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Title: New service development of SMS-lending companies in Sweden 

Introduction: Many customers started to get into debt from taking sms-loans during the last 

years with the news being highlighted in media frequently. After the financial crisis in 2008, 

new laws & regulations were imposed on the sms-lending companies. As of today, the sms-

lending companies are still having problems with customers whose debts are being handled at 

the enforcement administration of Sweden.     

Purpose: The purpose of this paper is to identify the major barriers that serve as hinders for 

service development among sms-lending companies in Sweden.  

Method: A qualitative study has been conducted through semi-structured interviews with 

CEO’s, operation managers, and marketing managers of six companies in the sms-lending 

industry.    

Conclusion: The result shows that a standard model is not necessary for sms-lending 

companies in order to be profitable. However, none of the companies has a large share of the 

market, making it fragmented. Standardization in the market and problems to take patents on 

service innovation makes it difficult for the companies to innovate other than in their internal 

processes. The barriers to successful NSD processes are somewhat juridical and financial 

ones, but, although not mentioned by the interviewed companies themselves, we believe that 

the lack of customer involvement in the NSD process is serving as the major barrier. This is 

due to the fact that service companies are more dependent on customer interaction because of 

the service offerings being intangible, thus demanding a closely-monitored “fit” between 

service characteristics and customer requirements.            
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Here, we will give a short introduction about innovation in general before entering the 

problem discussion. In the end of this section, we are going to state our purpose for this 

paper. 

!,!"./*01&')$("

Whether a company is providing a service or a product for its customers, it’s important to stay 

innovative in a rapid-changing, globalized market that every business faces today. By doing 

so, the company ensures itself that it stays competitive in the market through complete new 

innovations or by making their existing offerings more effective, cheaper, or in some other 

way more attractive for the customers. There have basically been four major forces that have 

driven the companies to become more innovative nowadays; shorter life-cycles, lower direct 

production costs, intellectual property rights (IPRs), and network economy.  According to 

Westland (2008), innovation is defined as a product or service with a bundle of features that is 

new to the market, or that the new product/service is commercialized in a particular way that 

opens up new uses and consumer groups for it. The author also put this understanding in a 

simpler form by mentioning that innovation equals invention plus commercialization. Von 

Hippel (1988) argues that there are four types of sources for innovation; the firm itself (its 

resources and capabilities; both tangible and intangible ones), the suppliers, the customers, 

and third parties. Schumpeter (1942) used the famous expression “creative destruction” to 

describe that, although innovations can ruin great firms and their establishment in the market, 

they are at the same time a necessity for renewed economic growth that will ultimately benefit 

the society.   

!,2"3&'4567"8+9*)99+'$"

The problem that sms-lending companies are facing today is a growing concern of the 

increasing number of customers who can’t afford to pay their loans. This paper is focusing on 

the small & short-term loans offered by e.g. sms-lending firms to customers since this market 

is fairly new and these lending companies have experienced difficulties in how to solve the 

pay-back issue of their customers lately. The Swedish magazine Råd & Rön picked up some 



                                               30 May 2011 
                                                         

                                                    4FE02E Business Economics, Master thesis 
!
!

$!
!

statistics from the Swedish Enforcement Administration (in Swedish: 

Kronofogdemyndigheten), a government agency that handles all the debt collection in 

Sweden, revealing that 23 465 applications have been received regarding injunction to pay 

solely for sms-loans for the first half year of 2009, which was an increase by 35 percent when 

comparing at the same time the year before. As many know or even have had a part of, is the 

last financial crisis from 2008. It has been the worst financial crisis since 1929 (Trabelsi, 

2011). The main reason for the financial crises arose was for the mortgage did not have 

normal credit view.  When the interest had to be paid and the housing market decreased, the 

credit looses increased remarkable for the banks (Sydsvenskan, 2009).  Moreover, the 

Swedish central bank has got praise how they have managed the money policy in the period 

2007 to 2009 (Riksbanken, 2011). However, the lending has still increased but in smaller 

volume. Sms-lending and micro-lending has showed that the credit taker have increased on 

bailiff (Kronofogden) because the credit takers had not the possibilities to pay back. Bailiffs 

received, in 2009, 36 000 cases only on sms-lending (Kronofogden, 2009). Dagens Industri 

(2010) had done a research of what people think about sms-lending with over 5000 people 

answering.  The majority, 88 percent, think that it’s negative with this kind of loan while the 

remaining 12 percent think it’s good. In 2010, bailiff cases decreased.  People between the 

ages of 18 to 25 have been taken sms-loans to a large extent. However, statistics shows that 

the young people have decreased the amount of unpaid loans from 40 to 20 percent in 2010 

(Dagens Industri, 2010). 

The bailiffs and the consumer agency have together suggested laws to decrease the economic 

problem within sms-lending. The authorities want the lending companies to do a previous 

credit check and also delay payments so that the financial supervision has the possibility to 

monitor the sms-loan activity (Dagens Industri, 2009). However, in the end of 2010 and 2011, 

when the new consumer credit act comes into force, it is required for the sms-loans company 

to report their annual interest rate. Therefore, it will be easier for the credit taker to compare 

the sms-loan rate against, for example, with an unsecured loan from a bank (Dagens Industri, 

2010).  

There have been some suggestions for improvement when it comes to tightening the control 

from the company’s point-of-view to do a check-up on their potential customers before 
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granting the loan permission, but also a responsibility to inform the loan-takers of what 

they’re actually signing up to (e.g. level of interest rate or fees). However, the sms-lending 

companies are still not under the review of the Financial Supervisory Authority of Sweden 

(Finansinspektionen, FI), which means that no one is really controlling these companies 

whether they are following these new regulations or not.  

!,-"3)&:'96"

The purpose of this paper is to identify the major barriers that serve as hinders for service 

development among sms-lending companies in Sweden.  

 

 

 

 

 

 

 

 

 

 

 

 

 



                                               30 May 2011 
                                                         

                                                    4FE02E Business Economics, Master thesis 
!
!

&!
!

2"<=6'&6%+*/5">&/76?'&0"

This chapter contains theoretical framework of innovation. It gives the reader a view of new 

product development and specific for how to develop service, and also the barriers for 

innovation. It concludes with the state-of-the-art and research question. 

2,!"#$$'A/%+'$"

To create value and sustain competitive advantage in the organization, innovation is 

important. Innovation is the tool for the organization to influence or change an environment 

(Baregheh et.al, 2008).  

A definition of innovation from Baregheh, et al. (2008) is as follows:  

“Innovation is the generation, acceptance and implementation of new ideas, processes, 

products or services” 

According to Jenssen (2010), a large a part of the business turnover comes from new or newly 

improved products or services. This means that innovation contributes to economic growth as 

well. According to Westland (2008), innovation is a product or service with a collection of 

features that are new in the market and is commercialized in ways that opens up new users 

and consumer groups. Innovation can shortly be seen as invention plus commercialization. 

There are different ways to see if an innovation has a commercial potential. The first is so 

called quizzing, which means feature-mapping to identify market-differencing features of the 

innovation. The second one is consumption chain analysis, which is about identification of 

target demographic groups and activities. The third is to make a more detailed feature map, 

for each group activity, in order to find necessary product features of the innovation 

(Westland, 2008). 

The innovation is a solution for a problem in the organization and, according to von Hippel 

(2005), service and product development is the fundamental core of the problem-solving 

process. To solve a problem consists of trial and error that helps to identify a solution of the 

problem. 
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The trial-and-error problem solving can be envisioned as a four-phase cycle. Figure 1 below 

shows the trial-and-error cycle of product development (ibid): 

 

(Figure 1, The Trial-and-error cycle, from the book "Democratizing Innovation" by von Hippel, 2005, pp. 64) 

 

In phase 1 of the cycle the need and solution information combines for the user to come up 

with an idea. In phase 2, the user develops and creates a prototype of both the possible 

solution it have envisioned and the intended use for environment. In phase 3, they experiment 

with the prototype and see what happens. In phase 4, the result is analyzed to understand the 

trail and to assess the error information (ibid). 

Theory for develop the product and find the solution to the problem is New Product 

Development (NPD). NPD is a complex innovation process to create and apply something 

that is new (Yang & Yu, 2002). According to Wei & Chang (2010), NPD is the most 

important factor for the survival of enterprises under hard competition. 

The process for NPD can be series of activities, including idea generation, product 

development and product commercialization (Yang & Yu, 2002).  The process can also have 

different characteristics depending on corporate, market and product characteristics, such as 
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sequential new product development, holistic new product development, overlapping new 

product development, chaotic new product development (Liu & Tsai, 2009). 

Research on the NPD process has done a lot for understanding it and how it works 

empirically. However, service development has not been studied as much (Alam, 2005 and 

Kelly & Storay, 1998). Firms that want to survive need to develop their business. Service 

innovation has increased and is an important phenomenon to study. New Service 

Development is based from the concepts of developing NPD (Dolfsma, 2004). But the 

development of a service is not the same as the development of a tangible product (Kelly & 

Storay, 1998).   

The key issues in NSD are strategy and process. Strategies for NSD are:  

- new-to-the-market service, including new-to-the-world services 

- new-to-the-company service. Services that are new to the firm, but not new to the 

world 

- new delivery process, consisting of lines new to a firm, but not new to the world 

- service modifications; major improvement or modifications of an existing service 

- service line extension, additions to a firm´s existing services and 

- service repositioning, i.e. repositioning of an existing service (Alam, 2005).  

 

Many scholars argue that services are activities, deeds or processes and interactions. It is often 

problematic to get relevant feedback from customers in advance. Services today are 

interactive, technology intensive, and embedded in relationships. New service development 

relies on tasks or activities that are difficult for understanding or solve and anticipating 

changing customer needs (Matthing et al., 2004 and). Dolfsma (pp. 2, 2004) defines service as 

“…an activity or series of activities of more or less intangible nature that normally, but not 

necessarily, take place in interactions between the customer and service employees, and/or 

physical resources or goods and/or systems of the service provider, which are provided as 

solutions to customer problems”. 
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There are four (the fourth is third parties that can license their innovation) functional sources 

of innovation: users (who benefit from using the products or services); manufacturers (who 

benefit from manufacturing it); suppliers (who benefit from supplying the components or 

materials); and the fourth which is third parties (that can license their innovation). Users tend 

to be more concerned with the in-house use of an innovation, while manufacturers and 

suppliers are more concerned with reaching the entire market, and making money that way 

(von Hippel, 1995). The sources of innovation vary between different product categories. So 

called lead users often play a valuable role in the development of new products or services. 

They often face needs that will be general in a marketplace. However, they face them months 

or years before the bulk of that marketplace encounters them (ibid).  

Typical stakeholders that have a direct influence on NSD are consumers and competitors 

(Smith & Fischbacher, 2005). 

From a NSD perspective, the customers are not only the necessity but also an opportunity and 

therefore the customers’ needs are central (Matthing et al., 2004; Smith & Fischbacher, 2005). 

That means by involving the customer in the innovation process the company has the 

possibility to develop the service and decrease the gap between what the firm supply and what 

the customer demand.   

Service Innovation Theory 

The service sector is comprised of the transport, government, education, health care, social 

and personal service, retail and wholesale, hotels and restaurants, telecommunication and 

financial sector. The financial service sector is wide-ranging and covers banks, building 

societies, incurrence and companies from other sector settings up financial service operations 

(Oke, 2007). The financial sector has relatively low barriers and it is easy to copy new 

financial products. There has been little research on NSD and innovation in the financial 

service (Drew, 1995). In the incurrence and financial sector NSD includes new or improved 

credit offerings, like interest-only or other payment options (Oke, 2007). Gadrey et al. (1995) 

defines service innovation as innovations in processes and innovations in organization for 

existing service products. 
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This describes as new developments activities undertaken to deliver more attractive service 

products to consumers. The variation on the delivery or add-on service embellishing for 

experience to the customer is related to service innovation. This makes the service more 

attractive to customers (ibid).  

According to Straub (2010), Den Hertog & Bildebeek (1998) developed a model for service 

innovation that is used as an analytical framework to identify innovation related to 

performance-based contracting and relate the needed competence and capability of 

contractors. 

The model exist of four dimensions; the service concept, the client interface, the service 

delivery system, and technological options. Each service innovation is a mixture of those four 

dimensions (ibid).  

Den Hertog & Bilderbeek (1998) explain their model as:  

If you look at (service) innovations these seldom are limited to a change in the characteristics 

of the (service) product itself. Most of the time it coincides with new ways of distributing the 

product, new ways of interacting with the client, new ways of making sure that the product is 

produced according to a certain standard, etc. However, what is important for introducing 

one new product onto the market (service or good) might be totally irrelevant for other 

products. Offering a completely new service product differs considerably from offering an 

existing service using a new distribution channel. Similarly some innovations are mainly the 

product of co-production by the innovator and his client while others are clearly the result of 

applying for instance ICT. In practice, however, most innovations are mixtures of major and 

minor changes and adaptations that together form the innovation (Den Hertog & Bilderbeek, 

1998, p. 6). 

2,2"./&&+6&9"

Innovation among companies is seen as a vital, ongoing process to ensure a firm’s survival in 

any given market, but barriers of various kinds are hindering the companies from being more 

innovative than they really want. Thus, it is important to understand the concept of barriers 

and how a company can overcome them. Loewe & Dominiquini (2006), who work at 
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Strategos, a global strategic innovation firm, have come up with three types of advice for 

companies that want to become successful innovators. These advices are: (1) do not just treat 

the symptoms; (2) do not only act on one root cause and (3) do not blindly copy best 

practices. 

