberg had the same ideas as Magnus about the need for relationship managers and he pointed out that there is a lot of special knowledge in the company that could be used more.

Question 7 dealt with the role of the management in the company. Magnus said that the management must set up organisational structures and it must decide about the investments. It is responsible for recruiting new people and it must solve the major problems with the employees in the company. Jani Moberg emphasized that one of the most important roles of the management is to have an open dialogue with the employees. The company should have a common mission and vision that are created together with all the employees in Biofonte Ltd. He also said that the management should decide about the investments in new technology, for instance in intranet, extranet and Nova program. Kimmo Sario added that the management should create an open atmosphere in the company which he said would certainly motivate employees to do their work better.

Question 9 brought up the need for intranet and extranet in Biofonte Ltd. Magnus Tötterman and Jani Moberg regarded them as very important tools to improve communication and spread information about the success stories.

4.2 RELATIONSHIP LEARNING CAPABILITY AND RELATIONSHIP BEHAVIORAL CAPABILITY

Relationship learning capability consists of adaptive and generative learning mechanisms and they are important dimensions of a relationship management capability (Jarrat, 2004).

A positive attitude towards cooperation has to be present for learning to occur and organizations´ learning mechanisms will only be productive and yield rent when embedded in a collaborative culture that exhibits shared norms and values, exhibiting openness and teamwork (Jarrat, 2004).

Relationship behavioural capability consists of relationship collaboration, relationship flexibility and relationship management change. Collaboration is a means to generate and transfer knowledge in an organization, it emerges through the experience of working together over time and it can be enhanced through systems, processes and technologies that support interaction (Jarrat, 2004).

4.2.1 THE QUESTIONNAIRE AND THE RELATIOSHIP LEARNING AND THE RELATIONSHIP BEHAVIORAL CAPABILITY

Questions 1, 3, 6, 7, 8, 9, 10 and 14 in the questionnaire represent relationship learning and relationship behavioural capability (Appendix 3).

In question 1 it was asked if the culture in Biofonte Ltd encourages taking care of customer relationships. 91 % of the interviewees strongly agreed or agreed on this. Question 8 dealt with the team spirit in Biofonte Ltd. 17 % strongly agreed on this and 67 % agreed on this while 16% were neutral. The results showed that Biofonte Ltd has service oriented culture and evidence of good internal and external marketing. Grönroos (2000) explained that internal marketing is a prerequisite for successful external and interactive marketing and Cann (1998) added that service-orientated culture emphasizes internal, external and interactive marketing bonding socially the supplier to the customer. The results also gave evidence of relationship flexibility in Biofonte Ltd. Relationship flexibility is evidence of an interactive culture where an organization has discarded its internal hierarchical form, linking with each other as they build unique value propositions (Jarrat, 2004). On the other hand questions 9 and 10 did not show as clearly as questions 1 and 8 evidence of service oriented culture and team spirit. Question 9 asked if the employees in Biofonte Ltd share their views about experiences and success stories in sales. 8 % strongly agreed on this, 58 % agreed on this, 17 % were neutral and 17 % disagreed. It is worth mentioning that Magnus Tötterman disagreed on this.

It was asked in question 10 if the personnel often talk about how to improve customer service.

8 % strongly agreed on this, 42 % agreed on this, 25 % were neutral, 16 % disagreed this and 8 % strongly disagreed on this. The answers show need for further investment
in training, Intranet as a communication channel and in general meetings where people

can meet and discuss the customer service.
It was asked in question 3 if the employees are empowered to do their work. 100 % strongly agreed or agreed on this. The interviewees were asked if the employees are rewarded for good internal and external customer service (question 14). 75 % strongly agreed or agreed on this, 16 % were neutral and 9 % disagreed on this. Weitz and Bradford’s (1999) sales management focused on the selection of the right people, training and motivating them and rewarding them for good results. The emphasis is on the selection and motivation of the teams rather than on recourse allocation and on motivating the individual sales people to work harder.

It is noticeable that Magnus Tötterman disagreed and he claimed that the increased sale is the only matter that is rewarded in the company, which shows evidence against Weitz and Bradford’s (1999) sales management.

It was asked in questions 6 and 7 if the supervisors of the company are interested in listening to the work related problems of their employees and if the supervisors are concerned about the welfare of their employees. 58 % strongly agreed and 33 % agreed on these. This shows that people are in general relatively happy about their work. This does not show if individual messages would be continually examined for consistency with other messages as Hartline and Bejoy (2004) suggested.
4.2.2 THE IN-DEPTH INTERVIEWS AND THE RELATIONSHIP LEARNING AND THE RELATIONSHIP BEHAVIORAL CAPABILITY

Questions 7, 8 and 11 represent the relationship learning and the relationship behavioral capability (Appendices 2A, 2B, 2C and 2D).

Questions 7 and 8 involved the role of the management in Biofonte Ltd, the culture and the mission and vision of the company. Magnus Tötterman and Jani Moberg both said that there is not a clear mission or vision in the company. There is some kind of vision but it cannot be declared and it is made by Jussi Kääntä. Especially Jani pointed out that the mission and vision should be worked out together with all employees and not only by Jussi Kääntä. Kimmo Sario agreed on these comments and pointed out that the information flow from the management of the company to the employees is not enough. Kimmo Sario said that if the information flow were better, it would motivate him and the other salesmen because openness always improves motivation. Kimmo Sario also added here that the successes with the customer relationships help him to do his work better and give him satisfaction. The management style was criticised by Magnus Tötterman, Jani Moberg and Kimmo Sario for being too bureaucratic. On the hand, if Jussi Kääntä has promised something he also keeps his word. Jussi Kääntä defined the mission and the vision only from the management point of view. He said that on one hand the management has to stay behind its decisions strongly and on the other hand  the management should motivate the  people in the organisation by bringing up new ideas and explaining those to everybody. According to Jussi Kääntä the credibility of the management is extremely important in a small company like Biofonte Ltd.  .

Question 11 dealt with the recruitment practises in Biofonte Ltd. Jussi Kääntä said that the advertisements in the newspapers and the interviews of the best candidates are the practises he has been using for years.

Grönroos (2000) said that the company culture requires a whole range of internal issues to be addressed. The culture is a holistic phenomenon and it cannot exist in isolation from or side with, for instance, the organisational structure, management approaches and methods, or the business mission and strategies of the organisation. The culture is the result of these and other aspects of organisational life. 

Grönroos (2000) claimed that internal marketing is a prerequisite for successful external and interactive marketing and Ahmed and Rafig (2003) argued that internal customers want to have their needs satisfied just like external customers.  They also said that internal marketing works in a company by establishing, developing and maintaining successful reciprocal exchange relationship within organisation through understanding, intimacy, trust and commitment.

