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✓ Service is the new black. During the past years, service has become an important driver for customer satisfaction. The product and the 

technical services are just hygiene factors.

✓ The Nordic banking sector has experienced a decrease in customer satisfaction during the past ten years, while other industries have 

experienced an increase.

✓ Transparency and customer expectations. Customers have access to more information and it is easy for them comparing products, 

offers and services across industries and boarders. Customers expect the same level of service from their bank, pension fund and

insurance provider as they get from other providers. 

✓ The digital paradox. Digital solutions such as apps and 24-hour chat services have made us closer to the customers like never before. 

However, the customers feel abandoned and alienated. 

✓ Closeness breeds satisfaction. Those who are close to the customers, locally present, personal and “different” in the digital landscape 

will be the winners.

✓ The new loyalty. Even though customers are satisfied, they are not necessarily loyal if they can get an even better service elsewhere. 

Customers are loyal and unfaithful simultaneously. They are either very happy or very angry. And they tell everyone.

Helene Söderberg from EPSI Rating
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Robert Collin from Länsförsäkringar

• Big but local. Länsförsäkringar is a big company with local presence and decision power. 

Each local company makes its own decisions with support from the other local companies 

within Länsförsäkringar and the company’s centralised functions.

• Benchmarking within the company. Due to the decentralised organisation there is plenty of 

help and sparing to get from other local offices.

• Prioritisation and patience. The top management’s long-term commitment is the most 

important reason for Länsförsäkringar’s high customer satisfaction scores.

• Engaged employees. Employee involvement and empowerment is crucial for the company’s 

ability to continuously improve the customer experience. The company has a high focus on the 

employees’ possibilities for developing within the company.

• Continuously follow up. It is important to have a structured process for on-going 

measurement and follow-up on customer satisfaction.
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About the Länsförsäkringar Alliance
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Anette Haaning from Handelsbanken
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• The Handelsbanken model: High customer satisfaction, low cost and profitability.

• A customer centric business. Handelsbanken’s business model is built around the customer, and being customer focused is 

therefore embedded into its way of doing business. 

• Decentralised. It is very important that the local branches and employees can and will make decisions. The rest of the 

organisation is there to support them. 

• Transparency. A high degree of transparency within the organisation makes it possible to help and learn from each other.

• Local and personal presence. To be both local and personal in its approach to the customers is one of the most important 

success factors for Handelsbanken, for example can a personal meeting take place at the preferred location of the customer 

– not only at the bank’s offices. 

• Human-based philosophy. Shows trust and makes it possible for the employees to be decision makers. 

• Ambassadors. Rather than using mass marketing, Handelsbanken sees its customers as ambassadors.

• On-going process. Everything changes constantly, and it is important to measure (the right things), follow-up continuously 

and execute!
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Tomas Lykke from H&B | Hildebrandt & Brandi

 Easy, proactive and personal. Making it easy being a customer is still one of the most 
important things for the customer. This means providing easy access to services, doing 
things right the first time, responding quickly etc. Being proactive and personal in the 
approach to the customer is equally important. Customers want to do business with 
people they trust, like and who understand and cater to their individual needs. 

 Top management anchoring. To secure a truly customer centric culture, it is crucial 
that the top management take ownership of the customer experience initiatives and show 
direction. Having a clear customer strategy that creates a frame and a common language 
around the initiatives is paramount for long-lasting success.  

 Sustainable change. Don’t forget to focus on the line managers. They are the ones who 
make the strategy come to life. Creating great customer experiences is a 
never-ending quest and it is important to create a sustainable model that can keep 
delivering year after year. Decentralised decision power and attention to frontline 
employees is one of the key success factors for long term resilience. Make sure to set 
clear KPIs, follow up on them often and act fast when something needs to change. 
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