 

Loewe & Dominiquini (2006) argue that most of the executives only identify the symptoms, 

such as lack of appropriately allocating their time, resources or efforts towards innovation, 

when in reality there is a deeper problem attached to it. The authors goes on by saying that 

there are four areas in which the root causes of these symptoms can be found; (1) leadership 

behaviors, (2) management processes, (3) people & skills, and (4) culture & values (see figure 

2). 

  

 
 

 (Figure 2, fetched from the article ‘Overcoming the barriers to effective innovation’ by Loewe and Dominiquini, 
2006, p.25) 

 

The second advice from Loewe & Dominiquini (2006) tells the companies to not only focus 

on one of these mentioned areas, but all of them in a systematic way; otherwise, focusing on 
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one area would not generate sustainable success. The third advice refers to the fact that each 

company has to evaluate their own specific innovation issues and opportunities, learn from 

how others have handled similar situations or challenges, and construct a tailored action plan 

to tackle a company’s most severe problems.            

 

Loewe & Dominiquini (2006) also made a survey on more than 500 companies from various 

industries in which the respondents answered on what they believed were the major obstacles 

towards innovation. The authors identified the following six barriers that were considered as 

the most prominent among these firms: 

 

1. Short-term focus 

2. Lack of time, resources or staff 

3. Leadership expects payoff sooner than is realistic 

4. Management incentives are not structured to reward innovation 

5. Lack of a systematic innovation process 

6. Belief that innovation is inherently risky 

 

Since this paper will be focusing on the management processes, tools, and firms’ interactions 

with the customer, we are going to look into the top barriers stated above that relates to our 

study as well as others that are potentially given in the theory review. 

 

New service development (NSD) process 

Over the years, there has been an argument about whether service companies have a limited 

use for a formal process to manage the NSD process. There are some that argues that service 

firms do have a limited use of formal processes like the ones used for manufacturing 

companies (Martin & Horn, 1992; Kelly & Storey, 2000) and some that argues that they do 

not (Edvarsson et al., 1995). Thus, it is unclear whether or not the service companies are 

using a formal innovation process. Moreover, the stage-gate model has been argued to 

contribute, as a systematic development process, to the success of the innovation, albeit being 

studied only on products (Cooper, 1990). The stage-gate model also highlights the importance 

of having cross-functional teams in each “gate” (i.e. point of transition between stages).   
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 (Figure 3, the stage-gate model, fetched from the article ‘Managing the new service development process: 

towards a systemic model’ by Stevens and Dimitriadis, 2005, p. 177) 

!

Cooper (1994) then improved his stage-gate model (see figure 3), which is a result of a linear 

conception of the development that moves sequentially from idea generation to launch. There 

are five stages in this model: preliminary investigation, detailed investigation (where a 

business case is built), development, testing & validation, and full production & market 

launch. Between these stages, there are gates in which cross-functional teams evaluate a 

certain innovation before allowing or stopping it from entering the next stage in the process. 

Although NSD is viewed as an important factor for the service industry (Johnson et al., 2000; 

Menor et al., 2002), there have not been many studies regarding NSD models that have been 

based on empirical data (Alam & Perry, 2002). Stevens & Dimitriadis (2005) points out that 

the NSD theory is not as developed as the new product development (NPD) theory, stating 

that the few empirical studies that have been made in this area have not reached consensus on 

a well-formed and structured development process. Johnson et al. (2000) suggested a model 

that is describing the NSD process which identifies four broad stages and 12 tasks that must 

be produced to launch the new service as well as the components within the organization that 

are involved in the process (see figure 4). The four stages are design, analysis, development, 

and launch. Within each of these stages, the organizational context is involved, which 

includes everything from people, technology, and systems. These organizational parts can 

also be assembled into teams and tools that enable or facilitate the innovation process. 
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(Figure 4, the NSD process cycle, fetched from the article ‘Managing the new service development process: 

towards a systemic model’ by Stevens & Dimitriadis, 2005, p. 178) 

 

Stevens & Dimitriadis (2005) conducted an exploratory comparative longitudinal research 

design by selecting two projects from two different sectors, which was retailing and banking. 

The results showed that the authors did not observe any clear stages of each of the companies’ 

NSD processes, but rather a continuous moving process by changing actors as well as 

communications and decisions back and forth. However, the authors did identity three 

different segments in which the NSD processes of these firms where operating in (see figure 3 

in the article ‘Managing the new service development process: towards a systemic model’ by 

Stevens & Dimitriadis, 2005, p. 187). As a consequence of the results, the authors constructed 

a model based on what they had found and observed. The model (figure 5) suggests that the 

NSD process is heading towards a more systemic model. This model includes five types of 

interactors to the innovation process: individuals, groups, organization, infrastructure, and 

external. Between these interactors, there is a learning process in which the innovation is 

adapted and tested until it is considered to be ready for market launch.     
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(Figure 5, the systemic learning model for NSD, fetched from the article ‘Managing the new service 

development process: towards a systemic model’ by Stevens and Dimitriadis, 2005, p. 191) 

 

Barriers in the innovation process 

Kelly & Storey (2000) made a study among executives in leading UK service firms with the 

aim of finding out whether service firms were using a systematic process to generate ideas for 

new services. Unlike that NPD process that occurs in manufacturing firms, there hasn’t been 

much literature that have discussed or supported any formal NSD process within service 

companies. The respondents were asked to identify what they considered to be the key 

barriers to service innovation of the company.  

 

The answers were categorized into six areas: information technology, resources, knowledge-

skills-capabilities-processes, culture, financial, and other (see figure 6). The “knowledge-

skills-capabilities-processes” barrier identifies particular skills shortages, e.g. processes to 

screen new ideas. The result of this study is in line of what other studies have found regarding 

barriers to innovation (Reidenbach & Moak, 1986; Martin & Horne, 1993; Drew, 1995). 

Johne & Storey (1998) has reviewed these studies and concluded that successful firms were 

observed to establish e.g. systems to facilitate innovation. Here, they could for example 
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construct detailed job descriptions and reward systems that are linked to the NSD process, and 

the NSD programmes are more formalized, thus the entire process is better structured. 

However, surprisingly, the respondents didn’t view company strategy or direction to be a 

significant barrier to NSD success.       

 

 
 

(Figure 6, barriers to NSD, fetched from the article ‘New service development: initiation strategies’ by Kelly and 
Storey, 2000, p. 52) 

 

Oke (2004) made a study in the UK as well in order to investigate how innovation is 

understood among service companies and identify the potential barriers to innovation 

management in these companies.     
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(Figure 7, barriers to innovation management, fetched from the article ‘Barriers to innovation management in 
service companies’ by Oke, 2004, p. 39) 

 

The results (see figure 8) showed that the most problematic areas include: having good 

measures of innovation performance, having an effective development process, protecting 

innovation with patents, and developing ideas that are not easily copied by competitors. 

Further analysis was also carried out in order to explore the relationship between the factors 

that were considered as barriers and the perceived innovation performance of responding 

companies in relation to their competitors. One of these outcomes showed that there was a 

significant positive correlation between the barrier against having an effective development 

process and perceived innovation performance. This can be explained by the fact that those 

companies that did recognize this barrier as problematic encouraged them to look for 

alternative ways of achieving innovations that are not visible to competitors such as 

developing innovations within the company’s own processes.    

 

Measurement tools 

Griffin & Page (1996) argues that managers typically evaluate the efforts of the new 

products/service developments that results in “offerings” (i.e. highly successful new 

products/services) that are based on financial data (e.g. revenue, profit, or profit margin) or 

other related measures that are quantifiable such as market share or sales volume. However, 

there has been an increasing demand to explore a wider range of benefits associated with 
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producing new offerings. Silvestro et al. (1992) made a useful distinction between process 

measures of NSD performance and the outcomes from NSD performance that is measurable. 

Outcome measures were divided into financial-, competitiveness-, and quality measures while 

the NSD process were divided into criterion cost, effectiveness, and speed (see figure 8).  

 

Schilling & Hill (1998) identified two critical factors for NSD processes to be successful; 

minimization of time-to-market and the maximization of fit between customer requirements 

and product/service characteristics. Cohen et al. (2000) named another factor to be considered 

as critical for success of the NSD process, namely total development cost. Time, cost, and 

quality are viewed as central factors for a development effort and its operational outcomes 

(Tatikonda & Montoya-Weiss, 2001). NSD performance reflects both operational 

effectiveness as well as marketplace competitiveness (Cooper & Kleinschmidt, 1995).  

 

According to Johne & Storey (1998), the NSD performance can either be measured on a 

project or the overall development process. Operational excellence tools such as six sigma are 

one of the measurement instruments that a service company could possibly use to improve 

their process innovation, although six sigma has mostly been used in the manufacturing 

industry and its application in the service sector might be limited despite being useful 

(Antony, 2006).      
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(Figure 8, measures of NSD outcomes and process performances, fetched from the article ‘New service 
development: areas for exploitation and exploration’ by Menor et al., 2002, p. 142) 

 

Customer orientation 

In order for a product or service to be successful, it has to satisfy the customers’ needs (Voss 

& Voss, 2000; Crawford & Di Benedetto, 2000). Others suggest that customer involvement 

and inputs are one of the key elements of NSD (Hart & Baker, 1994; Rothwell, 1994), 

something that Binks & Ennew (1996) and Martin & Horne (1995) follows up on by saying 

that customer interaction is a key factor for success of e.g. service firms. Therefore, there is a 

need to create a NSD model that includes the customer-producer relationship in order to 

develop successful new services.            
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The main focus in marketing is the customer (Fassin, 2008) and the users or customer has a 

high influence for the development of the product or service so they can be satisfied and know 

the gap in customers’ needs and what the company offers. Dibb et al. (1994) offered as 

definition of marketing: 

”Marketing consists of individual and organisational activities that facilitate and expedite satisfying exchange 

relationships in a dynamic environment through the creation, distribution, promotion and pricing of goods, 

services and ideas.” 

There are many different customers and the question is who represents the customer in a 

specific marketing context (ibid). In market literature the various list of needs have been 

discussed. Schneider & Bowen (1995) have proposed a model with three needs; 

1. they are specific  to service businesses; 

2. they cover many of the needs proposed by marketing scholars; and 

3. they come from a management and psychological perspective. 

 

According to Chung-Herrera (2005), Schneider & Bowen (1995) has proposed a model in 

which there are three needs, which are said to be necessary for creating a service culture. It is 

said to based on the merging several motivation theories, such as Maslow’s hierarchy (1956) 

and the Equity Theory (Adams, 1976). The three needs are; need for security, need for self-

esteem and the need for justice. 

The need of security is to feel secure with physical, psychological, or economic harm in the 

service transaction. From an economical point of view the security needs is economical 

safety. For example, banks or credit card companies etc. hold a person’s economic safety in 

their hands. They have the financial information of each customer. However, they can deny a 

loan, increase the interest or close their account, affecting their economical situation. 

The need of esteem is to maintain and enhance one’s self-esteem or self-worth. There are two 

types of needs of self-esteem. The first type is needs that are inner-directed, based on the 

individual’s own feelings of the effect the person has on the environment. The second type is 
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the outer-directed needs that are based on the reflected appraisals from others in one’s social 

environment, in the form of social approval, attention, recognition, respect, prestige, and 

status. In most cases the people wants to have both. People wants to have a positive self-

concept and need to feel that they are respected, intelligent and important. Services are going 

against customers self-esteem needs, by going against one or both of self-esteem types. An 

example is if the service fails to recognize that the customers are not satisfied. This can make 

the customer feel stupid, e.g. when a service provider says, “Let me explain why you are 

wrong”. Negative feedback is very sensitive, devaluating our self-esteem, especially if the 

customer pays money to get talked down. 

The need of justice is to be treated in a fair and equitable way compared to other similar 

customers. There are three kinds of justice perceptions in service encounters. The first one is 

distributive justice; the result of the service shall be similar, compared to what another 

customer gets. The second one is procedural justice; the procedures for comparable customers 

are fair and equitable. The third one is interactional justice; the customer shall be treated in 

fair way. 

According to Matthing et al. (2004), there are a number of strongly allied concepts of the 

involvement of the customer and users in new service development. The costumer-idealized 

design is an interactive technique of customer involvement, which has not produced the 

expected result. That technique is as a focus group but different in several ways e.g. it usually 

takes one entry day, it requires innovation and interaction from participants, it is a task-

oriented and uses competition among participants to attend performance and, finally, it 

requires the group to articulate and design an ideal product in a designated product category 

(Ciccantelli & Magidson, 1993). In certain stages the customers have a positive impact on 

new product success (Gruner & Homburg, 2000).       

The users that present strong needs of the service are called lead users. The lead users’ needs 

will become general in a marketplace in the future and can benefit with solutions to their 

needs (von Hippel, 1986). The interaction between customer and the design process is defined 

as customer involvement and has three types; design for the customer, design with customers 

and design by customers (Kaulio, 1998). According to Pitta & Franzak (1996), the best 
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method is to involve the customer in each step in the innovation process, by learning from the 

customers’ needs and wants in great detail.  

By doing a study of the users’ opinion, the company can get answers on how users interpret 

what the company offer and what the users’ needs are. This can lead to the development of 

the enterprise and its services, so the customers can be satisfied or give the company an 

opportunity to find a new target group for the new service.  

According to Alam & Perry (2002), the users’ involvement in developing the service is 

important. Several studies have provided insights into the importance of users’ input. 

Literature about market orientation suggests that customer-oriented product development 

efforts yield better innovation and better new product success (Deshpandé et al., 1993; 

Gatignon & Xuereb, 1997; Jaworski & Kohli, 1993; Slater & Narvar, 1994). Literature on 

new product development suggests that user interaction can increase the success of new 

products or services (Gruner & Homburg, 2000). The use of the exchange and collaboration 

with users are useful for new product development (Achrol, 1997; Biemans, 1991; Comer & 

Zirger, 1997).        