Piercy (1995) discussed operational, behavioural and organisational barriers in order to implement successful customer satisfaction strategy. The barriers are internal politics, customer fear, market simplification, corporate culture, market complacency, resources/capability, logistics, cost barriers, perceived market drivers and credibility. Piercy  recommended  the management should review the ways in which customer satisfaction is addressed in marketing plans and strategies, examine the internal market in the company and use the conclusions they reach to plan an internal marketing strategy for customer satisfaction.  Grönroos (2000) claimed that the management must constantly demonstrate active support for the internal marketing process. Zeitmahl et al (1990) studied management role in the internal marketing and they reached the conclusion that the biggest constraints for successful internal marketing are inadequate management commitment to service quality, inadequate task standardisation and absence of goal setting.

Davis and Nance (2001) study identified four approaches to internal influence and marketing called the management interaction styles. These are directive controlling, persuasive selling, consultative marketing and relationship marketing. 

The first implication of the study is that the relationship marketing as an interactive management style leads to trust and understanding between the management and the employees in the organisation. The second implication is that the relationship marketing style encourages the empowerment of people on all levels of the company. The third implication is that relationship marketing style leads to the management appreciation of employee skills and further training of them and finally the fourth implication is that the relationship marketing style leads to the shared mission and vision with the management and employees. The shared mission and vision are the prerequisite for successful internal and external relationship marketing. The fifth implication is that an organisation having a directive controlling management style in practice has no chances to try to resort to the relationship marketing style as Mikkilä (2002) exemplified when he described the time of the merger between Bang Ltd and Bonsomer Ltd in 1993. 

Participant observation was used to explain the relationship learning and relationship behavioural capability in Biofonte Ltd better. The management style has been between directive controlling and persuasive selling. The reason is that Jussi Kääntä has controlled practically the whole operation himself.  The mission and vision have been set him and they have not been discussed much with the other employees. On the other hand, as the questionnaire also showed the culture in the company has been rather good and encouraging and there is trust between the management and the people. This is understandable since Jussi Kääntä has long experience in the chemical distribution and he is respected among the employees because of this. It looks that people have accepted this as a driving force in the company. Nevertheless, as the interviews clearly showed there is a need for better communication, openness and planning processes between the management and the employees in Biofonte Ltd. This has also come up in several discussions that the researcher has had with the  employees during his first months in the company.

5.0      LIMITATIONS, CONCLUSIONS AND RECOMMENDATIONS
     OF BIOFONTE LTD CASE STUDY

5.1      LIMITATIONS OF THE BIOFONTE LTD CASE STUDY

The future research should take a close look at the recruitment practises at Biofonte Ltd. It should be examined what kind of people are the most suitable to work in a company where there is practically no fixed salary and the salary is paid based on the sales results. Additionally it would be useful to study which are the best rewarding systems in a company like Biofonte Ltd. Is money the only motivator or are there other things that motivate the employees? Are the managers that train people motivated to do it for the best of their company or are they only interested in the money they earn by training their co-workers? What is the right system to measure the success of the training?
The other limitation of the case study is that the results cannot be generalised to apply the chemical wholesale industry. Saunders et al (2000) add that case studies cannot be used to make generalisations about the entire population because they are based on a small and unrepresentative number of cases. This is especially valid in the Biofonte Ltd case study because of the salary system. Yin (2003) explained the case study could also have a multiple case design, which consists of multiple units of analysis. It has advantages compared to a single case design as Yin (2003) said: it is more compelling and the overall study is therefore regarded as being more robust. This also explains the reason why a multiple case design was considered as one option in the research. The unit of analysis could have consisted of Biofonte Ltd and another chemical wholesale company, which would possibly have given a more robust study. This option should be considered in the future. It may be difficult to find a company in the chemical wholesale industry with which the study would be made but it is possible to find a company in the area of business to business selling in Finland.

5.2      THE CONCLUSIONS OF THE BIOFONTE LTD CASE STUDY
The general aim of this dissertation was to find out how relationship marketing is implemented in Biofonte Ltd.

In order to achieve this general aim the following objectives were set:
1. To develop the case of Biofonte Ltd. in the context of a discussion

   of relevant relationship marketing models for the wholesale chemical industry.
2.   To audit the relationship marketing capability of Biofonte Ltd.
3    To evaluate the form of relationship marketing of Biofonte Ltd.
4.   To recommend an action plan to enhance the relationships marketing efficiency of

       Biofonte Ltd.

   5.   To recommend future research possibilities in this discipline.
Objective 1 is satisfied after having reviewed general themes regarding the industry in Chapters 1 and 2 and having developed a case around Biofonte Ltd in Chapters 3 and 4.  The Biofonte Ltd case can now be concluded in order to find out if it has a relationship marketing approach, how good its RM capability is, what model of RM is the most appropriate for Biofonte Ltd and what limitations there are in the research validity. 
Kotler et al´s (2005) view pays attention to the fact that it is not always beneficial to use relationship marketing as a marketing tactic. That is the reason why the company has to decide which kind of relationship it wants to build with its customers. This way it can also be compared with Grönroos´ view (2000) of transaction marketing with singular purchases. Kotler et al (2005) define five different relationships that can be formed with customers. These are basic, reactive, accountable, proactive and partnership relationships. In the basic relationship the company sells the product and does not follow it up in any way; in the reactive relationship the salesperson sells the product and encourages the customer to call whenever a problem occurs; in accountable relationship the salesperson calls the customer after the delivery in order to check if the product is meeting the expectations and the salesperson solicits from the customer any product improvement suggestions or disappointments. This information will be used to continuously improve the offering; in proactive relationship the salesperson phones the company from time to time with suggestions of new product developments or new products; in partnership relationship the company works continuously with the customer and other customers to discover ways to deliver value better.

In Appendixes 2A, 2B and 2C Magnus Tötterman, Kimmo Sario and Jani Moberg all defined in the same way how Biofonte sales men work with their clients. In Appendix 3 59% of all Biofonte employees agreed that the company has the same concept to work with the clients. This is a learnt way of relationship approach to Biofonte Ltd´s customers and it has been built over the years by stable marketing and a sales team that knows the core customers intimately. Zontanos and Anderson (2004) reached the same comclusion when they  studied small businesses and relationship marketing theories and they found out that it is difficult to disentangle or even distinguish the practise of relationship marketing from entrepreneurial actions. That’s why they suggest that it may be useful to reconsider relationship marketing as a facet of entrepreneurship.
Kimmo Sario summarised the relationship approach of Biofonte Ltd in Appendix 2 C :

“We have the same concept in the company and this is the one that the people who train other people will teach everybody. The concept is such that first I introduce our company to the customer if it is a new customer and after that I try to arouse the customer’s interest in  our products. I show them the brochures and the most important thing is to demonstrate properly the products to the customer. After I have received hopefully the order the rest of the job belongs to the girls in the office. I mean the invoicing and organising the delivery. I also follow the customer by calling him if the product or the customer is new for me. I do it normally 3-4 weeks after the delivery. I do not think that all of the sales men do this.”

