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Auditor 2.0 –  
How Swedish auditors balance 
the profession with marketing 
 
 

Carl Gerlofstig 
Kristianstad University 
 
This study examines how auditors’ attitude towards 
marketing and their view on the importance of marketing 
affect how they balance their time spent on marketing and 
auditing activities. The purpose is to understand how the 
changing business environment for auditors affects the 
relationship between the auditing profession and marketing. 
The study is based on a survey of 712 auditors in Sweden. 
The findings suggest that auditors with positive attitude 
towards marketing spend significantly more time on 
marketing activities compared to those with less positive 
attitude. Furthermore, auditors who view marketing 
activities as important, spend significantly more time on 
marketing activities. The number of years as approved or 
authorized auditor, age of the auditor, and bureau affiliation 
was controlled for. The result indicates that the theoretical 
distance between the auditing profession and marketing 
does not exist in practice to the same degree as it used to. 
 
Key words: Auditor, auditing, marketing, profession, 
professional services firm, Sweden 

 
 
 
 
Introduction 
 
Traditionally, the auditing profession and 
marketing have been seen as two distant 
theoretical and practical poles.  The 
changing environmental forces of the global 
marketplace have brought these two poles 
closer. A profession is in theory regarded as 
“exclusive groups of individuals applying 
somewhat abstract knowledge to particular 
cases” (Abott, 1988, p. 318). These groups 
of individuals, including auditors, are 
characterized by the use of skills based on 
theoretical knowledge and their competence 
is ensured by examination. It is the 

professional knowledge and the membership 
of carefully regulated institutes that act as 
barriers to entry (Hodges & Young, 2009). 
In addition to their education and training, 
they have strictly possessed and enforced 
code of ethics or behavior and the members 
are organized by the professional activity as 
they perform services for the common good 
(Millerson as cited in Brante 1988; Abott, 
1988). The services that Millerson (cited in 
Brante, 1988) and Abott (1988) refer to are 
characterized by the intangibility and the 
process of interaction between consumers 
and producers (Grönroos, 1998). 
Professional services are further 
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distinguished by “being mainly advisory, and 
operated by skilled professionals” 
(Gummesson, 1979, p.308). Services such as 
engineering, surveying, accounting, law and 
medical services are in general regarded as 
professional services (Reid, 2008; Doren, 
Smith, & Biglin, 1985). Several studies have 
shown that the business environment for 
professional services is changing. According 
to Reid (2008, p.377) “professional service 
firms are likely to need to consider issues of 
increased market orientation and how to 
build and leverage client relationships”, the 
latter being a critical aspect to achieve 
competitive advantage (Hodges & Young, 
2009). Mautz and Sharaf (1997) claimed 
earlier that the changes in the social 
environment and the methods and resources 
of a profession require continuing 
modification of the relationship to clients. 
Kotler and Connor, Jr. concluded already in 
1977 that to be able to adopt the new market-
oriented environment firms must manage 
three major forces in the operating 
environment – codes of ethics, changing 
expectations of clients, and increased 
competition – and two attitudinal barriers – 
commercial disrespect and the association of 
marketing with selling (Kotler & Connor, Jr, 
1977). Still today, this latter barrier is an 
important issue for professional services firm 
because selling has not been considered a 
part of the profession (Reid, 2008). Another 
issue regarding the association of marketing 
with selling is that the use of salespeople is 
not suitable in professional services firms as 
buyers want to meet and get acquainted with 
the professional (Kotler, Hayes, & Bloom as 
cited in Hodges & Young, 2009). As these 
changes imply, professional service firms 
must include the issue of marketing in their 
business activities (O’Donohoe, 
Diamantopoulos, & Petersen, 1991; Kotler & 
Connor, Jr, 1977; Barr & McNeilly, 2003). 
Previous research has focused mainly on the 
changes in auditors’ attitudes toward 
marketing (Ellingson, Hiltner, Elbert, & 
Gillett, 2002; Clow, Stevens, McConkey, & 
Loudon, 2009; Tang, Moser, & Austin, 
2002). Some research has been focused on 

auditors’ practice of marketing (e.g. 
Heischimdt, Elfrink, & Mays, 2002; 
Ellingson et al., 2002; Diamantopoulus, 
O’Donohoe, & Lane, 1989). This study picks 
up on the gap in the research and addresses 
the issue of both attitudes towards marketing 
and the practice of marketing. An additional 
aspect regarding the importance of 
marketing is added to the research. 
 