Factors for new service development are human resources, teamwork, and user collaborations. 

The understanding of user needs is a strong success factor for service innovation. (Alam & 

Perry, 2002) 

According to Alam and Perry (2002), there can be six key objectives of user’s involvement:  

1. Superior and diffusion of the service. By the involvement of users, it is possible to 

develop the service with unique benefits and better value for the users.  

2. Reducing the cycle time. The process for new service development can be stimulated 

and it can result in reduction of the cycle time of the service development.  

3. User education. How to use and what the attributes are; specifications of the service 

can easily be taught to the user.    

4. Rapid diffusion. It can accelerate the market acceptance of the new service, helping 

the diffusion of innovation 

5.  Improved public relations. The purpose of the users involvement is to improve 

public relations before the market launch. 
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6. Long-term relationships. The involvement of the user in the process may improve 

the producer-user relationship. 

 

Users can be involved in almost all the 10 stages in NSD process; 1) strategic planning, 2) 

idea generation, 3) idea screening, 4) business analysis, 5) formation of cross-functional team,  

6) service and process design, 7) personal training, 8) service testing and pilot run, 9) test 

marketing, and  10) commercialization. However, the most impotent stages of user 

involvement are; idea generation, service/process system design, and testing/pilot run.   

There are six modes of involving the user: 

1. Face-to-face interviews are in-depth interviews that collect user input on different 

aspects of the service to be developed. Users’ need, wants, preferences, likes and 

dislikes, gaps in the market, competitors’ offerings, desired improvement in the 

service delivery process, timeliness of the service delivery, comments on the 

marketing mix, and service acceptance criteria.  

2. User visits and meetings, the users are invited to several meetings of the service 

development team. They give input on different aspects of the development process.  

3. Brainstorming, group creativity techniques design to enable people to work in 

discussions to create ideas or solutions.  

4. Users’ observation and feedback, users are asked to observe and comment on 

several service innovation activities: service delivery process, testing of service 

delivery process, and personal training.  

5. Phone, faxes, and e-mails, the firm/producer inform users about specific issues of 

new service development trough phone, faxes, e-mail, brochures, and other 

publications. 

6. Focus group discussions, users are being invited into group meetings with the service 

producers, discussing several issues related to the development process.  
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Loewe & Dominiquini (2006) stated a model for innovation effectiveness which included four 

root causes for a company’s potential symptoms: leadership behavior, management processes, 

people & skills, and culture and values. One of them, management processes, deals with 

innovation both on the current offer to the customers, but also on process innovation (e.g. for 

improving ones NSD process by cutting costs, enhance quality, or reduce time). Johnson et al. 

(2000) proposed a model called the NSD process cycle that contains four steps (in sequential 

order); design, analysis, development, and full launch. These four steps are coupled with the 

organizational context where process facilitators or enablers such as people, teams, and tools 

are housed. Stevens & Dimitriadis (2005) constructed a model based on their study and called 

it the systemic learning model. This model is somewhat unclear because of the fact that the 

authors observed that people in different departments of the companies studied went back and 

forth with decisions; thus, they didn’t have any formal model. However, the authors could still 

identify three different segments in which the agents were moving in the innovation process 

and suggested therefore that the NSD is heading towards becoming a more systemic model. 

Our interpretation is that there is a need for a systematic and well-defined NSD process 

among service companies but so far there has not been anyone that has been validated. Thus, 

we find it important to research into this area by adding to the knowledge and understanding 

of how service companies really work with innovation.  

 

Griffin & Page (1996) brought up the fact that a majority of successful services are based on 

measurements of financial data (e.g. revenue, profit, or margin profit) or other related items 

such as market share or sales volume. Schilling & Hill (1998) and Cohen et al. (2000) 

together argued that time, cost, and quality are all important attributes in order for NSD 

processes to be successful. Silvestro et al. (1992) made a useful distinction between NSD 

process measures and NSD performance outcomes. Outcome measures were divided into 

financial-, competitiveness-, and quality measures while the NSD process were divided into 

criterion cost, effectiveness, and speed. Cooper & Kleinschmidt (1995) argue that NSD 

performance is a reflection of operational effectiveness as well as market competitiveness. 

Based on this, we believe that having tools or measurement instrument is critical in order to 



                                               30 May 2011 
                                                         

                                                    4FE02E Business Economics, Master thesis 
!
!

"%!
!

measure innovation performance. Thus, it is imperative to find out whether service companies 

are using any measurement instruments or not.         

 

Loewe & Dominiquini (2006) identified six major barriers towards innovation: (1) short-term 

focus, (2) lack of time, resources or staff, (3) leadership expects payoff sooner than is 

realistic, (4) management incentives are not structured to reward innovation, (5) lack of a 

systematic innovation process, and (6) belief that innovation is inherently risky. Kelly & 

Storey (2000) identified five major barriers from their study: (1) information technology, (2) 

resources, (3) knowledge-skills-capabilities-processes, (4) culture, and (5) financial. Oke 

(2004) identified four problematic areas for firms that acted as barriers to innovation: (1) hard 

to measure innovation performance, (2) difficult to have an effective development process, (3) 

tough to protect innovations with patents, and (4) hard to develop ideas that are not easy to 

copy. Our understanding from this is that barriers can occur in many different areas. This 

paper’s research is focused towards the barriers that might occur in the innovation process; 

thus, we find it important as to how the service companies are working with their innovation 

process and what barriers they believe are the most problematic ones.      

 

Fassin (2008) say that the main focusing in the market is the customer. Customer’s 

involvement in the innovation process is one key factor to know how the customer’s needs 

are. There are different customer needs, which can depend on which service business the 

companies are in. The needs model, which are created from Schneider & Bowen (1995), is: 

the security need, the need of justice, and need of esteem.   There are also different ways and 

of how to involve the customer and also different possibilities that the customer can help in 

the innovation process (Alam & Perry, 2002). Regarding what has been said in the literature, 

we believe that customers can be an important part of a service firm’s innovation process and 

contribute to its success. Therefore, we feel that it is important to find out how the service 

companies are working with the customers throughout their innovation process.    
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Dominating theory 

There are plenty of accepted definitions about innovation from authors like Westland (2008) 

and von Hippel (1996; 2005). Much studies has been done about the processes, NPD and 

NSD, from authors such as Baregheh et al. (2008), Yang & Yu (2002),  Wei & Chang (2010), 

Liu & Tsai (2009), Alam (2005), Kelly & Storay (1998),  Dolfsma (2004) and Matthing et al. 

(2004). However, there are only theories within the NPD that has been accepted throughout 

the years since there haven’t been enough studies to validate any theory that exist within the 

field of NSD as of today. 

The service innovation theory is an explanation and back ground for understand our study. 

That theory is very broad and has no specific definition and are general accepted. Oke (2007) 

and Gadrey et al. (1995) defines service innovation as development in the process and in the 

organization of the service product. Straub (2010) and den Hertog & Bildebeck (1998) has 

developed a model for service innovation that are used for analyzing and measuring the 

innovation performance. These studies have been empirical validated somewhat, but they 

cannot be considered as accepted ones since more extensive studies are still to be done 

concerning theories in service innovation. From von Hippel (1995), one of the main sources 

of innovation comes from the user. According to Fasin (2008), users’ involvement has a high 

influence on the development of the service in a firm which, like von Hippel’s theory, is 

generally accepted.  

When it comes to the NSD process, there isn’t any theory or model that has been validated or 

accepted by researchers as of today. This is perhaps due to the fact that service by nature is 

intangible, thus making it harder to innovate something without facing a significantly higher 

risk of getting easily copied than for manufacturing firms who can obtain a patent for their 

innovation. Loewe and Dominiquini (2006) brought up four areas to which the root causes of 

any symptom that a company might face or are already facing; leadership behavior, 

management processes, people & skills, and culture & values. These four areas are an already 

known fact by researchers to have an impact on a company’s innovative performance; thus, 

this is a well accepted theory. The stage-gate model by Cooper (1994) grew to be a popular 

model mostly due to the fact that it introduced the concept of cross-functional teams that 
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could be formed in the transition phase (i.e. from one process stage to another) in the 

development process. However, this model was mainly made for and tested by manufacturing 

companies and their NPD processes. Johnson et al. (2000) suggested a NSD process cycle but 

it hasn’t been tested enough to be considered as a validated theory.  

 

When it comes to measurement tools, there really haven’t been any that’s been widely 

accepted in the service sector either. Antony (2006) studied the possibility of incorporating 

six sigma (which has been a success among manufacturing firms) into service companies and 

although he found the measurement instrument to be quite useful, he also noticed that it has 

limited uses in the NSD process of these firms.           

 

Emerging theory 

One of the proposed theories of late when it comes to NSD process is the one by Stevens and 

Dimitriadis (2005). The authors conducted a longitudinal research design by selecting two 

projects from two different sectors, which was retailing and banking. The results showed that 

the authors did not observe any clear stages of each of the companies’ NSD processes, but 

rather a continuous moving process by changing actors as well as communications and 

decisions back and forth. However, the authors did identity three different segments in which 

the NSD processes of these firms where operating in (see figure 3 in the article ‘Managing the 

new development process: towards a systemic model’ by Stevens & Dimitriadis, 2005, p. 187). As a 

consequence of the results, the authors constructed a model based on what they had found and 

observed. But, as with the “dominating” theories described earlier regarding the NSD process 

in service firms, this model needs more practical testing before being considered validated or 

accepted as well. All in all, since there is neither a dominating nor an emerging theory 

concerning NSD, our aim with this paper is to add to the information and understanding of 

how the service companies are working regarding their NSD processes and what barriers that 

they may stumble upon there.    
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What are the barriers to new service development (NSD) among sms-lending companies in 
Sweden? 
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In this section, we will a give description of our choice of research method and later on 

present the operationalization of this study with its subsequent interview questions. Finally, 

we will discuss the strength of this study by looking into its validity and reliability. 

-,!"E696/&*="9%&/%61I"

In general, there are three different angles of research strategy that you can choose. There is a 

quantitative research strategy, a qualitative research strategy and a case study strategy 

(Bryman & Bell, 2007). The most significant difference between a qualitative research design 

and a quantitative research design is that qualitative research s more focused on words than 

numbers (ibid).  

We have decided to make a study of the sms-lending companies in Sweden when it comes to 

collecting our data since we believe that this paper would gain more credibility rather than 

doing a case study or something similar. In other words, we will be conducting qualitative 

interviews with the companies for our research paper. We are choosing to qualitative study 

because we feel that we need to ask open question to the companies so that they can respond, 

in a descriptive way, how they are working with innovation and service development and also 

to better understand their performance. The interviews will be semi-structured because we 

think that it is useful to adapt our interview guideline depending on what kind of responses 

that we might get so that we can retrieve the information necessary for our study.      

-,2"#$()*%+A+97"A6&9)9"86()*%+A+97"

An inductive approach expresses that research and collection of empirical data will generate 

theories. In an inductive approach you will not base your research on old theories but you will 

generate new theories. A deductive approach expresses that existing theories will be tested 

against hypothesizes and from there either cast hypothesizes or contribute towards research.  

We have chosen a deductive research approach in our paper because we feel that we need to 

ask theoretically-grounded questions in order to relate to what has already been researched in 

the field of service innovation and add to its understanding. We will use existing theories and 

try them on by using hypothesizes (i.e. our interview questions) to generate a result.      
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A sample can be defined as a part of the industry or a part of the population that has been 

selected for this research. There are two ways of base your sample - probability sampling or 

non-probability sampling. Probability sample is when a certain amount of people are selected 

randomly. This gives the entire population a chance to participate. Opposite of probability 

sample we have non-probability sample. This means the some units, or segments, are most 

likely to get selected than others (Bryman & Bell, 2007). 

By using the databases from Swedish institutions of enforcement administration and 

consumer office, we found 14 companies in Sweden within the sms-lending business. Here, 

we argue that we have used a non-probability sampling since we only selected the companies 

who responded in a positive manner to our e-mail regarding participation in our research.  

-,D"8/%/"*'556*%+'$"""

For collecting data, it can be classified in two categories; primary and secondary data 

(Bryman & Bell, 2007). The primary data is based from original data in the form of 

interviews (ibid).  

The collection for this study is primarily primary data. The collection of empirical data is 

through qualitative interviews with representatives from each of the participating companies 

through telephone interviews. The reason why we chose to interview by phone is because it is 

a cheaper way to get hold of the information than visiting each of the companies’ 

headquarters or offices in person. The interviews will be held in Swedish in order to facilitate 

the understanding from both sides since we are going to interview sms-lending companies 

who are based in Sweden. Our secondary data will contain some key economical figures from 

each of the interviewed companies so that we can compare as to how successful the 

companies are in relation to how they work with innovation.  

-,;"M:6&/%+'$/5+N/%+'$"

Service development has not been studied so much (Alam, 2005 and Kelly & Storay, 1998). 

Firms that want to survive need to develop their business. Service innovation has increased 

lately and thus it is an important phenomenon to study. New service development is based 
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from the concepts of developing NPD (Dolfsma, 2004). However, the development of a 

service is not the same as the development of a tangible product (Kelly & Storay, 1998). This 

leads us to question number one (Q1):   

Q1: In what sense has your business developed during the years? 

According to Baregheh et al. (2008), innovation is important in order to sustain a competitive 

advantage. According to Jenssen (2010), a large a part of the business turnover comes from 

new or newly improved products or services. This means that innovation contributes to 

economic growth and competitiveness in the business. Some of the major barriers that Loewe 

and Dominiquini (2006) identified were that the companies had a short-time focus, lack of 

time, resources or staff, and/or the belief that innovation is inherently risky. These barriers 

could explain as to why certain companies are spending more or less on innovation. This 

leads us to question number two (Q2): 

Q2: How big share of your company’s revenue do you spend on innovation? 