It can be said that Biofonte´s relationship marketing approach is close to reactive and accountable approach defined above by Kotler et al (2005). Biofonte Ltd. does miss a real relationship marketing program with relationship managers in different applications suggested by Kotler et al (2005). In this respect Biofonte´s relationship marketing approach is not good for key accounts like UPM KYMMENE LTD (UPM, 2004), which require special relationship managers to work with  them especially as regards volume raw materials.
Biofonte Ltd. has possibilities with small raw materials that UPM KYMMENE requires to be delivered immediately from the warehouse. Biofonte´s relationship marketing approach suits better SME´s like Elonen Ltd. (EL, 2004), which pay a lot of  attention to quick deliveries, product development together with the supplier and close personal relationships with suppliers. Sometimes the purchasing volumes are so small that the relationship is not economical for the supplier and Elonen Ltd. can become a pet or delinquent (Kotler et al´s, 2005).

Magnus Tötterman, Kimmo Sario, Jani Moberg and Juhani Kääntä all prioritised personal selling, logistics, augmented services as the customers’ main buying criteria in Appendixes 2A, 2B, 2C and 2D. This approach is applied in relationship marketing in Biofonte Ltd. as well as in many other chemical wholesale companies. These criteria match well with the Rytkönen (1999) study, which illustrated the most important elements in the customer retaining mix (Payne et al, 1999) in the Finnish chemical wholesale industry. These are the core and augmented products, price, personal contacts, the process of buying, information flow from the seller to the customer, personal selling and the behaviour of the sales and technical people, logistics, trustworthiness and recourses of the seller. Payne et al (1999) defined five different relationship marketing strategies from which one can choose when making a relationship marketing plan. The strategies are core service strategy, relationship customization, service augmentation, relationship pricing and internal marketing. These strategies are not necessarily independent of one another and one can use them simultaneously as Payne et al (1999) explained. The learned experiences in Biofonte Ltd. match best with the strategies of service augmentation and relationship customising with help of existing salesmen. Relationship memory in the organization is a cognitive or physical storage of applied information and the collective knowledge of an organisation and contains theories in use, shared mental models, information data bases, formalised routines and procedures, and formal cultural mores that guide the behaviour (Jarrat, 2004). Personal selling, logistics and augmented services are the most important relationship memories and prior relationship experiences that Biofonte has. After a salesman at Biofonte Ltd. has made a deal the products in various package sizes and combinations will be delivered to the customer from the warehouse owned by the company at short notice. Biofonte Ltd. has a warehouse from where it delivers products in different package sizes and combinations of products with a very short delivery time to customers. This is the learnt way, the brand of Biofonte Ltd. 
The relationship management capability (Jarrat, 2004) consists of a relationship infrastructure capability, relationship learning capability and relationship behavioural capability.
The relationship infrastructure capability demonstrates the elements of relationship management system, relationship experience and relationship memory (Jarrat, 2004).
The relationship management system must incorporate measures that define the extent to which an organization’s specific processes, structure and infrastructure are in place to support potential relationship partner evaluation, knowledge sharing, sociotechnical interactions, relationship progress monitoring and the relationship management coordination (Jarrat, 2004).
The knowledge sharing happens in the organisation or between the organisations interacting with each other and it was described with a relationship marketing map (Jarrat, 2004; Cohen, 2004). CRM system is a mean of knowledge sharing and a way to measure the customer relationships. Brown and Gulycz (2002) defined the customer needs that a company planning the CRM needs to know. These are customer buying practises, defection patterns, rewards and incentives that have value, opportunities for personalization of offers, appropriate timing and frequency of customer promotions, effective customer retention programs and actions that make a difference.

The customer data files, the customer feedback files, the files of a salesman´s  daily programme and the files of a salesman´s daily report were found in Nova program (Appendix 4) and in the computer files in PDF form (Appendix 5 - Appendix 7). All these files include data that can be used to evaluate the customer buying practises, the information flow from the seller to the customer, the behaviour of the sales and technical people. The files contain data of the products that the  salespeople at Biofonte Ltd. have discussed, demonstrated and sold to their customers and the note when the next visit with the customer will be arranged. The Nova program files and the computer files in Biofonte Ltd. represent CRM in its simplest form, which Day (2000) explained to include databases and transaction files, data banks, which provide a picture of the history of the relationship and the extent of the customer purchasing activity. 
Agarwal et al (2005) gave a useful way how to organise CRM in the company properly. They established sending and receiving teams in the company. The function of sending team is to define a solution that meets objectives specified in the company, to estimate the level of effort required to implement the solution and then to deliver it. The sending team responsibility also is to estimate the cost for the system meaning the cost for required technology and the training to use it. The receiving team provides the objectives in the company and the usability requirements. The receiving team responsibility is to take a lead in behavioural training, which encompasses issues such as changing job responsibilities, new reporting relationships and procedural changes. Agarwal et al (2005) pointed out as well as Cohen (2004) that in order to reduce the resistance for change, the people have to be explained why CRM or any other change in the company are important for them and why all the effort put in the implementation is worthwhile. Biofonte Ltd. has not thought yet about establishing sending and receiving teams in order to organise CRM better. In other words CRM is still in Biofonte Ltd. a rather weak technical solution, which does not have as Chen and Popovich (2003) explain an integrated and balanced approach to technology, process and people. In other words the sociotechnical interactions (Jarrat, 2004; Day, 2000) have importance to make the CRM system work (Perry et al 2002).
Relationship learning capability consists of adaptive and generative learning mechanisms and they are important dimensions of a relationship management capability (Jarrat, 2004).

A positive attitude towards cooperation has to be present for learning to occur and organizations learning mechanisms will only be productive and yield rent when embedded in a collaborative culture that exhibits shared norms and values, exhibiting openness and teamwork (Jarrat, 2004). Corporate culture as Hartline and Bejoy (2004) explained should reinforce the messages employees receive.
As the in-depth interviews with Jani Moberg, Magnus Tötterman and Kimmo Sario showed in Appendixes 2A, 2B and 2 C the knowledge sharing has not been open enough in Biofonte Ltd. and the sociotechnical interactions have not been good enough either between Jussi Kääntä and the employees. The mission and vision have been made by Jussi Kääntä. This is opposite to Hartline and Bejoy (2004) human resource program where organizational messages should be carefully thought out and planned and where the organisational messages reflect the organisation´s mission and values. In other words the whole organisation is involved in a planning process and not only the management of the company.
Saunders, M et al (2000) explain that the research validity is concerned whether the findings are really about what they appear to be about. They also define threats to validity to be history, testing, instrumentation, mortality, maturation and ambiguity about causal direction.
Testing is a limitation of the research because it is possible that people felt that the answers they will give might disadvantage them in the future.