Auditing is one of the professional services 
in which the changes in the business 
environment are reshaping the practice of the 
auditor (Heischmidt et al., 2002).  In an 
industry that prior to 1977 viewed marketing 
as unethical and advertising as violating the 
professional code of ethics in the auditing 
industry (Clow et al., 2009; Heischmidt et 
al., 2002), the changes in the business 
environment would imply major challenges 
for the auditor. In general, the role of an 
auditor is to ensure quality of the accounting 
information (Power, 1999; Öhman, 2005). In 
other words, the task of an auditor is to 
review measurements and communications 
of accounting for correctness in an analytical 
and critical manner (Mautz & Sharaf, 1997). 
The changes in the business environment 
have brought attention to other important 
tasks of the auditor. Auditors have had to 
realize the importance of marketing and the 
profession has had to give way for the 
involvement of pure business skills (Jönsson, 
2005). Traditionally, auditors have 
maintained customers through referrals and 
networks but today, they have to perform 
additional tasks different from the ones they 
normally perform as auditors (Heismidt et 
al., 2002; Ellingson et al., 2002). Important 
tasks such as marketing activities to retain 
client relationships and to gain new client 
relationships are challenging the auditor, as 
it is difficult to differentiate the professional 
services offering (Hodges & Young, 2009). 
The issue of including marketing activities in 
the profession is of immediate concern for 
auditors in Sweden. Today, Sweden and 
Malta are the only two countries within the 
European Union with statutory audit 
(Sveriges Riksdag, 2009). However, the 
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Swedish government recently passed a 
proposition to stepwise abolish the statutory 
audit for smaller public companies, starting 
in November 2010 (FAR SRS 
Pressmeddelande, 2010). The abolishment 
affects approximately 72 percent of all 
public companies in Sweden (ibid.). 
 
The changes in the business environment of 
auditors and the traditional view on the 
distance between theory of profession and 
marketing suggest that the level of 
professionalism has been lowered to allow 
for other activities to take place. In addition 
to the more traditional tasks of auditors, 
marketing activities must be performed both 
to retain existing clients and to gain new 
prospective clients. Also, based on the fact 
that auditing is a service, and marketing is an 
inherited function of services firms, there is a 
theoretical aspect of the issue, as auditing is 
not traditionally related to marketing. The 
problem can be viewed as a double-edged 
sword. On the one side is the auditing 
profession with its traditional tasks and code 
of conducts and on the other marketing with 
the untraditional views imposed on the 
profession. Thus, “How do auditors balance 
their inherent auditing responsibilities and 
imposed marketing actions?” is posed as a 
research question of this study. The purpose 
of this study is to understand how the 
changing business environment for auditors 
affects the relationship between the auditing 
profession and marketing. This study 
attempts to contribute new insights to both 
theoretical and practical aspects of this 
specific research field. The theoretical 
contribution is an exploration of the 
changing relationship between the auditing 
profession and marketing of professional 
services firms. As for practical implications, 
marketers in general and auditors in 
particular can gain practical knowledge how 
to meet the changing environment with the 
involvement of marketing activities in the 
profession in a balanced way.  
 
 
 

Literature review 
 
To be able to study how auditors balance 
their inherent auditing responsibilities and 
conducts with the imposed marketing tasks it 
is important to know what tasks are included 
in the auditing profession and what 
characterizes marketing of professional 
services. Below follows a review of relevant 
literature regarding these issues. Included in 
the review is a discussion about previous 
research within the field of marketing of 
professional services in general and the 
auditing profession in particular. As previous 
research originates from the American and 
European tradition, the words 
accounting/accountant and auditing/auditor 
are used interchangeably. The meaning of 
the words is the same, but for consistency 
the words auditing and auditor are used apart 
from quotations. 
 
Derived from institutional theory, 
professional services firms are subject to 
normative pressures. The normative 
pressures arise from the formal education by 
specialists and the networks spanning across 
firms and force the professional services 
firms to structural changes (DiMaggio & 
Powell, 1983). The structural changes form 
the professional bureaucracy in which the 
operating core – the professional – is 
emphasized through the coordination of their 
standardized skills (Mintzberg, 1983). Also, 
the structure of a professional services firm, 
operated by skilled professionals, is typically 
associated with distinct career patterns that 
most often reflect status and formal authority 
(Abott, 1988; Mintzberg 1983; Gummesson 
1979). The distinct career patterns in a 
professional services firm are driven by 
“status competition” and are closely 
guarded; both at entry and continuously 
throughout the career, and the individuals 
with the highest rank are “virtually 
indistinguishable” (DiMaggio & Powell, 
1983, p.153-154). The service offered by 
professions is highly complex, customized, 
and delivered by highly qualified personnel. 
Even though the discussion above originates 
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from studies presented some decades ago, it 
is still relevant and applicable on 
professional services firms. As the business 
environment is changing with increased 
competition and more technically savvy 
clients, process and outcome quality have 
become more important factors in the 
relationships with clients (Reid, 2008). 
Furthermore, it is difficult to achieve 
differentiation in professional services 
offerings, which is challenging for the firms 
(Hodges & Young, 2009). The pluralistic 
framework of marketing adopted by most 
professional services firms involves both 
transactional engagements and closely 
managed relationships with clients (Reid, 
2008). The relationships both within the 
professional services firm and with the 
external clients are critical to achieve 
competitive advantage (Hodges & Young, 
2009). Thus, relationship marketing becomes 
critical to establish the perception of the 
clients that the offering given by a particular 
auditor is different from that of another. 
However, relationship marketing is not the 
primary focus of this study, but it is an 
important factor of the complex issue and 
should not be excluded from the discussion.  
 