Time, cost, and quality are viewed as central factors for a development effort and its 

operational outcomes (Tatikonda and Montoya-Weiss, 2001). NSD performance reflects both 

operational effectiveness as well as marketplace competitiveness (Cooper and Kleinschmidt, 

1995). According to Johne and Storey (1998), the NSD performance can either be measured 

on a project or the overall development process. This leads us to question number three (Q3):  

 

Q3: How did your latest innovation project look like? What was the result? 

Silvestro et al. (1992) suggest that NSD outcomes are generated from the NSD process and its 

performance. Financial benefits such as the potential of increasing the company’s profitability 

or an increase in competitiveness are intriguing enough to investigate. Kelly and Storey 

(2000) made a study regarding NSD and concluded that successful firms were observed to 

establish e.g. systems to facilitate innovation. Here, they could for example construct detailed 

job descriptions and reward systems that are linked to the NSD process, and the NSD 

programmes are more formalized, thus the entire process is better structured. Loewe and 

Dominiquini (2006) pointed out that one of the six major barriers were the lack of a 

systematic innovation process. This leads us to question number four (Q4):   
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Q4: Do you use any particular model in your innovation process? (If yes, why? If no, why 

not?)  

Oke (2004) made a study in the UK as well in order to investigate how innovation is 

understood among service companies and identify the potential barriers to innovation 

management in these companies. The author found four major problematic areas; (not) having 

good measures of innovation performance, (not) having an effective development, (not) 

protecting innovations with patents, and (not) developing ideas that aren’t easily copied by 

competitors. Kelly and Storey (2000) identified five areas in which barriers could occur: 

information technology (IT), resources, knowledge-skills-capabilities-processes, culture, and 

financial. This leads us to question number five (Q5):   

Q5: In what stages do you face problems/barriers in the innovation process? In that case, why 

are you confronting problems right there? 

 

As said earlier, Oke (2004) identified four major problematic areas among service companies 

in which one of the problematic areas were the lack of having good measures of innovation 

performance. Griffin and Page (1996) argues that managers typically evaluate the efforts of 

new service/product development that results in “offerings” (i.e. highly successful new 

products/services) that are based on financial data (e.g. revenue, profit, or profit margin) or 

other related measure that are quantifiable such as market share or sales volume. This leads us 

to question number six (Q6):     

 

Q6: Does your company use any kind of tool or measurement instrument to compare potential 

innovations against each other? Do you measure how successful your latest innovations have 

been?  

Cooper and Kleinschmidt (1995) said that the NSD performance reflects both operational 

effectiveness as well as marketplace competitiveness. This leads us to question number seven 

(Q7):  

Q7: How often do you implement new processes within the organization to raise the 

effectiveness while at the same time cutting down costs or to improve your service offering? 
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Oke’s (2004) research lead to identification of four problematic areas. Two of these issues 

among the service companies were the fact that they were having problems of protecting 

innovations with patents and developing ideas that are not easily copied by competitor. This 

makes one believe that the service industry is relatively standardized which means, as Oke 

(2004) is pointing out, that companies has to look for alternative ways of achieving innovation 

that are not visible to competitors such as process innovation. Another way could be to 

advertise or promote your service differently than your competitors in a way that will attract 

the customers. This leads us to question number eight (Q8):   

Q8: How do you advertise your service to the customers so that the offer differentiates itself 

from the competitors? 

According to Fassin (2008), the users have a great influence for the development of the 

product/service of the company. Schilling and Hill (1998) argued that the “fit” between 

customer requirements and product/service characteristics was one of the critical factors 

identified for NSD processes to be successful. In order for a product or service to be 

successful, it has to satisfy the customers’ needs (Voss and Voss, 2000; Crawford and Di 

Benedetto, 2000). Others suggest that customer involvement and inputs are one of the key 

elements of NSD (Hart and Baker, 1994; Rothwell, 1994), something that Binks and Ennew 

(1996) and Martin and Horne (1995) follows up on by saying that customer interaction is a 

key factor for success of e.g. service firms. Therefore, there is a need to create a NSD model 

that includes the customer-producer relationship in order to develop successful new services. 

According to Pitta and Franzak (1996), the most optimal is to involve the user in each step of 

the company’s innovation process. Johnson et al. (2000) suggested a NSD process cycle 

model in which design was one of the included stages. Kaulio (1998) said that the interaction 

between the customer and the design process is defined as customer involvement and has 

three types; design for the customer, design with customers and design by customers. Since 

customer involvement or customer orientation seems to be a potential source of innovation 

success, we believe that a lack of customer involvement can serve as a barrier for the service 

companies as well. This leads us to the questions nine to fourteen (Q9-Q14):  

Q9: Do you involve your customers in the innovation process? Why/ why not? 
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Q10: In which steps/stages of the innovation process do the customers participate? 

Q11: In which way do you involve the customers in the different stages of the innovation 

process? 

Q12: Which type of information do the customers give when they are participating? 

Q13: What do you see as important for the customer in your service, name the five most 

important aspects? 

Q14: In what way are the customers involved in the design stage of the innovation process?   

-,@"O&+%6&+/">'&"P)/5+%/%+A6"&696/&*="

There are different types of criteria that need to be fulfilled when making a qualitative 

research. This is also seen as a tool to measure the scientific quality of the research paper 

(Bryman & Bell, 2007). Below we have explained the different criteria and why the authors 

believe that our research is trustworthy.  

Validity – The first criteria is to make the research valid. This is important because that will 

have an understanding that the research has been done properly in accordance to rules and that 

the results will report the social reality that is studied (Bryman & Bell, 2007). We believe that 

the validity of this paper is rather high. The guideline for the interview in this paper is well 

connected to the theory. After the interviews, we will be able to analyze and compare with the 

service innovation theory. All questions were relevant for our research and assignment, not to 

mention our topic, which has been designed for us to investigate.  

Reliability – Reliability is concerned with if we would obtain the same information if we 

conducted this research again. This also means that it should be ensured that all steps and 

explanations of the research methodology is accurate and complete such as, problem 

formulation, selection of study individuals, notes, interview transcripts, decisions regarding 

the analysis of data and so on (Bryman & Bell, 2007). Regarding the qualitative interviews 

with the companies, we believe that, should we get enough amounts of interviews related to 

the number of companies in the whole industry, we can give a fair description about how the 

market looks like as of this moment.  
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In this chapter, we will present the empirical findings of the sms-lending industry. Both the 

answers from our interview questions as well as financial data of each of the interviewed 

companies will be showed here.  

We interviewed 6 out of the 14 companies that are within the sms-lending business in 

Sweden. We interviewed four CEOs, one operations manager, and one marketing manager. 

The empirical data is summarized in an empirical table, which is included in Appendix 1 (pp. 

62-76). Here’s a recap of what we asked the interviewees:  

Q1: In what sense has your business developed during the years? 

Q2: How big share of your company’s revenue do you spend on innovation? 

Q3: How did your latest innovation project look like? What was the result? 

Q4: Do you use any particular model in your innovation process? (If yes, why? If no, why not?)  

Q5: In what stages do you face problems/barriers in the innovation process? In that case, why are you 
confronting problems right there? 

Q6: Does your company use any kind of tool or measurement instrument to compare potential 
innovations against each other? Do you measure how successful your latest innovations have been?  

Q7: How often do you implement new processes within the organization to raise the effectiveness 
while at the same time cutting down costs or to improve your service offering? 

Q8: How do you advertise your service to the customers so that the offer differentiates itself from the 
competitors? 

Q9: Do you involve your customers in the innovation process? Why/ why not? 

Q10: In which steps/stages of the innovation process do the customers participate? 

Q11: In which way do you involve the customers in the different stages of the innovation process? 

Q12: Which type of information do the customers give when they are participating? 

Q13: What do you see as important for the customer in your service, name the five most important 
aspects? 

Q14: In what way are the customers involved in the design stage of the innovation process? 
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 Na No Invest 
& Finans AB 

Northmill AB 
(Easycredit) 

Mobillån 
Sverige AB 

Express 
Kredit AB 

SMS Pengar 
Norden AB       

Ferratum AB 

Q1 

!

 

 

 

Högre belopp*  

 

Längre 
återbetalningstid 

Säkrare 
tjänst** 

 

 

 

 

Har en 
utbildande 

verksamhet för 
kundernas 

räkning 

 

Generell 
utvecklings-

process* 

 Ger ut högre 
belopp* 

Säkerhets-
medvetna** 

 

 

 

 

Mer effektiva 

Säkerhets-
medvetna** 

 

 

 

 

Mer effektiva 

 

Utvecklings-
process* 

 

 

 

Expanderat till 
andra länder 

Q2 

!

5-10 % **  

 

Svårt att svara 
på. Vi lägger 
lite mer på 

innovation idag 
än för några år 

sedan 

3-4 %**   

 

Det varierar 
beroende på 
projekt. Vi 
skulle dock 

kunna spara upp 
till 20 % i 
koncernen 

 

 

Det varierar 
beroende på 
projekt. Vi 
skulle dock 

kunna spara upp 
till 20 % i 
koncernen 

Runt 1 %** 

Q3 Positivt 
resultat****  

 

 

 

Nytt lånebelopp 
och 

återbetalningstid 
testades. 

Blivit färre 
”avslagna” 
kunder****  

 

 

Utbilda 
kunderna i 

privatekonomi. 

 

 

 

 

Inget specifikt i 
minne men vid 
ex. marknads-
föringsprojekt 
så baserar vi 

våra kampanjer 
efter hur många 
som kan lockas 

och därefter 
mäter vi 
resultatet 

Nya kunder 
har 

tillkommit****  

 

Erbjudit rabatter 
till 

återkommande 
kunder baserat 

på antal tidigare 
lån. Riktar 

kampanjerna 
mot ett märke 

hälften av 
gångerna och 

”split:ar” andra 
halvan.  

Nya kunder 
har 

tillkommit**** 

 

Erbjudit rabatter 
till 

återkommande 
kunder baserat 

på antal tidigare 
lån. Riktar 

kampanjerna 
mot ett märke 

hälften av 
gångerna och 

”split:ar” andra 
halvan.  

Vi har utökat 
utlåningen till 
våra kunder 

med 30 % efter 
det****  

 

Utvecklat ett 
scoring-program 

med scoring-
kort eftersom vi 
såg problemet 

med blanco-lån.  
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Q4 Nej, egna 
erfarenheter 

används 
istället. Vill ha 
nytänk inom 

varje 
innovation och 

att det är 
kundorienterat 

**** 

Nej, varje 
projekt 

behandlas 
enskilt 

(situations-
anpassad)**** 

 

 

 

 

 

”Roll-out” plan- 
Budget (med 
kalkylerade 

kostnader och 
projekterade 

intäkter)- Mäter 
resultatet 

Nej, spontana 
idéer inom 

organisationen 
testas och 

processerna är 
situations-

anpassade**** 

Nej, spontana 
idéer inom 

organisationen 
testas och 

processerna är 
situations-

anpassade**** 

Nej, beror på 
projektet 

(komplexiteten
); situations-
anpassat**** 

Q5 Juridiska* 

  

 

Kapitalsluk-
ande problem*  

 

 

 

Inget är dock 
mer 

förekommande 
än det andra. 
Det är främst 

riskbedömning-
en, att satsa på 
en innovation 

eller inte, som är 
lite mer 

problematiskt 
(stora beslut) 

 

 

 

Samarbetet 
med 

myndigheterna 
kunde ha varit 

bättre* 

 

 

 

Budgeten 
kontrolleras 
ofta, annars 

finns risken att 
den spricker* 

 

 

 

 

 

 

 

Idéer inom 
marknads-föring 
är svåra att mäta 
resultatet på; att 
kunna härleda 
vilken kanal 
som kunden 
kom ifrån 

 

 

 

 

 

 

 

Idéer inom 
marknads-föring 
är svåra att mäta 
resultatet på; att 
kunna härleda 
vilken kanal 
som kunden 
kom ifrån 

 

 

 

 

 

 

 

Intern 
kommunikation 

eftersom vi 
samlar personer 
från olika länder 
till våra projekt. 
Sedan har varje 
land sina egna 
prioriteringar 

angående vilka 
projekt som 

dem vill satsa 
på, så ibland 
kan det vara 

svårt att komma 
överens 
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Q6 Ja, för att se 
om en 

lansering gett 
nya kunder 

eller lönsamhet 

***** 

Ja, olika 
mätfunktioner 
för olika steg i 
innovations-

processen***** 

Ja, för att se 
vilken som är 

mest 
lönsam***** 

Ja, men inget 
specifikt. Vi 

använder enkla 
kalkyler för att 

mäta 
lönsamhet 

***** 

Ja, men inget 
specifikt. Vi 

använder enkla 
kalkyler för att 

mäta 
lönsamhet 

***** 

Ja, kollar bl. a 
nyckeltal***** 

Q7 Löpande*** Löpande*** Löpande***  

Månadsvis 

 

Månadsvis 

Löpande*** 

Q8 Standardiserad 
marknad***  

Sökoptimering 
(Internet-
baserad 
tjänst)**  

Flexiblare 
återbetalnings-

tid, lägre 
kostnader, 
rabatter till 

återkommande 
kunder 

 

 

 

 

Genom 
marknadskanal-

erna, vi går 
genom radio, tv, 

tidningar etc.   

Standardiserad 
marknad***   

 

 

 

Bygga upp 
varumärket så 
att vi framstår 
som säkra och 

trovärdiga. 