Mortality is another limitation of the study. Many people have left Biofonte Ltd. since the ownership changed. During the study nobody actually left but the feeling to leave soon must have affected the answers given.
Maturation is also a limitation because the ownership changed in the company and these

changes have had some effect on the research results.
5.3 TO RECOMMEND AN ACTION PLAN TO ENHANCE BIOFONTE LTD´S

RELATIONSHIP MARKETING EFFICIENCY    

Chapter 5.2 gave the conclusions from the Biofonte case study. It concluded the results of data collection about Biofonte Ltd´s  relationship marketing approach, how good its RM capability is, what model of RM is most appropriate for Biofonte Ltd and what limitations there are in the research validity. This chapter will recommend an action plan, which will enhance Biofonte Ltd´s relationship marketing efficiency. This chapter will also recommend future research possibilities in this discipline.
The Biofonte Ltd. research showed clearly that there is a need for further investments in relationship infrastructure capability, especially in CRM technology in the company. More than 85 % of the Likert scale questionnaire respondents wanted to have intranet and extranet to serve the internal and external customers. The theories of bonds (Wendelin, R, 2004; Sheth and Parvatiyar, 2000 and Day, 2000) defined the bonds to be technical, time, knowledge, legal, economic, geographical, social, cultural, ideological and psychological bonds. They also divided the bonds to follow a diamond model, where the bonds between two organisations exist between different people in the organisations and a bow type model, where the bonds only exist between the salesman of the supplier and the purchaser of the customer.  As discussed in section 4.1.1 the bonds that Biofonte Ltd. has with its customers are close to the bow type model. The investments in CRM technology (extranet, intranet, EDI) would bring both the internal and external customers closer together because the information would be more easily available for everybody. The investments would help Biofonte Ltd. to move closer to the diamond type of bond model because different employees in the customers´ different departments could use the information available in extranet. Buvik (2001) studied industrial purchasing and he presented four main functions in industrial purchasing. They are organization of external supplies to meet internal demand, product and supplier evaluation, selection of purchasing criteria and negotiations of terms of trade. The laboratory and production workers could use extranet in order to evaluate Biofonte Ltd. more easily as a partner because they could see the first information of the products online and possibly even order the samples for testing before the Biofonte Ltd´s salesmen would visit them. After testing the products the salesmen at Biofonte Ltd. would negotiate the terms of trade with the purchasing department of the customer.

The second recommendation is also linked to CRM and especially in customer segmentation. The in-depth interviews showed that the customer segmentation is made using a lot of the company´s own experience and knowledge concerning the market. There was not much evidence found to measure the customer needs and the customer relationships. The in-depth interviews also showed a need for the usage of skilled relationship managers as part of relationship marketing programs (Kotler et al, 2005).  Brown and Gulycz (2002) defined the customer needs that a company planning the CRM needs to know. These are customer buying practises, defection patterns, rewards and incentives that have value, opportunities for personalization of offers, appropriate timing and frequency of customer promotions, effective customer retention programs and actions that make difference. After the segmentation is made in customer groups Biofonte Ltd. will be able to define in which  customer segments the relationship marketing programs are the best and in which customer segments the transaction marketing is the best (Kotler et al, 2005; Grönroos, C, 2000; Zontanos and Anderson, 2004).
The third recommendation is connected with the improvements in internal marketing, the management style of the company and the recruitment policy. The knowledge sharing happens in the organisation or between the organisations interacting with each other and it was described with a relationship marketing map (Jarrat, 2004; Cohen, 2004). CRM must be seen as Chen and Popovich (2003) explain not only as a technological solution but successful CRM implementation requires an integrated and balanced approach to technology, process and people. In other words the sociotechnical interactions (Jarrat, 2004; Day, 2000) have importance to make the CRM system work (Perry et al 2002). This was demonstrated and proved by many articles and views (Westervelt, 2004; Anthony and Fuson, 2004; Arnum, 2004). As the in-depth interviews with Jani Moberg, Magnus Tötterman and Kimmo Sario showed in 2A, 2B and 2 C the knowledge sharing has not been open enough in Biofonte Ltd. and the sociotechnical interactions have not   been good enough either between Jussi Kääntä and the employees. Additionally Appendix 3 showed that there is a clear need to invest in Intranet. The communication and information sharing is two way and open and the problems are solved together as Davis and Nance (2001) recommended.
A real human recourse program should be launched. This would start by recruiting new employees. Mullins (2002) emphasizes the importance of selecting right people and she claims that the managers have to build a systematic process to assess the role to be filled and the type of skills and abilities to fill it. She defines a planned and systematic recruiting approach to include following:

1. The need to know about the job to be filled.

2. The need to know about the type of person to do the job.
3. The need to know the likely means of best attracting a range of suitable applications.

4. The need to know how to best assess the candidates´ likely suitability for the job.

5. The need for induction and follow up.

Hartline and Bejoy (2004) added that the design of recruitment and selection systems should incorporate messages that consistently and frequently reflect the brand and the organisational image and they continue that the organisational messages should reflect the organisation´s mission and values. They also agreed with Mullins (2002) that accurate and specific job previews should be given to new employees so that realistic expectations are incorporated into their psychological contracts.