Previous research show that even though few 
professional services firms organize for 
marketing activities, there is evidence that 
they follow some of the most sophisticated 
marketing principles (Hodges & Young, 
2009). It is common to use a marketing 
director in professional services firms; 
however, these people do not have the same 
influence or authority as other chief 
marketing officers do (Ellingson et al., 2002; 
Hodges & Young, 2009). If a marketing 
department exists, it is not to be confused 
with the marketing function of a professional 
services firm. In professional services firms, 
the marketing department has been regarded 
as “only a small part of the marketing 
function” because “the marketing function 
spreads to all levels of the organization” 
(Gummesson, 1979, p.310). More recent 
research supports this statement by referring 
to marketing as a process involving all 

functions of the firm as it is integrated with 
operational activities (Ashill, Davies, & 
Thompson, 2003). The professional acts as a 
part-time marketer, guided by the marketing 
department and the financial goals set by the 
firm, and has to act and think in a marketing-
oriented manner (Grönroos, 2007). As part-
time marketers, the activities of the 
professionals include marketing functions to 
retain existing customers and gain new 
customers. Although, most part of the 
marketing in professional services firms is 
not done by marketers, it is highly advanced 
and effective (Hodges & Young, 2009).  
 
Auditing is a commonly known professional 
service (Reid, 2008; Doren et al., 1985). The 
functions of auditing can be derived from the 
demand of various stakeholders of a firm 
that the financial information found in 
reports released by a firm must be reliable. 
Thus, the role of the auditor is to ensure the 
quality of the accounting information 
(Power, 1999; Öhman, 2005). Power (1999) 
further concludes some general conceptions 
of the auditing practice: “independence from 
the matter being audited; technical work in 
the form of evidence gathering and the 
examination of documentation; the 
expression of a view based on this evidence; 
a clearly defined object of the audit process” 
(Power, 1999, p.5). What is lacking in the 
conclusion above is the control mechanism 
surrounding auditors. The auditor must stay 
within certain frameworks that follow with 
the legal responsibility of the auditing 
profession. However, the auditor must not 
only consider the many regulations that 
control the work but also several codes of 
conduct and code of ethics such as the 
generally accepted auditing standards 
(GAAS) and professional ethics for 
accountants when delivering the service to 
the clients (Öhman, 2005). As trust and 
confidence are two outcomes of the expected 
expertise of professional service delivery, the 
need for professionals to be perceived as 
experienced can pose problems for the 
service provider (O’Donohoe et al., 1991). 
The financial goals set by the board of 
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directors of large firms put pressure on the 
individual professional to increase the 
volume and profit of the business. This leads 
to the need to include various marketing 
activities in the relationships with the clients. 
In the modern auditing firm this means more 
than just attending business lunches and 
country club memberships (Hulberg & 
Lawson, 1996). Client and prospective client 
seminars and other public relations activities 
were among the most important marketing 
tactics in a resent study of accountants 
(Markham, Cangelosi, & Carson, 2005). For 
smaller firms, this is a bigger problem as 
they normally have fewer resources to allow 
such marketing activities. At the same time 
as the auditors perform the marketing 
activities, they have to follow the codes of 
conduct and other standards set by the 
regulating institutions. Moser, Colvard and 
Austin (2000, p. 17) conclude their study of 
consumers’ attitudes towards advertising by 
auditors by stating that “accountants who can 
find the balance that consumers perceive is 
necessary in terms of reputation, credibility, 
image, and the information function will 
likely be successful in their advertising 
efforts”. Therefore, it is important for the 
auditor to carefully balance the time spent on 
the imposed marketing activities and the 
inherent tasks of the auditing profession to 
make sure that the trust and confidence in the 
profession are not damaged. It can be argued 
that a perceived balance between the time 
spent on the imposed marketing activities 
and the inherent auditing tasks would be 
preferable for auditors to be successful.  
 