Standardiserad 
marknad***   

Sökoptimering 
på Internet via 

sökmotorer 
som Google**   

Standardiserad 
marknad***   

Sökoptimering 
på Internet via 

sökmotorer 
som Google**   

 

 

 

 

Online-kanaler, 
ex. via 

resebloggar för 
kunder som vill 

ta lån för att 
resa 

Q9 Ja, vi strävar 
efter att vara 

så kundorient-
erade som 

möjligt**** 

Ja, vi kan lära 
oss från 

kunderna**** 

Ja, vi behöver 
information till 

nya 
projekt**** 

Ja, lite 
grann**** 

Ja, lite 
grann**** 

 

 

 

Nej 

Q10 Marknads-
undersök-
ningar via 

enkäter eller 
intervjuer**  

En del befintliga 
kunder är med i 
produktutveck-

lingen  

 

Undersöknings
-fasen** 

Undersöknings
-fasen** 

 

 

 

Testkampanjer 
och 

efterföljande 
intervjuer 

 

 

 

Testkampanjer 
och 

efterföljande 
intervjuer 

 

 

 

 

X 
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***** = extremely strong pattern 

****   = very strong pattern 

***     = fairly strong pattern 

**       = averagely-strong pattern   

*         = weak pattern 

(Note: since the responses from Express Kredit AB and SMS Pengar Norden AB were the 

same on each question, their answers were considered as patterns only when one of the other 

four companies responded the same) 

Q11 Enkäter 
(kundundersök

-ningar)**  

Direktintervjuer 

Kundundersök
-ningar och 
enkäter** 

Kundundersök
-ningar och 

tester** 

 

 

När kunderna 
ringer till oss 

 

 

När kunderna 
ringer till oss 

 

 

X 

Q12 Storlek på 
lånet, 

återbetalnings-
tid (om 

tjänsten)** 

Om tjänsten**  

 

 

Kundernas 
beteende & 

attityd 

Om tjänsten**  

 

 

Hur de hittade 
vår hemsida 

eller vårt 
erbjudande 

 

 

 

Hur de hittade 
vår hemsida 

eller vårt 
erbjudande 

 

 

 

X 

Q13  

 

 

Kostnad för 
lånet**  

Snabb 
hantering** 

 

Kraven som 
ställs på dem* 

 

 

Säkerhet** 

 

 

 

 

Medveten om 
krav & villkor* 

Förtroende***  

 

Säkerhet**   

 

 

Snabbt** 

Förtroende*** 

 

 

Medveten om 
kostnaden** 

Förtroende*** 

 

 

Medveten om 
kostnaden** 

Förtroende*** 

 

Säkerhet**  

 

 

Smidigt/snabbt
** 

Q14 Nej***** Nej***** Nej***** Nej***** Nej***** Nej***** 
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All six companies have developed the activity from the start. However, there are different 

perspective and specification of how it has developed. Na No Invest & Finans AB and 

Mobillån Sverige AB mentioned that they have increased their maximum lending amount. Na 

No Invest & Finans AB said: “the product development has been more flexible and that has 

affected the lending amount to increase”. Mobillån Sverige AB has described it in same 

terms: “We were the first one in the Swedish market and the service is the same but the 

lending amount has increased from 3000 SEK to 5000 SEK”,  

Three companies have been focusing on the security:  Northmill AB, Express Kredit AB and 

SMS Pengar Norden AB. Express Kredit AB and SMS Pengar Norden AB said: “We have 

changed some routines to be more effective- and safety conscious”. Northmill AB describes it 

as: “We have focused on developing our service to be safer and has educated the customer in 

private economy…”  

Two companies mention that they are under a development process: Mobillån Sverige AB and 

Ferratum AB.  Mobillån Sverige AB said: “The company has going through a general 

development process during this time”.  Ferratum AB said: “From the beginning we were in 

countries that were in a “mature phase”, for example Sweden, Finland and Estonia. After 

that, we have expanded into “newly-started” countries such as New Zeeland, Philippines, 

England and Belgium”.        

All the six companies said that they do not have made a budget for innovation. All companies 

also gave an uncertain answer for how much they reinvest from the annual turnover to 

innovation: three out of six said that they invested from 1-10 % of the revenue in innovation. 

Na No Invest & Finans AB said: “In the beginning was it about 15 % but now is it around 5 

to 10 %, but we don’t have any specific numbers”. Mobillån Sverige AB mentions that: “It 

has constantly been around 3-4 % throughout the years”. Ferratum AB said: “Not much, 

perhaps around 1%; the parent company in Finland handles most of these questions”.   

There are no specific similarities on what all six companies has had in last innovation project. 

But five of them mention that they have gotten positive result in one way or another: Na No 

Invest & Finans AB, Northmill AB, Express Kredit AB, SMS Pengar AB, and Ferratum AB. 
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Na No Invest AB said: “The latest project was that, until the 1th of May 2010, we loaned out 

an amount of up to 5000 SEK with a credit time on 56 days while now we are lending out up 

to 8000 SEK with a credit time for 90 days. This has showed a positive feedback effect among 

our customers”. Northmill AB said: “Our latest project was to educate the customer within 

the topic personal finance… it is not certain if this project is behind the latest result, because 

there are many factors to take into account, but what we have seen is a decreased  

“rejection” of customers lately”. SMS Pengar Norden AB and Express Kredit AB mentioned: 

“We have tested the concept of giving a discount to returning costumers. We are still in the 

process to measure the result but we think that it have had a positive result”. Ferratum AB 

said: “In March 2010 we developed a scoring program with a scoring card because we saw a 

problem with “blanco” loans. We estimate that we have increased our lending to our 

customers with 30% after that”.  

When asked whether they use any particular model for their innovation process, 5 out of 6 

companies said that they didn’t have any standard model that they used for every project. 

Four out of these who said no on this question also added that they look on every new project 

as unique and that the model applied to them is therefore adapted depending on the situation.  

Regarding the question about barriers, we didn’t find any relatively strong patterns here. Two 

of the interviewed companies said that juridical issues could occur in the innovation process 

such as lack of collaboration with the authorities. The other two equally big barriers among 

the interviewees were financial issues such as keeping the project within the budget limit and 

issues with linking the customers to the correct marketing channel (i.e. which source the 

customers were using when finding the company’s offering, e.g. through TV, Internet, 

newspaper etc.).  

On the sixth question, everyone responded that they did use measurement instruments for 

either their making up their budget or to calculate the profitability alternatively how many 

new customers a certain innovation has gained.  

When moving on to question number seven, all the companies said that they are looking at 

their current processes frequently in order to increase the effectiveness of the company. 4 out 
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6 companies said that they were looking at their processes continuously while the remaining 

two said that they were looking into their organizational processes on a monthly basis.  

When asking how the companies differentiated themselves from their competitors, 3 out of 6 

companies responded that they were using search optimization and search tags on the Internet 

(e.g. “sms loan”) through search engines such as Google. However, many of the companies (4 

out of 6) admitted that it was hard to differentiate their service offering from others due to the 

standardization of the market.  

Five companies out of six involve the customer in the innovation process. Na No Invest & 

Finans AB said: “Yes, because we are seeking after to become customer-oriented as much as 

possible and to ensure ourselves that our service is what the customer wants”. Northmill AB 

describes it as: “We consider that we can learn from the customers and what they think of our 

service”. Mobillån Sverige AB said: “Yes, we need information from the customer when we 

start a new project“. SMS Pengar Norden AB and Express Kredit AB said:  “Yes, but not 

much. We contact our new customer for security reasons so that they can confirm their 

identity”.  

Three companies involve the customers in the research stage in the innovation process: Na No 

Invest & Finans AB, Northmill AB, and Mobillån Sverige AB. Na No Invest & Finans AB 

said:  “There is a part of the existing customers that are involved in the product development 

stage but we usually do a market research”. Northmill AB said: “The customers are involved 

in the development phase in the innovation process”. Mobillån Sverige AB said: “In most 

cases, the customers are involved in the development stage”. 

Three companies are doing a customer survey thru questioners. The companies are: Na No 

Invest & Finans AB, Northmill AB, and Mobillån Sverige AB.  

Na No Invest & Finans AB said: “Through surveys, questionnaires and direct interviews”.  

Northmill AB said: “Mainly in customer surveys or questionnaires that we are sending out to 

them”. Mobillån Sverige AB said: “Through customer surveys and tests. If a research gives 

positive feedback we continue; if not, we will end it”.  
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The main information the customers give is specifically about the service. Three companies 

received the same type of information: Na No Invest & Finans AB, Northmill AB, and 

Mobillån Sverige AB. 

Na NO Invest & Finans AB said: “They ask about the size of the loan, credit time and what 

we require of them”. Northmill AB said: “It can vary depending on the project. It can be 

everything from concerning the service, customers’ behavior or customers’ attitude to the 

company”. Mobillån Sverige AB said:  “It depends from project to project. It can contain 

everything from what customers think about the innovation, the service or the special 

offerings”.   

All companies had identified what is important for the customers, but it is four main aspects 

that they have concentrated on. The first aspect is the security of which three of companies 

answered: Northmill AB, Mobillån Sverige AB, and Ferratum AB. Northmill AB said: “We 

think that the customer shall be responsible, aware about the risks, and also feel safe when 

they take a loan from us”. Mobillån Sverige AB said: “We think that aspects such as security 

and trustworthiness are important to them”. Ferratum AB said: “Having the image of being 

safe by including credit check, be viewed as credible and deliver what we promise”.   

The second aspect is the cost of which three companies answered: Na No Invest & Finans 

AB, Kredit Express AB, and SMS Pengar Norden AB. Na No invest & Finans AB said: “The 

size on the loan amount and the credit cost”. Express Kredit AB and SMS Pengar Norden AB 

said: “The costs for the service”.  

The third aspect is trustworthiness and four out of the six interviewed companies answered 

that: Mobillån Sverige AB, Express Kredit AB, SMS Pengar Norden AB, and Ferratum AB. 

Mobillån Sverige AB mentioned:  “We think trust is important to them”. Express Kredit AB 

and SMS Pengar AB said: “That it is trustworthy and that the customers know what they are 

buying”. Ferratum AB said:  “…be credible and deliver what we promise” 

The fourth and last aspect is the easiness & fastness of the service of which three companies 

mentioned this aspect: Na No Invest & Finans AB, Mobillån Sverige AB, and Ferratum AB. 

Na No Invest & Finans AB said: “Fast handling of the loan”.  Mobillån Sverige AB said:  “It 
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shall be easy and fast”. Ferratum AB said: “The service shall be smooth and easy”. None of 

the companies involves the customer in the design stage of their innovation process.         

Financial data 

After we had sampled from the database eniro.se, with search words in Swedish such as ‘sms 

lending’, ‘sms loans’ etc. and also talked with the enforcement office and consumer agency, 

we have almost identified the whole market in Sweden concerning sms-lending companies. 

According to the enforcement office, the market consists of about 50 different brands but all 

of them derive from about 15 private companies. The companies we interviewed had 53 % of 

the market in 2009. We would also like to inform that there can be some company we have 

missed or have not had access to their annual reports from 2009. The information about all the 

companies’ market shares & results from 2009 can be found in Appendix 2 (pp. 77-78) while 

a more extensive financial information that spans from 2007-2010 can be found in Appendix 

3 (pp. 79-80).   

Ferratum Sweden AB had a turnover of 16.991 million SEK with a result of 2.025 million 

SEK and had about 15% of the market in 2009. Their profit in 2008 was 25 % and 11.9 % in 

2009. From 2008 to 2009, the turnover increased with 9, 5 % but the result had decreased 

with 48, 5 %. The company was registered in 2006 and did not have an annual report from 

2007.   

Northmill AB had a turnover of 11.999 million SEK with a result of 267 000 SEK and about 

11 % of the market in 2009. Their profit from 2007 was 8, 5 %, and from 2008 it was 2.22 %; 

in 2009 it was again a 2.22 % profit. They were registered in 2006 and between the years of 

2007 to 2008 they increased the turnover with 520 % and the result increased with 36%.  

From 2008 to 2009, the revenue increased with 88 % and the result also increased with 88 %.   

Na No Invest & Finans AB had a turnover of 4.532 million SEK with a result of 204 000 SEK 

and a market share of 4% in 2009; their profit was 4, 5 %. The company was registered in 

2009. 

Express Kredit Norden AB had a turnover of 1.187 million SEK with a result of 134 000 SEK 

and a market share of 1% in 2009. Their profit margin from 2009 was 11.8% and in 2010 it 
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was 28 %. The company was registered in 2007 but had their first annual report in 2009. From 

2009 to 2010, the turnover increased with 91% and the result increased with 477 %.       

SMS Pengar Norden AB had a turnover of 10.369 million SEK with a result of 2.016 million 

SEK and a market share of 9% in 2009. Their profit in 2008 was 18 %; in 2009 it was 28 %; 

and in 2010 it was 13, 5%. They were registered in 2007 and their first annual report came out 

in 2008. From 2008 to 2009, they increased the turnover with 28 % while the result increased 

with 38, 8 %. From 2009 to 2010, the turnover decreased with 10, 5 % and the result 

decreased with 37, 5 %.  

Mobillån Sverige AB had a turnover of 14.615 million SEK with a negative result of minus 

33 000 SEK and a market share of 13 % in 2009. Their profit in 2007 was 11 %; from 2008 it 

was minus 54 %; and in 2009 it was minus 0.4 %. They were registered in 2005 and the 

turnover from 2007 to 2008 decreased with 33 % while the result decreased with 416 %. From 

2008 to 2009 the turnover decreased with 14 % while the result increased with 99, 5 %. 
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Here, the empirical findings are compared and discussed together with the theories studied. 

Also, our own interpretations of these comparisons will be discussed, which is going to shape 

our conclusion chapter in the end of this paper. 