Agarwal et al (2005) gave a useful method how to organise CRM in the company properly. They established sending and receiving teams in the company. The function of sending team is to define a solution that meets the objectives specified in the company, to estimate the level of effort required to implement the solution and then to deliver it. The sending team´s responsibility is also to estimate the cost for the system meaning the cost for required technology and the training to use it. The receiving team provides the objectives in the company and the usability requirements. The receiving team´s responsibility is to take a lead in behavioural training, which encompasses issues such as changing job responsibilities, new reporting relationships and procedural changes. Agarwal et al (2005) pointed out as well as Cohen (2004) that in order to reduce the resistance for change, the employees have to be explained why CRM or any other change in the company are important for them and why all the effort put in the implementation is worthwhile. The interviews with Kimmo Sario, Magnus Tötterman and Jani Moberg showed that there is a need for CRM sending and receiving teams. They pointed out that the role of the management is to make the working conditions open and creative with a shared vision and mission. It also should define the main objectives in CRM implementation. They also pointed out that the knowledge in the company about different product applications and the need for sharing this knowledge are very important. The comments above show that the sending team could be the management in Biofonte Ltd. and the receiving team could be Jani Moberg, Magnus Tötterman and Kimmo Sario. Jani Moberg and Magnus Tötterman are managers and Kimmo Sario could represent the salesmen in general. This way the knowledge about the applications would spread better in Biofonte Ltd. and the resistance for change would also be lower because Jan Moberg, Kimmo Sario and Magnus Tötterman could together explain the needs for training, possible job changing responsibilities and procedural changes in the company (Agarwal et al 2005). As noted in the answers of questions 2 and 5 in the relationship infrastructure capability questionnaire, 26 % of the respondents wanted to have more training in the future. In other words the improvements in internal marketing should be combined with service augmentation and relationship customising in the future relationship marketing strategies in Biofonte Ltd. (Payne et al 1999). There are good possibilities to succeed in this because the answers of questions 1 and 8 concerning relationship learning and relationship behavioural capability (Chapter 4.2.1) showed that Biofonte Ltd already has a relatively good team spirit and service oriented culture. Grönroos (2000) explained that internal marketing is a prerequisite for successful external and interactive marketing and Cann (1998) added that service-orientated culture emphasizes internal, external and interactive marketing bonding socially the supplier to the customer.
The first recommendation for the future research is closely linked to the limitation of the Biofonte case study. As explained in 5.1 the sales men do not have a fixed salary but their earnings are based on the monthly sales results. What would really motivate the people to give their best for the development of the company in the long term? Or is money the only motivator? In order to get more data on these questions one should make several studies, where the salary system is the same as in Biofonte Ltd. The industry does not have to be chemical industry. One could use positivistic paradigm as methodology in order to get quantitative data about different companies in different parts of the world. In Russia, for example, a bonus based salary system is relatively common.
This would enable the management of Biofonte Ltd. to understand and develop better its operation. The other option is to use multiple case studies as already explained in Chapter 5.1 and combine the results with the results from the quantitative methods.
The second recommendation for the future research is linked to the value chain in the chemical industry from the producer to the end user and how to justify the existence of the distributor in the value chain. What are the real core competencies that a distributor must have in order to stay in the business? To get answers to this it would be useful to make several case studies not only in the chemical industry and compare the results. In these case studies the role of the end user would be very important naturally. The academic world, the universities could calculate mathematical models about the cost and effect on the distributor´s financial results taking into consideration repacking, training, serious human recourse programs, running the manufacturer´s production with some chemicals and even having production of some chemicals the distributors sell. These results might give a whole new perspective for the future chemical wholesale industry.
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APPENDIX 1
DOCUMENTATION AND ARCHIVAL RECORDS

1.Evidence in NOVA program about customer revenues and direct and indirect costs in the customer relationships. The direct costs to be  costs associated  for example with delivery systems, invoicing, complaints handling, customers´ visits etc. and the indirect costs  the costs to be costs associated with  mistakes correction in deliveries, invoices etc, a list of the usage of  temporary employees or a list of new permanent employees.

2. Evidence of customer buying practises, defection patterns, rewards and incentives ,  personalized offers, customer reinforcing and promotions activities, customer retention programs,  former experiences and other actions specific in Biofonte Ltd´s relations with the customers.  

3. Evidence of organisational charts, recruiting practises, internal sales meetings and training programs, reward systems, financial strategy, service and products, process and delivering channels, infrastructure and the marketing strategy of the company.
APPENDIX 2
IN DEPTH- INTERVIEW QUESTIONS 



General issues

1. Please explain your job description in the company

1. Do you know who is important customer for you? or important customer segments and products?

2.  Does Biofonte have a system to measure and show how important customer is for you?

    Can you see the revenue and the costs linked to keep up the customer relationship?

3. Do you feel that Biofonte is working with same concept or system with all their customers?

    What is the concept or system?

4. What would you say is or are the most important buying criteria’s for your customers?

     a) price and special offers b) technical service c) logistics d) the whole service they get from us e) possibility to offer many products to them f) packing size g) labelled packages h) personal contacts i) any other?     

Is it or are they changing when the customer relationship is aging?

5. Do you see a need for us to segment the customers better in groups of customers buying same products etc?

6. Do you need any help from your colleges in certain products and applications?

7. Do you need any further help from the management of the company?

8. How would you describe our management style?  Do we have a common mission and vision how we work?

9. Would you think that the use of Internet, EDI, web marketing change the relationship with customers? What is your opinion of intranet?  Which could be the main problems in usage of these? 

What about the learned previous experiences like success stories? Would you like to learn more about them using intranet?

10. How could we improve our customer relationships? Please describe both internal and external issues which can be linked for example to the structures of the organisation, systems, technology and training of the people.

11. Which are the recruitment practises in Biofonte Ltd?

Appendix 2A




Espoo 16.2.2005

In depth- interview  

Magnus Tötterman, sales manager

General issues

 Please explain your job description in the company

 I am sales manager having seven sales men reporting to me

1. Do you know who is important customer for you? or important customer segments and products?

I believe that the customers in the maintenance sector and the ones in the communal sector are the most important customers for me. I will get ABC lists from Nova program where the turnovers per customer and customer segments are mentioned if I ask the girls in office to send it to me. Actually I do not believe that the system is much in usage in general in the company.

2.  Does Biofonte have a system to measure and show how important customer is for you?

    Can you see the revenue and the costs linked to keep up the customer relationship?

Again I would say that the ABC lists tell me the turnovers that I make with my clients but I have no way to follow the expenses like the cost for me to travel to the client or other costs linked to the customer.

3. Do you feel that Biofonte is working with same concept or system with all their customers?

    What is the concept or system?

We have a following system I would say

a) We visit the customers

b) We will make a presentation of our products to the customer, the literature and we show the samples of the products.

c) We will then hopefully get some orders

d) The orders we will send by mail, fax or post to the office and the girls will take care of the rest.

e) If the product is new or if the customer is new I will give them a call afterwards to hear how the product works and if everything is ok with the customer. With the old customers I will not do it.

4. What would you say is or are the most important buying criteria’s for your customers?

     a) price and special offers b) technical service c) logistics d) the whole service they get from us e) possibility to offer many products to them f) packing size g) labelled packages h) personal contacts i) any other?     

Is it or are they changing when the customer relationship is aging?

Well, the five most important criteria’s are c, d, e, h and f. Personal selling is probably the most important for me because I have known my customers already long time. We talk about different things including personal matters and we do business. At the aging customer relationships the problem and the challenge is that I should bring some new products to the customer; otherwise it is more difficult to visit the customer. That is why I repeat again that please find new products in to our product portfolio in to our existing customers. It is better than to have products for the new customers. That would take time and money to build the customer relationships again and again.

5. Do you see a need for us to segment the customers better in groups of customers buying same products etc?

This is important especially when the sales man is new. For me as a trainee of the other sales men it is the way to show them where to go and which customer segments to see. So we should have more automatic system to produce me the info about details in different customer segments so that I should not ask it every time.

6. Do you need any help from your colleges in certain products and applications?

Absolutely yes, I would need help from other sales men, we all have our strengths. One is good in communal customers, the other one in restaurants and one in maintenance customers. A way of mixing the training is good idea so that the new guy will get training from different specialists.

7. Do you need any further help from the management of the company?

The bosses you and Juhani Kääntä have to get us new products and to solve the major organisational questions like recruiting new people and solving the major problems in the organization.

8. How would you describe our management style?  Do we have a common mission and vision how we work?

The old style with the Juhani Kääntä management is still existing. That style was too authoratic, about your style I cannot yet say but I would like to have open communication about problems and all the matters linked to business. The vision and mission are the matters I would like to build with other people in the organisation; the management will then decide the practical arrangements how to implement it; at the moment I feel that we do not have a common vision or a mission.

9. Would you think that the use of Internet, EDI, web marketing change the relationship with customers? What is your opinion of intranet?  Which could be the main problems in usage of these? 

What about the learned previous experiences like success stories? Would you like to learn more about them using intranet?

I am very much in favour of these although I am not very good in computers but that is the future, no doubt about that. We should have a place like intranet where we can change ideas about applications and success stories but the point is that everybody should use it also. We will see.

10. How could we improve our customer relationships? Please describe both internal and external issues which can be linked for example to the structures of the organisation, systems, technology and training of the people.

The product side is the most important point for me.

11. Which are the recruitment practises in the company?

This question was not asked from Magnus because he is not involved in recruiting new people.

Appendix 2B
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In depth- interview 

Jani Moberg- sales manager 



General issues

1. Please explain your job description in the company

I am Jani Moberg, sales manager and I have six sales men reporting to me

1. Do you know who is important customer for you? or important customer segments and products?

My most important customer segment is industrial sector. The segmentation I do very much based on my personal experience on the sales in this job and in my previous jobs. I will get ABC lists from Nova program if I ask them from the office but they do not come automatically.

2.  Does Biofonte have a system to measure and show how important customer is for you?

    Can you see the revenue and the costs linked to keep up the customer relationship?

I do not know. I do not regularly ask the ABC lists where I see the sales. I do not see the expenses that I spent with my customer relationships. I am more or less sure that the sales men in our company do not ask even the ABC lists or if they do it happens very seldom.

3. Do you feel that Biofonte is working with same concept or system with all their customers?

    What is the concept or system?

We make the offers after we have visited and demonstrated to products to our customers. Often the offer is based on a wide range of products but I have to say that in general the offers are done very much only looking at Biofonte perspective and not the customer perspective. If for example the volumes are larger we should be more flexible to give better discounts.

4. What would you say is or are the most important buying criteria’s for your customers?

     a) price and special offers b) technical service c) logistics d) the whole service they get from us e) possibility to offer many products to them f) packing size g) labelled packages h) personal contacts i) any other?     

Is it or are they changing when the customer relationship is aging?

I would say that packing size, logistics, the whole service the customer gets from us, price and special offers and personal sales are the most important criteria. We should use more sales campaigns and we should try to find a concept that would differentiate us from competitors.

When the relationship is aging this is especially important because customers start very easily to talk about price and ask what new things you can offer.

5. Do you see a need for us to segment the customers better in groups of customers buying same products etc?

Like discussed already I see that it is very important.

6. Do you need any help from your colleges in certain products and applications?

Intranet is the best tool for this. I am sure we can all learn from each others with help of success stories. We have different specialist in different segments like Kimmo in restaurants and we could learn more about those things from him. We must use more our strengths.

7. Do you need any further help from the management of the company?

The discussions have to be more open with the management. I would like to know more what is happening in the company and the management should be more informative. I do not mean any secrets but in general I would like to know how company is doing and where we are after 10 years.

The main job for the management is to decide about the big things like investment in technology for Nova program or Intranet.

8. How would you describe our management style?  Do we have a common mission and vision how we work?

Jussi Kääntä is not very open. The management style has been too autoritaric. I would need more openness and discussion. This would motivate me more to develop the company and push my own sales men and my own sales. The management should spend more time talking and consulting with its employees. The mission and vision should come from all employees; if we have made it together we are also much more motivated to work according to commonly agreed things.

9. Would you think that the use of Internet, EDI, web marketing change the relationship with customers? What is your opinion of intranet?  Which could be the main problems in usage of these? 

What about the learned previous experiences like success stories? Would you like to learn more about them using intranet?

I am in favour of Intranet and Extranet order to spread the information better about the sales, success stories and other things. I feel that even the older sales men that we have will get used to intranet if they get training for that. In general I do not know how much we would use it. We have to show experience to the sales men and use it all the time in order to show them that it is important and part of the way that Biofonte wants to work.

10. How could we improve our customer relationships? Please describe both internal and external issues which can be linked for example to the structures of the organisation, systems, technology and training of the people.

We should have more guidance how the customer relationships should be taken care of. Maybe we should use some consultants who would come to our sales meetings to talk about those. We have to work harder in order to find a concept what we actually offer to the customers. How do we differ from our competitors? We need all the time new products and we need better information about the customers and segments like discussed earlier. They are all linked actually together.

11. If your customer is happy does it have influence also to your work motivation and satisfaction?

If the customer is happy that makes me also happy. It is not only money that makes me happy but if I have been able to help a customer that gives me a good feeling.
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In depth- interview

Kimmo Sario  sales man 



General issues

1. Please explain your job description in the company

Sales man 

1. Do you know who is important customer for you? or important customer segments and products?

My main businesses are maintenance sector and restaurants. I do not actually use very much help of the office because I have all my customer files at my mobile. The list which I use is the one which you sent every month about the sales and according to which you pay my salary. I use this list when I plan my customer visits for next month.

2.  Does Biofonte have a system to measure and show how important customer is for you?

    Can you see the revenue and the costs linked to keep up the customer relationship?

No I do not care about this so much, I use my own systems when I plan my customer visits and when I make the routes for example how I drive to customers during the working day.

3. Do you feel that Biofonte is working with same concept or system with all their customers?

    What is the concept or system?