In the theory chapter, we define innovation according to Baregheh et al.´s (2008) view.  They 

define: “Innovation is the generation, acceptance and implementation of new ideas, process, 

products or service”. In the first question all companies answered that they have developed 

their organization during the years but it has been more about the internal processes rather 

than about the service offering itself. That we find a focus on was mainly the security of the 

service but also the development process and increasing the amount of lending. This can be 

related to the theory which says that the companies are working with innovation according to 

Baregheh et al (2008).  

According to Jenssen (2010), much of the turnover comas from new or newly improved 

services. When we asked in question two about how much they spend on innovation related to 

their revenue, 3 out of 6 companies said that they spend between 1-10 % while the rest of the 

companies had some difficulty in mentioning any figures. However, none of the companies 

had a concrete budgeting about the innovation. Just one of thus companies has a higher profit 

2009 than 10 %. But historically it is two out of three companies that have higher profit 

compare with the investment in innovation from the turnover.  

The importance of innovation is the explanation from Westland’s that it is a product or service 

that are new in the market and is commercialized in ways the opens up new costumer groups. 

If we go one step ahead and concentrate within service innovation Gadrey et al. defines it as 

service innovation is innovation in processes and innovations in organization for existing 

service products and that explains the new development activates to deliver more attractive 

service products to consumers. All companies argue that they always work with new ideas 

and within this research they work to develop the organization. When we ask them in question 

three, to explain the last project the only figure that we can relate 5 out of 6 companies have a 

positive result from the project. The project has been about higher amount of the lending, 

educating the customer, marketing campaigns, discount to old customers and a scoring 
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program. None of this can be patented. However, if we look at each company’s financial data, 

we can see that their profit of 2009 from the 5 out of 6 companies. It shows that 3 out of 5 

have higher profit then what they invest in innovation from the turnover and two of them does 

not have the profitability. But if we take the market share there are also 3 out of the 5 

companies that has a higher than the average share of the market and as Cooper and 

Kleinschmidt (1995) mention, the new service development performance can be measured as 

marketplace competitiveness.    

When asked whether they use any particular model for their innovation process, 5 out of 6 

companies said that they didn’t have any standard model that they used for every project. 

Four out of these who said no on this question also added that they look on every new project 

as unique and that the model applied to them is therefore adapted depending on the situation. 

This is in line with what most of the theories are saying, as there are some that argues that 

service firms do have a limited use of formal processes like the ones used for manufacturing 

companies (Martin & Horn, 1992; Kelly & Storey, 2000). Stevens & Dimitriadis’ (2005) 

results also showed that they did not observe any clear stages of each of the companies’ NSD 

processes, but rather a continuous moving process by changing actors as well as 

communications and decisions back and forth. Kelly & Storey (2000) made a study regarding 

NSD and concluded that successful firms were observed to establish e.g. systems to facilitate 

innovation in which NSD programmes are more formalized. Our collection of financial data 

from the companies showed that the one company who used a “roll-out” plan was also 

experiencing some losses during 2008-09. However, this can partly be explained by the 

financial crisis during this period since the company has been profitable again during 2010.   

Regarding the question about barriers, we didn’t find any relatively strong patterns here. Two 

of the interviewed companies said that juridical issues could occur in the innovation process 

such as lack of collaboration with the authorities. The other two equally big barriers among 

the interviewees were financial issues such as keeping the project within the budget limit and 

issues with linking the customers to the correct marketing channel (i.e. which source the 

customers were using when finding the company’s offering, e.g. through TV, Internet, 

newspaper etc.). Relating this to the theory, Kelly & Storey (2000) identified five different 

barriers in which two of them was the financial barrier and the information technology (IT) 
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barrier; IT can been seen as one or many processes that can help a company to e.g. keep track 

of its customers’ point-of-origin/use of source when locating the company’s service offering 

for the first time. When looking at the financial figures, we see that the same company who 

had a specific plan or model in the innovation process also specifically pointed out that they 

were closely monitoring its budget during the innovation process as well. This seems to have 

worked well since the company has, as said before, been showing positive figures lately.  

On the sixth question, everyone responded that they did use measurement instruments for 

either their making up their budget or to calculate the profitability alternatively how many 

new customers a certain innovation has gained. This in line with what the theories talks about 

where Griffin & Page (1996) says that managers typically evaluate the efforts of new 

service/product development that results in “offerings” (i.e. highly successful new 

products/services) that are based on financial data (e.g. revenue, profit, or profit margin) or 

other related measure that are quantifiable such as market share or sales volume.     

When moving on to question number seven, all the companies said that they are looking at 

their current processes frequently in order to increase the effectiveness of the company. 4 out 

6 companies said that they were looking at their processes continuously while the remaining 

two said that they were looking into their organizational processes on a monthly basis. These 

answers are in coherence with what Cooper & Kleinschmidt (1995) were discussing about, 

namely the fact that the NSD performance reflects both operational effectiveness as well as 

marketplace competitiveness.  

When asking how the companies differentiated themselves from their competitors, 3 out of 6 

companies responded that they were using search optimization and search tags on the Internet 

(e.g. “sms loan”) through search engines such as Google. However, many of the companies (4 

out of 6) admitted that it was hard to differentiate their service offering from others due to the 

standardization of the market. This can be a problem since Oke (2004) talks about some 

problematic areas and potential barriers to innovation management in service companies. Two 

of these barriers concerned the inability to protect innovations with patents and the inability to 

develop ideas that aren’t easily copied by competitors. With this in mind, companies are 

likely to get discouraged from innovating new services because of the fear of not being able to 

reap the full benefits of them.    
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In the theory chapter it says that user is an important factor for the involvement in the 

innovation process. In question number nine, 5 out of 6 said that they involve the customer in 

the innovation process. 3 of them are because they want to know the customers’ needs, what 

they think about the company and the sms-lending process.  As it says in the theory, the 

company involves the customer because they have a great influence for development of the 

service (Hippel, 2005). The company that not involves the customer in the innovation process 

is one of those who have the highest market share and positive results historically, but the 

profit index for 2010 has decreased. There are similarities about market shear but no profit or 

historically results between all 6 companies.   

It is difficult to see if the user has a concrete affect on the innovation, in this case. However, 

according to the theory the most optimal is to involve the user in each step in the innovation 

process. When they involve customer, 3 out of 5 involve the costumer in the research stage of 

the innovation process through customer surveys. The same 3 companies mention that the 

information from the customer is about the service offering. According to Alam, the most 

important stages are idea generation, service and process system design and test pilot. As it 

shows they involve in some stages but not all of the most important ones. Here, a gap between 

the theory and the empirical part exists because the involvement of the customer in the 

process does not match with the theory. There are different reasons for involving the 

customers and it can be that the companies want to know different things of the users. 3 out of 

5 companies wanted to know what the customer thinks about the service that they are offering 

and those 3 companies involved the customers in the same stage and in the same way.  2 of 

those 3 companies almost have the same market share and turnover but none of these three 

companies has the same profit or turnover index.     

There is a similarity between all 6 companies of what aspects are important for the costumers. 

4 out of 6 companies mention that trustworthiness is an important aspect and according to the 

model that is created of Schneider & Bowen (1995), there are three needs from the customer, 

which are important for crating as service culture. That can interpreted that the need of 

security has an important aspect with in the financial service sector as it says into the theory 

chapter. 
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All the six companies said that the customer has not involved in their innovation process 

design. This can mean that the marketing channels or the offering campaigns are quite 

standardized and the companies perhaps do not need to know how the users want it. However, 

customer’s involvement can be a potential source of innovation (Hippel, 1986), but it does not 

necessarily mean that this is the case for all the service companies and their respective service 

developments.     

@"O'$*5)9+'$""

In this section, we will present our conclusions on the findings & comparisons that we have 

made regarding the theories studied as well as the empirical data gathered for our study.  

In this paper, we have aimed to answer the research question which was: 

What are the barriers to new service development (NSD) among sms-lending companies in 
Sweden? 

We have interviewed six sms-lending companies and all of these companies are working with 

innovation. All companies have developed their organization and their service offering but in 

different ways. Three of the six companies said that they have improved their service in terms 

of safety while two other companies said that they have gone through a general development 

process. Also, Na No Invest & Finans AB and Mobillån Sverige AB said that they are 

nowadays offering higher loans than before. Half of the interviewed companies stated that 

they invest between 1-10 % of their revenue on innovation while the rest of the companies 

had difficulty in mentioning any exact figures. When asked about the latest projects and their 

results, all the companies had worked with different types of projects but five out of six said 

that they were experiencing positive results from them (e.g. less “rejected” customers, 

increased lending, and new customers). When it came to whether the companies were using a 

specific model for their NSD processes, five out of six responded that they did not in which 

four of these said that they were using different models depending on the situation (i.e. they 

adapted the model according to the circumstances). Regarding where the companies were 

facing barriers in the innovation process, the answers were divided. Two of the companies 

said that there could be juridical issues while two other companies said financial problems 
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such as keeping the budget within the projected limit. All the companies were using 

measurement tools when assessing the performance of their innovation and four out of the six 

companies said that they were continuously looking into ways of improving their existing 

processes and services by implementing new & more effective processes in terms of reduction 

in time and cost.  

One of the things that stood out was that the sms-lending companies did not differentiate 

themselves through their service offering, but rather in terms of marketing channels. Three 

companies responded that they were using search optimization on the Internet through search 

engines such as Google. Indeed, four out of the six interviewed companies acknowledged that 

the market was standardized and that they could not differentiate so much from their 

competitors. When it comes to customer involvement, five of the companies answered that 

they did involve the customers in their innovation process of which three of these involved the 

customers in the research phase, mainly through surveys and questionnaires. The same three 

companies also said that the customers were asking about the service itself when they 

participated. When asked about what they thought was important from the customers’ point of 

view, four companies said trust while three answered that they should be aware of the loan 

cost. Two of the companies that mentioned trust also said that safety/security was important 

too as well as the company Northmill AB. Na No Invest & Finans AB said that a quick 

handling of the loan was one of the important things for the customers just like Mobillån 

Sverige AB and Ferratum AB. Finally, all the companies said that they did not involve the 

customers in the design stage of their NSD processes.              

Our conclusion is that a majority of the sms-lending companies do not have any specific NSD 

process or model when testing new ideas. Many of these companies also said that the models 

in their projects were situation-based. In other words, we cannot compare the theoretical 

models suggested with what the companies’ processes looks like regarding the sms-lending 

firms since these will shift in structure according to the situation. Although a systemic model 

for the NSD process is not necessary for being successful among sms-lending since all of 

them have shown positive figures during 2009-2010, the overall notion is that the market is 

very standardized & fragmentized with patent issues as well, making it hard for the companies 

to manage service innovation. The companies, in turn, seem to be shifting their attention 
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towards process innovation instead because a majority of the companies responded that they 

are looking for improvement of the organizational processes on a continuous basis. This is 

further proven by the fact that none have dealt with any unique projects lately but rather 

common ones for market such as giving discounts, raising the maximum level of a loan, or 

giving longer payback durations. These types of projects or innovations can be easily copied 

by others, making it hard for the original innovator to reap the full benefits of it. Another 

problem is that the companies do not seem to involve the customer to a great extent in their 

NSD process other than for the conventional methods such as handing out surveys or 

questionnaires. Unless the companies start to interact with the customers and focus on their 

needs & listen to what they have to say about the service, the chances are that the sms-lending 

market will turn to become even more of a commodity market where a “price-war” between 

the companies will occur in the fight for the customers. Ultimately, the company who has the 

most effective internal processes will win the battle but the customers might suffer in the 

future due to hypothetical monopoly prices. It is therefore imperative that the companies are 

allowed to protect their innovations from competitors copying them or involving the 

customers in the NSD process in order to get the “fit” between service characteristics and 

customer requirements, which is an ongoing process as customer preferences changes over 

time.  

The major barriers perceived among the interviewed companies were mainly juridical and 

financial issues, such as keeping the budget within the projected constraints. However, we 

feel that the standardization of the market, patent issues, and lack of customer involvement 

are just as great concerns in a service market where the offerings are intangible and customers 

become an important source of innovation for these types of firms.   
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Although we feel that we managed to answer our research question in a good way, we believe 

that there could have been made some improvements to further strengthen this paper. One 

aspect is that we didn’t manage to acquire the full annual reports of each of the interviewed 

companies mainly due to time constraints. This would have enabled us to further look into the 

reasons behind the annual results instead of speculating about the cause of it. Another one is 

that we did not ask Mobillån Sverige AB when they implemented their innovation process 

model as this would have facilitated our understanding of the differences of performances 

between a company who follows a systemic model and other companies who do not.    

J"E6*'776$(/%+'$9"""

Our recommendations to the sms-lending companies are that they start to collaborate with 

their customers on a more advanced level rather than just handing out surveys and 

questionnaires. This is because the market is standardized and patent issues exists; thus, the 

companies would benefit if they have a tighter “fit” between its service characteristics and 

customer requirements in order to get a temporal competitive advantage over their 

competitors. Also, due to the intangibility of services, customers become even more important 

for service firms in order to create value to the offering. Also, due to the financial- and 

juridical barriers that some of the companies were experiencing in the NSD process, we 

recommend that the sms-lending companies start to form some sort of a systematic model for 

their innovation process in order to better anticipate how the innovation process is going to 

proceed and, on a rough basis, what the expenses might land on. As it looks right now, the 

companies are engaging projects that they adapt according to the situation. If they have never 

experienced that situation before, then the costs might get out of control due to unexpected 

factors that could occur as the process proceeds to new levels.     !!
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This paper has focused on the innovation process and users’ involvement within the sms-

lending companies in Sweden. This study identified the major barriers for innovation process. 