Yes we have the same way and this is the one that the people who train other people will teach to everybody. The concept is such that first I introduce our company a bit to the customer if it is a new customer and after that I try to wake the customer’s interest for our products. I show them the literature and the most important is to demonstrate properly the products to the customer. After I have received hopefully the order the rest of the job belongs to the girls in the office. I mean the invoicing and organising the delivery. I also follow the customer by calling to him if the product or the customer is new for me. This I do normally 3-4 weeks after the delivery. I do not think that all of the sales men would do this.

4. What would you say is or are the most important buying criteria’s for your customers?

     a) price and special offers b) technical service c) logistics d) the whole service they get from us e) possibility to offer many products to them f) packing size g) labelled packages h) personal contacts i) any other?     

Is it or are they changing when the customer relationship is aging?

First is the importance for personal contacts. The price and discounts also important. I do not mean the price for individual products but the price of the whole package I make for the customer including several products. Rebate is important in this. Logistics is important although I do not have to think about it so much because you will organise it from here. Product quality is naturally important but our competitors also have good products so it does not matter so much. But what is very important is the fact that you listen the customer and you have time for him.

In the aging customer relationships the personal contacts helps very much; the customers start to ask easily if I can offer new products. It is helpful for new business.

5. Do you see a need for us to segment the customers better in groups of customers buying same products etc?

This would be helpful especially for the new sales man. The trainees take this up all the time because this way sales men are going to the right customers.

6. Do you need any help from your colleges in certain products and applications?

I think it is good idea to help each others. I think that people do not call each others very much and learn about different applications.

7. Do you need any further help from the management of the company?

The job for the management is to make sure that we have enough products new and old ones that we can sell. The management should try to create an atmosphere in the company that encourages people to be open. The open working atmosphere motivates people I am sure.

8. How would you describe our management style?  Do we have a common mission and vision how we work?

Jussi is not open enough. The flow of information is not good enough.

9. Would you think that the use of Internet, EDI, web marketing change the relationship with customers? What is your opinion of intranet?  Which could be the main problems in usage of these? 

What about the learned previous experiences like success stories? Would you like to learn more about them using intranet?

I am in favour of these as you know. The usage of intranet and extranet would save us money also because there would be less paper going around. 

10. How could we improve our customer relationships? Please describe both internal and external issues which can be linked for example to the structures of the organisation, systems, technology and training of the people.

At least extranet would be useful if the customers could registrate them selves in to our system and take the product specifications etc directly from there. Also the customers who want to order electronically should have a chance for that.

11. Which are the recruitment practises in the company?
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Espoo 24.2.2005

In depth- interview 

Jussi Kääntä  Biofonte Ltd´s chairman of the board



General issues

1. Please explain your job description in the company

I am the chairman of the board.

1. Do you know who is important customer for you? or important customer segments and products?

We can look these from the customer visit cards. The most important segment is maintenance sector. The other ones are different depending on the area and the sales man in question.

2.  Does Biofonte have a system to measure and show how important customer is for you?

    Can you see the revenue and the costs linked to keep up the customer relationship?

As far as I know, we do not have such a system.

3. Do you feel that Biofonte is working with same concept or system with all their customers?

    What is the concept or system?

More or less yes.

The concept is based very much on personal sales work.

4. What would you say is or are the most important buying criteria’s for your customers?

     a) price and special offers b) technical service c) logistics d) the whole service they get from us e) possibility to offer many products to them f) packing size g) labelled packages h) personal contacts i) any other?     

Is it or are they changing when the customer relationship is aging?

Quality and credibility (sales man or product) and often some of a and h as well. 

5. Do you see a need for us to segment the customers better in groups of customers buying same products etc?

This would help especially the new sales men.

6. Do you need any help from your colleges in certain products and applications?

Yes the feedback from the field is very important.

7. Do you need any further help from the management of the company?

8. How would you describe our management style?  Do we have a common mission and vision how we work?

The style you should ask from 50 long term colleges of mine. The people have all their different opinions of the style.

The mission and vision I would describe as follows:

The management of this type of the company must motivate actively constantly the people in the organisation by bringing new products and fresh ideas. The credibility of the management is very important. 

9. Would you think that the use of Internet, EDI, web marketing change the relationship with customers? What is your opinion of intranet?  Which could be the main problems in usage of these? 

What about the learned previous experiences like success stories? Would you like to learn more about them using intranet?

This will grow in the future but, however the value of personal sales work of the business will not dye and you cannot do authentic demonstrations by computers. Main problem is Biofonte would be the resources in use and control and the poor level in writing with many good sales men.

For the question whether one can learn more about the success stories I would say that yes.

10. How could we improve our customer relationships? Please describe both internal and external issues which can be linked for example to the structures of the organisation, systems, technology and training of the people.

Heh, here one could write pages and pages. But the main things are the sales men, the sales material available and the service of the office and logistics. In order to improve these there is very, very much of work to be done. Much more than resources.

11. Which are the recruiting practises? 

Advertisements in the news papers and interviews.

APPENDIX 3
Relationship infrastructure-, learning- and behavioural capability

The questions and the summary of the results


Please choose the alternative you feel that best suits your opinion. The scale is from 1 to 5.

1= strongly agree, 2= agree. 3= neutral, 4= disagree, 5= strongly disagree

1. Biofonte has a culture that motivates to take care of customer relations?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree


33%
     58%
       0%
       9%
       0%

2. You are getting enough product training?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
         
17%
     50%
         8%
     17%
       8%

      3.   You are empowered to do your work?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
75%

   25%
      0%
      0%
      0%

4. Do you get all the information about the customer needs in order to serve them?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree

33%

    42%
    17%
     8%

0%

5. Are you getting enough training for the sales skills?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
   9%

     55%
    18%
     18%
       0%

     6.    My supervisor is concerned about the welfare of those under him

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
      58%

     33%
       9%
       0%
        0%

7. My supervisor is willing to listen to work related problems

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
          58%
            
      33%          9%                 0%
         0%

8. A team spirit exists in our ranks

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
       17%
   67%
    16%
     0%
     0%

9. In our company the people are sharing their views about experiences and success

stories in sales

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
8%

   58%
    17%
     17%
      0%

10. We often talk how to improve customer service

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
8%

   42%
     25%
    16%
        8%

11. I have adequate equipment and systems to do my job well

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
58%

   33%
     0%
     9%
      0%

12. Do we have a promised brand (a consistent way of behaviour) according to which we deal with customers?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
17%

   42%
     33%
      8%
      0%

13. If the answer is yes are you trained for keeping the brand up?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree

16%

     42%
    42%
     0%
       0%
14. People are rewarded for good internal and external customer service

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree

42%

    33%
    16%
      9%
       0%

15. Do we segment customers according to the applications/usage clearly enough

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
9%

    58%
     33%
     0%
      0%

16. Do you see a need for intranet system in Biofonte Ltd?

1) strongly agree
 2) agree
 3) neutral
 4) disagree
 5) strongly disagree
75%

    25%
      0%
      0%
       0%

17. Do you see a need for extranet system with Biofonte Ltd customers?
         1) strongly agree      2) agree    3) neutral    4) disagree     5) strongly disagree
33%
   50%
17%
    0%
       0%

APPENDIX 4
CUSTOMER DATA FILE

Biofonte Ltd
Contacts 

Nova-customer file 6.0.59 Page: 12.2.2005 

: 1.1.2005-31.1.2005 Number: 0-9999999999 

Address Fax Nro Name 

Contact persons  Telefon/Gsm Fax/Home telefon 

1 (1) 

Contact: 

(C) Visma Software Ltd 1991-2005 J:\NOVA6\TH\asypvm.rpt Biofonte Oy - JUHANI KÄÄNTÄ

APPENDIX 5
CUSTOMER FEEDBACK FILE

CUSTOMER FEEDBACK
Date:

__________________________________________

Customer name:
​​​​​​​​​​​​__________________________________________



__________________________________________



__________________________________________



__________________________________________



__________________________________________

Customer number:

__________________________________________

The product tested:  
1.
__________________________________________

2. __________________________________________      

3. __________________________________________

4. __________________________________________

Test Results and Comments:
__________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________





_______________________________________________________________________

Signature of the customer:

__________________________________________

Name:

__________________________________________

Telefon:

__________________________________________

email:

__________________________________________

APPENDIX 6

THE DAILY PROGRAM OF A SALES MAN
DAILY PROGRAM
DATE _____/_____  200__

	Place
	Time
	Customer
	Products discussed
	Notes

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


ANALYSE THE RESULTS . . . . . . . . . . . . . . . DO A NEW PROGRAM
APPENDIX 7

THE DAILY REPORT OF A SALES MAN
Sales man: ________________________________________



Daily Report 
Date _____/_____ 200___

	Place
	Order No
	         Customer name
	Amount
	Products
	Value of the order
	Notes
	    (Demo) & 

      keskusteltu           Seuraava käynti

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Month
	Orders
	New customers
	The sales of the month
	Today:
	Number of visits
	New visits
	Demos
	Orders
	Uusia asiakk.
	Kokonaismyynti

	Goal
	
	
	
	
	
	
	
	
	
	

	Reache
	
	
	
	
	Kilometres in the beginning of a day
	Lopussa


APPENDIX 8

REWARDS AND INCENTIVES SAFETY PRODUCT GROUP

Biofonte Ltd
Customer files
NOVA - Turnover v6.0 Sivu: 12.2.2005 1 (5) 

Date: 1.1.2004-31.12.2004 Invoice: 0-9999999999 Customer: 0-9999999999 Product: 0-ZZZZZZZZZZ Product group: 8 

Customer number  Value EUR Margin %
2070 Postin Toimitilapalvelut 12,00 3 222,00 2 518,80 78,18 

4714 Erikoisisännöitsijät Oy 6,00 1 933,20 1 581,60 81,81 

4737 Karkkilan kaupunki 6,00 1 879,50 1 527,90 81,29 

3052 Veljekset Keskinen Oy 6,00 1 718,40 1 366,80 79,54 

580 Eckerö Kommun 6,00 1 664,70 1 313,10 78,88 

4858 Engel Palvelut Oy 6,00 1 611,00 1 259,40 78,18 
APPENDIX 9

THE REVENUES OF SALES

Biofonte Ltd 

Customer files 

NOVA - Revenues v6.0 Page: 12.2.2005 2 (5) 

Date: 1.1.2004-31.12.2004 Invoice: 0-9999999999 Customer: 0-9999999999 Product: 0-ZZZZZZZZZZ Product group: 8 

Customer number Customer name Value EUR Margin % 

4798 Nordpak Oy 2,00 477,99 346,71 72,53 

708 Lohjan Liikuntahallit Oy 12,00 460,80 423,60 91,93 

2199 Oy Stormossen Ab 12,00 460,80 423,60 91,93 

4549 Porvoon kaupunki 12,00 460,80 423,60 91,93 

4742 UPM-Kymmene 12,00 460,80 423,60 91,93 

4769 Etelä-Karjalan Koulutuskuntayhtymä 4,00 451,80 383,90 84,97 

4519 Ingman Foods Oy Ab 2,00 432,25 329,79 76,30 

1736 Servisole Oy 12,00 432,00 394,80 91,39 

6082 Nostolava-Auto 12,00 432,00 394,80 91,39 

2725 Kiinteistöpalvelu Ka-Po Oy 7,00 415,40 359,98 86,66 

1495 Munakunta 1,00 380,00 321,40 84,58 

3055 Toholammin kunta 2,00 378,00 304,36 80,52 

APPENDIX 9

THE REVENUES OF SALES

Sales in details 

Nova-invoicing/sales files 6.0.114 Page: 12.2.2005 

Date: 1.11.2004-28.2.2005 Number: 0-9999999999 

Closing date Number  Date Customer Value 

1 (18) 

Value 

EUR 469,94 2.11.2004 14624 16.11.2004 Oy Peuramaa Golf Hjortlandet Golf Ab 469,94 1,000000 Paid 

EUR 344,77 2.11.2004 14625 16.11.2004 Kurk Golf Oy Ab 344,77 1,000000 
Paid 

EUR 428,83 2.11.2004 14626 23.11.2004 Siivous-Siskot Nieminen & Nieminen 428,83 1,000000 Paid
EUR 285,48 2.11.2004 14627 16.11.2004 Pukkilan kunta/Pukkilan vanhainkoti 285,48 1,000000 Paid
EUR 429,44 2.11.2004 14628 16.11.2004 Suomen Eläintuhkaus Oy 429,44 1,000000 
Paid
EUR 100,53 2.11.2004 14629 16.11.2004 Kielotien Silmäasema 100,53 1,000000 

Paid 

EUR 459,94 2.11.2004 14630 16.11.2004 Espoon kaupunki 459,94 1,000000 

Paid 

EUR 367,22 2.11.2004 14631 16.11.2004 Golf Talma 367,22 1,000000 

Paid 

EUR 117,12 2.11.2004 14632 16.11.2004 Alavuden palvelukeskus 117,12 1,000000 
Paid
EUR 226,92 2.11.2004 14633 16.11.2004 Alavuden yläaste/lukio 226,92 1,000000 

Paid 

EUR 280,60 2.11.2004 14634 16.11.2004 Laitilan kaupunki 280,60 1,000000 
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