As Loewe & Dominiquini (2006) mentioned, there are four areas in which fundamental 

causes of the symptoms that can be found. We strongly suggest that future researches should 

explore the other three root causes to the symptoms/barriers; people & skills, leadership 

behaviors, and culture & values. It would be interesting if future researches decided to tackle 

the sms-lending industry from one or more of these three perspectives but also in other service 

industries as well in order to get a broader view of how the entire service industry works and 

if there are any similarities between the different service sectors regarding how they work 

with NSD in their organizations.   
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1. Na No Invest & Finans AB 

Intervju med xxxxx  

Q1: I vilket avseende har er verksamhet utvecklats genom årens gång? 

- Det är i princip inom varje aspekt av organisationen. Sedan starten så har bland annat 

vår produktutveckling blivit mer flexibel i och med att vi lånar ut lite högre belopp och 

har längre återbetalningstider än tidigare. Detta har påverkat oss även resultatmässigt 

på ett positivt sätt.   

 

Q2: Hur stor del av omsättningen lägger ni ner på innovation? 

- Jag skulle vilja säga att ju längre tid det har gått, desto mindre del av omsättningen har 

gått till innovation. Det var kanske runt 15 % under det första året medans det nu 

kanske ligger på en runt 5-10 %. Men vi har inga exakta siffror för detta med budget 

och så vidare utan vi diskuterar detta internt när innovationsförslag kommer upp.   

 

Q3: Hur har ert senaste innovationsprojekt sett ut? Vad blev resultatet? 

- Vårt senaste projekt handlade om att fram till 1 maj 2011 så lånade vi ut belopp på upp 

till 5 000 kr med en återbetalningstid på 56 dagar medans vi nu erbjuder belopp upp 

till 8 000 kr med en förlängd återbetalningstid på upp till 90 dagar. Detta har visat sig 

få en positiv effekt bland våra kunder. 

 

Q4: Utgår ni från någon speciell modell i er innovationsprocess? 

(vid ja) Varför? (vid nej) varför inte? 

- Nej, inte direkt. Det är mer att jag har använt mina egna erfarenheter utav marknaden 

och se så att det finns ett nytänkande inom varje innovation och att det alltid är 

kundorienterat. När det gäller exempelvis funktioner inom organisationer så strävar vi 

efter så lite administrations- och personalbehov som möjligt.  
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Q5: I vilka steg stöter ni på problem i innovationsprocessen? I så fall, varför stöter ni på 

problem just där? 

- Det finns olika typer av problem som man kan stöta på. Dels har man den juridiska 

aspekten där man måste se till att hålla sig inom ramarna för lagordningen, dels så kan 

det komma upp systemrelaterande- eller kapitalslukande problem. Skulle dock inte 

säga att den ena är mer vanlig än den andra utan det är mer risktagandet eller 

riskbedömningen som är det stora beslutet som man måste fatta, om man ska satsa på 

en innovation eller inte.   

 

Q6: Använder ni er av något verktyg eller mätinstrument för att kunna jämföra potentiella 

innovationer mot varandra? Mäter ni hur framgångsrika era senaste innovationer har varit? 

- Ja, det gör vi. Vi mäter resultatet, bland annat genom att se hur pass väl en lansering 

har slagit ut i form av nya kunder eller lönsamhet. Lönsamhets- och kostnadsbiten är 

någonting som vi kollar noga på men det finns även många andra aspekter att ta 

hänsyn till.  

 

Q7: Hur ofta implementerar ni nya processer inom organisationen för att höja 

effektiviteten/prestandan samtidigt som ni drar ner på kostnaderna eller förbättrar ert 

serviceerbjudande? 

- Vi tittar på detta löpande. Det är en ständig process som kan bland annat handla om 

omstruktureringar i affärssystemen eftersom vi alltid strävar efter effektivisering av 

organisationen.  

 

Q8: Hur lanserar/marknadsför ni er service till kunderna så att erbjudandet differentierar sig 

från konkurrenterna? 

- Det är väldigt svårt att differentiera sig på denna marknad. Vi har valt att försöka vara 

mer flexibla gällande återbetalningstider samt erbjuder vi i de flesta fall lägre 

kostnader än våra konkurrenter inom detta segment. Då vår tjänst uteslutande är 

Internetbaserad arbetar vi mycket med sökordsoptimering i sökmotorer och sen 
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försöker vi vara så synliga som möjligt på Internet via andra kanaler. En annan sak är 

att vi också ger rabatter till återkommande kunder.  

 

Q9: Involverar ni era kunder i innovationsprocessen? Varför/ varför inte? 

- Ja. Det är för att vi strävar efter att vara så kundorienterade som möjligt och samtidigt 

försäkrar oss om att vår tjänst är det som kunden vill ha. 

 

Q10: I vilka steg i innovationsprocessen medverkar kunder? 

- Det finns en del befintliga kunder som medverkar i vår produktutveckling. Annars så 

genomför vi marknadsundersökningar via enkäter eller intervjuer. Dock så har vi inte 

någon testkörning eller liknande utav innovationen.  

 

Q11: På vilka sätt involverar ni kunderna i de olika stegen i innovationsprocessen? 

- Genom enkäter/frågeformulär och direktintervjuer 

 

 

Q12: Vilken information ger kunderna när de medverkar? 

- De frågar om storleken på lånebeloppen, dess återbetalningstid, samt kraven som ställs 

på dem.   

 

Q13: Vad anser ni vara viktigt för kunden i er tjänst, nämn de fem vikigaste aspekterna? 

- Lånebeloppets storlek, återbetalningskostnaden för lånet, snabb hantering av lånet i sig 

samt kraven som ställs på dem. 

Q14: På vilket sätt är kunderna involverade i innovationsprocessen designfas? 

- Kunderna medverkar inte i designfasen. 
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2. Northmill AB (Easycredit)!

Intervju med xxxxx!

Q1: I vilket avseende har er verksamhet utvecklats genom årens gång?!

- Många avseenden. Vi är numera marknadsledare på korta krediter/mikrolån. Vi har 

också sedan 2006 fokuserat oss mer på att utveckla vår tjänst till att bli säkrare och ha 

en utbildande verksamhet där vi lär ut till våra kunder om bl.a. privatekonomi. !

!

Q2: Hur stor del av omsättningen lägger ni ner på innovation?!

- Det är svårt att svara på exakt. Vi lägger dock ner lite mer resurser på innovation idag 
än vad vi gjorde för några år sedan.!

!

Q3: Hur har ert senaste innovationsprojekt sett ut? Vad blev resultatet?!

- En av våra senaste innovationsprojekt från 2010 har handlat om att utbilda kunderna i 

privatekonomi genom att lära ut t.ex. när dom ska låna och där vi har fått positiv 

feedback från våra kunder. Det går inte att veta säkert om detta projekt ligger ensamt 

bakom de senaste resultaten för det är många faktorer att ta hänsyn till, men det som vi 

har sett är att det har blivit färre ”avslagna” kunder på sistone. !

!

Q4: Utgår ni från någon speciell modell i er innovationsprocess?!

(vid ja) Varför? (vid nej) varför inte?!

- Kredithantering är ett känsligt ämne där vi försöker göra vår tjänst så fördelaktigt för 
kunden som möjligt. Därför behandlar vi projekt som enskilt och unikt eftersom vi 
anser att projekten bör vara situationsanpassade.!

!

!

!
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Q5: I vilka steg stöter ni på problem i innovationsprocessen? I så fall, varför stöter ni på!

problem just där?!

- Svårt att säga exakt i vilket steg som vi stöter på problemet, men samarbetet med 
myndigheterna kunde ha varit bättre.!

!

Q6: Använder ni er av något verktyg eller mätinstrument för att kunna jämföra potentiella!

innovationer mot varandra? Mäter ni hur framgångsrika era senaste innovationer har varit?!

- Ja, vi mäter alltid våra projekt. Vi har olika mätfunktion för olika steg i 
innovationsprocessen. Vi har exempelvis en för marknadsföring och en annan som 
mäter en ny funktion i servicen. !

!

Q7: Hur ofta implementerar ni nya processer inom organisationen för att höja!

effektiviteten/prestandan samtidigt som ni drar ner på kostnaderna eller förbättrar ert!

serviceerbjudande?!

- Jag skulle vilja säga att det är en kontinuerlig process där vi främst försöker förbättra 
låneprocessen (effektivisera, automatisera etc.)!

!

Q8: Hur lanserar/marknadsför ni er service till kunderna så att erbjudandet differentierar sig!

från konkurrenterna?!

- Vi skiljer oss från konkurrenterna främst genom marknadsföringskanalerna. Våra 

konkurrenter fokuserar sig främst vid att marknadsföra sig online medans vi har valt 

andra kanaler såsom radio, tv, bussar, tunnelbanor och tidningar för att bygga upp 

förtroende bland våra kunder. !

Q9: Involverar ni era kunder i innovationsprocessen? Varför/ varför inte?!

- Ja. Vi anser att vi kan lära oss utav kunderna och vad de tycker om vår tjänst.!
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Q10: I vilka steg i innovationsprocessen medverkar kunder?!

- Kunderna är med i undersökningsfasen inom innovationsprocessen!

!

Q11: På vilka sätt involverar ni kunderna i de olika stegen i innovationsprocessen?!

- Det är främst genom kundundersökningar eller enkäter som vi skickar ut till dom.!

!

Q12: Vilken information ger kunderna när de medverkar?!

- Det kan variera beroende på projektet. Det är allt från saker som handlar om själva 
tjänsten, kundernas beteende eller kundernas attityd gentemot företaget.!

!

Q13: Vad anser ni vara viktigt för kunden i er tjänst, nämn de fem vikigaste aspekterna?!

-!!!!!Vi tycker att kunden ska vara ansvarfull, medveten (det vill säga att personen vet om 

riskerna och lånevillkoren), samt känna sig säker när han/hon lånar hos oss.!

!

Q14: På vilket sätt är kunderna involverade i innovationsprocessen designfas?!

- Våra kunder är inte involverade i designfasen inom företagets innovationsprocess.!
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3. Mobillån Sverige AB 

Intervju med xxxxx 

Q1: I vilket avseende har er verksamhet utvecklats genom årens gång? 

- Det är en ganska bred fråga. Vi var först ut på marknaden när det hela började. Man 

kan säga att företaget har gått igenom en generell utvecklingsprocess under denna tid. 

Tjänsten är näst intill densamma; vi har gått från att ge krediter till kunder från 1 000- 

3 000 kr till 1 000-5 000 kr.  

 

Q2: Hur stor del av omsättningen lägger ni ner på innovation? 

- Skulle vilja säga att det ganska konstant har legat på 3-4 % under åren. 

 

 

Q3: Hur har ert senaste innovationsprojekt sett ut? Vad blev resultatet? 

- Ingen specifikt projekt som jag kan nämna men om man tar exempelvis 

marknadsföringsprojekt så baserar vi våra kampanjer på hur många kunder som vi tror 

kan lockas av den och sen mäter vi resultatet. 

 

 

Q4: Utgår ni från någon speciell modell i er innovationsprocess? 

(vid ja) Varför? (vid nej) varför inte? 

- Vi gör först en förstudie följt av en ”roll-out” plan där vi sedan gör upp en budget och 

kalkylerar på kostnaderna tillsammans med projekterade intäkter. Därefter mäter vi 

resultatet. 

 

Q5: I vilka steg stöter ni på problem i innovationsprocessen? I så fall, varför stöter ni på 

problem just där? 

- Inget generellt problem som vi alltid stöter på men man får kontrollera budgeten ofta 

då det annars är risk att den spricker.  

 



                                               30 May 2011 
                                                         

                                                    4FE02E Business Economics, Master thesis 
!
!

&(!
!

 

 

Q6: Använder ni er av något verktyg eller mätinstrument för att kunna jämföra potentiella 

innovationer mot varandra? Mäter ni hur framgångsrika era senaste innovationer har varit? 

 

- Ja, vi använder oss av mätinstrument när vi tittar på innovationer och se vilken som är 

mest lönsam. 

 

Q7: Hur ofta implementerar ni nya processer inom organisationen för att höja 

effektiviteten/prestandan samtidigt som ni drar ner på kostnaderna eller förbättrar ert 

serviceerbjudande? 

 

- Det sker löpande (kontinuerligt), vi tittar konstant på vårt erbjudande och hur vi kan 

förbättra dem. 

 

Q8: Hur lanserar/marknadsför ni er service till kunderna så att erbjudandet differentierar sig 

från konkurrenterna? 

- Det är främst varumärket som vi vill bygga upp genom vår marknadsföring, att vi 

försöker nå igenom till kunderna och att vi framställs som säkra & trovärdiga. Sen 

försöker vi också hålla en så bra servicenivå på vårt erbjudande som möjligt. Annars 

är marknaden rätt så standardiserad så det är svårt att komma med någonting unikt.   

 

Q9: Involverar ni era kunder i innovationsprocessen? Varför/ varför inte? 

- Ja, vi behöver information från kunderna när vi påbörjar nya projekt. 

 

Q10: I vilka steg i innovationsprocessen medverkar kunder? 

- Det är främst i undersökningsfasen som kunderna medverkar i. 

 

Q11: På vilka sätt involverar ni kunderna i de olika stegen i innovationsprocessen? 

- Genom kundundersökningar och tester. Om dessa undersökningar ger positivt utslag 

så fortsätter vi, annars så lägger vi ner projektet redan här. 
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Q12: Vilken information ger kunderna när de medverkar? 

- Det är olika från projekt till projekt. Den kan innehålla allt från vad kunderna tycker 

om innovationen, tjänsten eller erbjudandet i sig. 

 

Q13: Vad anser ni vara viktigt för kunden i er tjänst, nämn de fem vikigaste aspekterna? 

- Det ska vara enkelt och snabbt, men även aspekter som säkerhet och förtroende tror vi 

är viktiga för kunderna.  

 

Q14: På vilket sätt är kunderna involverade i innovationsprocessen designfas? 

- Kunderna är inte involverade alls i designfasen; vi sysslar med innovation in-house. Vi 

sätter ihop testgrupper för att pröva om innovationen slår väl ut eller inte. 

!

 

4. Express Kredit och  

5. SMS Pengar Norden AB 

Intervju med xxxxx 

Q1: I vilket avseende har er verksamhet utvecklats genom årens gång? 

- Verksamheten har utvecklats lite grann sedan 2007 men det är fortfarande korta 

krediter som vi sysslar med. Vi har ändrat på vissa av våra rutiner för att bli 

effektivare och mer säkerhetsmedvetna. Så det är mest bolagsstrukturen som har 

genomgått en förändring. 

 

Q2: Hur stor del av omsättningen lägger ni ner på innovation? 

- Det är svårt att säga. Det skiljer sig från projekt till projekt. Vi känner att vi är nöjda så 

här långt med det vi gör. Dock så skulle det vara möjligt att spara upp till 20 % i 

koncernen. 
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Q3: Hur har ert senaste innovationsprojekt sett ut? Vad blev resultatet? 

- Vi har testat ett koncept där vi har nyligen har erbjudit rabatter till våra återkommande 

kunder som baseras på hur många lån de har haft hos oss. Hälften av gångerna så är 

kampanjerna riktade specifikt mot antingen Express Kredit eller SMS Pengar Norden 

medans den andra halvan ”splittas” mellan de två. Vi håller på att mäta resultaten 

fortfarande men vi tror att det har gett ett positivt resultat eftersom nya kunder har 

tillkommit.  

 

Q4: Utgår ni från någon speciell modell i er innovationsprocess? 

(vid ja) Varför? (vid nej) varför inte? 

- Nej, inte någon teoretisk modell. De i marknadsföringsavdelningen eller i andra delar 

av organisationen kommer med en spontan idé och de processer som tillsätts dessa är 

situationsanpassade. 

 

 

Q5: I vilka steg stöter ni på problem i innovationsprocessen? I så fall, varför stöter ni på 

problem just där? 

- Exempelvis så är idéer inom marknadsföring svåra att mäta resultatet på. Det är ibland 

svårt att härleda från vilken kanal kunden kommer ifrån 

 

Q6: Använder ni er av något verktyg eller mätinstrument för att kunna jämföra potentiella 

innovationer mot varandra? Mäter ni hur framgångsrika era senaste innovationer har varit? 

 

- Vi har inget specifikt mätinstrument och det som de mäter är lönsamheten med hjälp 

utav en enkel kalkyl. Vi tittar på resultaten genom att fråga kunder om hur de hittade 

hemsidan eller vilka kanaler de kommer ifrån. Sedan jämförs det med hur många 

besökare som kommer in på vår hemsida. Vår policy är att inte lägga ner 

marknadsföringskostnader på sådant som vi inte kan mäta. 
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Q7: Hur ofta implementerar ni nya processer inom organisationen för att höja 

effektiviteten/prestandan samtidigt som ni drar ner på kostnaderna eller förbättrar ert 

serviceerbjudande? 

- Man kan säga att det sker månadsvis där vi försöker förbättra antingen 

tjänsten/erbjudandet i sig eller något inom organisationen. 

 

Q8: Hur lanserar/marknadsför ni er service till kunderna så att erbjudandet differentierar sig 

från konkurrenterna? 

- Det är svårt att differentiera sig eftersom det är en så pass homogen marknad. Det kan 

finnas skillnader i hur vi delar upp kostnader gentemot kunden eller i vilka 

marknadsföringskanaler som vi riktar oss till jämfört med konkurrenterna. Till 

exempel så fokuserar vi bland annat på att optimera vissa sökord som länkas till våra 

webbsidor via sökmotorn Google. SMS Pengar Norden använder sig exempelvis av 

sökordet ”sms-lån” medans Express Kredit använder sig utav flera sökord. På så sätt 

så försöker vi marknadsföra oss mot olika kundgrupper.   

 

Q9: Involverar ni era kunder i innovationsprocessen? Varför/ varför inte? 

- Ja, lite grann. Efter att vi har kört testkampanjer så intervjuar vi alla nya kunder genom 

att ringa upp dem för att ställa säkerhetsfrågor såsom att bekräfta identiteten och att de 

är medvetna om villkoren. Vi brukar också fråga de nya kunderna om i vilken 

marknadsföringskanal som dem hittade erbjudandet. 

 

 

Q10: I vilka steg i innovationsprocessen medverkar kunder? 

- Det är främst genom testkampanjer och efterföljande intervjuer. Vi har inga 

kundundersökningar för vi tycker att detta sätt fungerar bättre för vår del. 

 

Q11: På vilka sätt involverar ni kunderna i de olika stegen i innovationsprocessen? 
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- Det är de gånger som kunderna mejlar eller ringer upp till. Om det är standardfrågor så 

försöker vi hänvisa till vår webbsida.    

 

Q12: Vilken information ger kunderna när de medverkar? 

- Informationen som vi får ifrån kunderna är främst i formen av hur de hittade vår 

hemsida eller vårt erbjudande.  

 

Q13: Vad anser ni vara viktigt för kunden i er tjänst, nämn de fem vikigaste aspekterna? 

- Att tjänsten fungerar bra, att de har förtroende och att de vet vad de köper; det vill 

säga kostnaden utav den. 

Q14: På vilket sätt är kunderna involverade i innovationsprocessen designfas? 

- Man kan säga att de är indirekt involverade. Om en marknadsföringskanal visar sig 

effektiv, så går vi vidare där, annars inte.  

 

6. Ferratum 

Intervju med xxxxx 

Q1: I vilket avseende har er verksamhet utvecklats genom årens gång? 

- När vi startade under 2006 så hade vi bara en anställd som skötte allting, så då var 

organisationsstrukturen ganska ”basic”. Nuförtiden så har vi fem heltids- och sex 

timanställda som jobbar hos oss. Hela vårt koncept bygger på att vi har gjort 

produkten väldigt lätt att ”rulla ut” till andra länder. Vi har ”back offices” i Finland 

där även moderbolaget befinner sig samt ”front offices” i de andra länderna. Från 

början så befann vi oss i länder som vi kallade för ”mognadsfas” som exempelvis 

Sverige, Finland och Estland. Sedan expanderade vi till andra s.k. ”tillväxtländer” som 

Polen och nuförtiden så håller vi på att försöka komma in i s.k. ”nystartade länder” 

som Nya Zeeland, Filippinerna, England och Belgien. Vår vision är att bli 

världsledande inom sms-lån.    

 

Q2: Hur stor del av omsättningen lägger ni ner på innovation? 
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- Inte mycket, runt 1 % kanske. Det mesta sköts utav moderbolaget i Finland som 

levererar så kallade ”färdiga paket” till resten av koncernen.   

 

Q3: Hur har ert senaste innovationsprojekt sett ut? Vad blev resultatet? 

- Under mars 2010 så utvecklade vi ett scoring-program med scoring-kort eftersom vi 

såg problemet med blanco-lån där man får betala ett ganska högt belopp på årsbasis. 

Vi räknar med att vi har ökat utlåningen till våra kunder med 30 % sedan dess.  

 

Q4: Utgår ni från någon speciell modell i er innovationsprocess? 

(vid ja) Varför? (vid nej) varför inte? 

 

- Nej, det är olika. Vi jobbar i projektform så det är projektledaren som bestämmer när 

det ska startas, vilka mål som sätts upp och hur de ska nå dessa resultat, samt ta fram 

personer med rätt kompetens. Sen hur pass lång tid projektet tar beror dels på 

storleken av innovationen men också komplexiteten. Är det ett komplext projekt så 

brukar vi införa strikta regler som följer de uppsatta riktlinjerna noggrant genom s.k. 

”sky-high projects” 

 

Q5: I vilka steg stöter ni på problem i innovationsprocessen? I så fall, varför stöter ni på 

problem just där? 

- Det är främst att vi blandar in personer från olika länder i dessa projekt och att det kan 

ske en brist på den interna kommunikationen. Sen finns även det faktum att varje land 

har sin egen prioriteringslista på vilka projekt som dem helst vill genomföra så det kan 

vara svårt ibland att komma överens om vad koncernen som helhet ska satsa på.   

 

 

 

Q6: Använder ni er av något verktyg eller mätinstrument för att kunna jämföra potentiella 

innovationer mot varandra? Mäter ni hur framgångsrika era senaste innovationer har varit? 
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- Ja, det gör vi. Vi försöker att bland annat kolla på nyckeltal. Frågor som vi ställer oss 

när vi har implementerat ett visst projekt är exempelvis: har vi nått till de mål som vi 

satte upp från början? Hur många kunder har tillkommit i jämförelse med hur många 

som vi hade budgeterat för? Hur kan vi mäta att en kampanj kommer att generera 

tillräckligt många kunder? Sen är det också svårt att jämföra olika typer av projekt 

med varandra huruvida den ena kan anses vara viktigare än den andra. 

 

Q7: Hur ofta implementerar ni nya processer inom organisationen för att höja 

effektiviteten/prestandan samtidigt som ni drar ner på kostnaderna eller förbättrar ert 

serviceerbjudande? 

- Vi jobbar med detta konstant. Vi försöker alltid leta upp var flaskhalsen kan tänkas 

finnas. Det innebär att vi ständigt tittar efter våra kostnader och intäkter och se om 

man kan förbättra det ytterligare för att öka värdet i slutändan till våra ägare. 

 

 

 

Q8: Hur lanserar/marknadsför ni er service till kunderna så att erbjudandet differentierar sig 

från konkurrenterna? 

- Vi har märkt att det har tillkommit en Internet-trend på sistone som 

marknadsföringskanal. Så vi försöker leta efter olika segment. Till exempel så har vi 

fått ett ökat antal med kunder som vill kunna låna för att betala till sina resor, så 

online-kanaler som resebloggar är ett bra sätt att kunna nå till våra kunder. Dessutom 

så är det väldigt lätt att kunna härleda från vilken kanal kunden kom ifrån och när den 

personen köper tjänsten efter att han/hon har kollat in resebloggen.   

 

Q9: Involverar ni era kunder i innovationsprocessen? Varför/ varför inte? 

- Nej, men det är något som vi kommer att göra inom den närmaste framtiden. 

 

Q10: I vilka steg i innovationsprocessen medverkar kunder? 

- X 

 



                                               30 May 2011 
                                                         

                                                    4FE02E Business Economics, Master thesis 
!
!

'%!
!

 

Q11: På vilka sätt involverar ni kunderna i de olika stegen i innovationsprocessen? 

- X 

Q12: Vilken information ger kunderna när de medverkar? 

- X 

 

Q13: Vad anser ni vara viktigt för kunden i er tjänst, nämn de fem vikigaste aspekterna? 

- Att tjänsten ska vara smidig, enkel, kännas säker genom bland annat kreditupplysning, 

samt att vi ska kunna framställas som trovärdiga, att vi levererar vad vi lovar.  

 

Q14: På vilket sätt är kunderna involverade i innovationsprocessen designfas? 

- X 

!

!

!

!

!

!
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Company 
Reg. 
year 

Rev. 
10(TKR) 

Result 
(TKR) 

Rev. 
09(TKR) 

Result 
(TKR) 

Rev. 
08(TKR) 

Result 
(TKR) 

Rev. 
07(TKR) 

Result 
(TKR) 

Ferratum 
Sweden AB 2006     16 991 2 025 15 508 3 935     

Northmill AB / 
Easycredit 2006     11 999 267 6 382 142 1 226 104 

Na No Invest & 
Finans AB 2009     4 532 204         

Expresskredit 
Norden AB 2007 2 279 640 1 187 134         

SMS Pengar 
Norden AB 2007 9 282 1 262 10 369 2 016 8 066 1 451     

Mobillån Sverige 
AB 2005    12 543      1 016 14 615 -33 16 976 - 9 105 25 446 2 881 
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Na No 
Invest & 
Finans AB 

Northmill 
AB 
(Easycredit) 

Mobillån 
Sverige 
AB 

Express 
Kredit 

SMS 
Pengar 
Norden 
AB       

Ferratum 
AB 

Market share 
09 4 % 11 % 13 % 1 % 9 % 15 % 

A. res. 07  8,50 % 11 %    

A. res. 08  2,22 % 54 %  18 % 25 % 

A. res. 09 4,50 % 2,22 % -0,40 % 11,80 % 28 %    11.9 % 

A. res. 10    28 % 13,50 %  

Index rev. 08   520 % 33 %    

Index rev. 09  88 % -14 %  28 % 9,50 % 

Index rev 10    91 % 10,50%  

Index res. 08  36 % 416 %    

Index res. 09  88 % 99,50 %  38,80 % -48,50 % 

Index res. 10    477 % 27,50 %  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Linnaeus University – a firm focus on quality and competence 
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This  
new university is the product of a will to improve the quality, enhance the appeal and boost the development 
potential of teaching and research, at the same time as it plays a prominent role in working closely together with 
local society. Linnaeus University offers an attractive knowledge environment characterised by high quality and  
a competitive portfolio of skills. 
 
Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, creative 
thinking and practical innovations. For us, the focus is on proximity to our students, but also on the world around 
us and the future ahead. 
 
 
 
 
 
 
 
 
 
Linnæus University 
SE-391 82 Kalmar/SE-351 95 Växjö 
Telephone +46 772-28 80 00 