The regulations and code of conducts 
surrounding the auditors suggest that even 
though other professional services firms 
involve the marketing function, auditors 
have not been able to imply such changes in 
their profession. The shift in auditors’ 
attitudes toward marketing began after a U.S. 
court decision in 1977, and has since evolved 
among them. Several studies have focused 
on auditors’ attitudes toward marketing 
(Ellingson et al., 2002; Clow et al., 2009; 
Tang, Moser, & Austin, 2002). A 

longitudinal study by Clow et al. (2009) 
compared auditors’ attitudes towards 
marketing in 1993 with the attitudes in 2004. 
The results indicated that the auditors’ 
negative impression of marketing has 
changed to a much more positive attitude 
(Clow et al., 2009). The change in auditors’ 
attitudes towards marketing is further 
strengthened by the increased use of 
marketing activities as auditors establish and 
retain relationships with clients (Clow et al., 
2009). Especially, younger auditors entering 
the auditing profession use various 
marketing activities to promote their images 
and services. They use advertisements, 
sponsorships, seminars, and more electronic 
media (such as websites) to promote and 
increase the awareness of their names (Clow 
et al., 2009; Hulbert & Lawson, 1996). From 
the discussion above, it can be concluded 
that auditors’ attitudes towards marketing is 
positively related to the balance between the 
inherent auditing profession and the imposed 
marketing actions. Thus, hypothesis 1 is as 
follows: 
 
Hypothesis 1: The auditor’s attitude towards 
marketing is positively related to the 
perceived balance between marketing 
activities and the inherent tasks of auditing.  
 
Included in the role as an auditor are the 
various tasks of working with the clients on a 
continuous basis. Consulting and guidance 
are two examples of such tasks. As the 
statutory audit will be abolished in Sweden, 
it becomes more important for the auditor to 
convince the clients that auditing is 
necessary for them. It is also important to 
convince clients that the additional non-audit 
consulting services can be of value for them 
(Johansson, Häckner & Wallerstedt, 2005). 
However, adding to the complex nature of 
the problem is the Swedish law limiting the 
consulting possibilities between the auditor 
and the clients. The issue can be viewed as 
the relationship between the auditing culture, 
based on facts, and the consulting culture, 
based on possibilities (Jönsson, 2005). There 
are studies investigating the adoption of 
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marketing activities by auditors (e.g. 
Heischimdt et al., 2002; Ellingson et al., 
2002; Diamantopoulus et al., 1989). This 
research indicates that young auditors 
believe that a good professional image can 
be established and maintained with 
appropriate use of marketing. This finding 
suggests that young auditors see advertising 
as an important marketing strategy that can 
help them expand their client base (Hulbert 
& Lawson, 1996). Thus, it is suggested that 
auditors who view marketing as an important 
part of the work also balance between 
marketing and the inherent tasks of the 
auditing profession. Hence, hypothesis 2 is 
stated as follows: 
 
Hypothesis 2: The auditor’s view on the 
importance of marketing is positively related 
to the perceived balance between marketing 
activities and the inherent tasks of auditing. 
 
 
Research method 
 
This section describes the research method 
used in this study. It starts with a discussion 
on the sample selection process and 
descriptive statistics of the sample. This is 
followed by a presentation and discussion of 
the questionnaire. Finally, the 
operationalization of the hypotheses is 
discussed. In the following section, the 
results from the statistical analysis are 
presented and the findings are discussed. 
 
The initial sample consisted of all authorized 
and approved auditor members of FAR SRS, 
the professional institute for authorized 
public auditors and approved public auditors 
in Sweden. The total number of registered e-
mail addresses to the members was 3556 in 
May 2010 (FAR SRS Sökresultat, 2010). 
These e-mail addresses were collected and 
an electronic questionnaire was distributed to 
all of the 3556 auditors in the initial sample. 
A questionnaire was chosen for this study, as 
it is an efficient method of collecting data 
from large samples and it has been used by 
previous researchers in similar studies 

(Heischimdt et al., 2002; Ellingson et al., 
2002; Markham et al., 2005; Clow et al., 
2008; Tang et al., 2002). A pilot study was 
performed in advance of the distribution of 
the questionnaire in which one authorized 
auditor was asked to comment on the 
questions. This resulted in the paraphrasing 
of the questions and also a few background 
questions were removed from the original 
questionnaire. The questionnaire was 
distributed by e-mail to authorized and 
approved public auditors in Sweden. In the 
e-mail, respondents received an Internet-link 
directing them to the online questionnaire. 
The enclosed information in the e-mail 
guided the auditor to follow the link and 
answer the questions in the questionnaire, a 
task that would take approximately five 
minutes. To facilitate for the respondents, the 
electronic questionnaire was not protected by 
a password. This, however, increased the 
risk for the same respondent to answer the 
questionnaire more than one time. For this 
particular topic and group of respondents, 
the risk that the same respondent would 
answer the questionnaire more than once was 
considered relatively low and would not 
damage the results or the credibility of the 
study. By following the link in the e-mail 
each auditor could anonymously answer the 
questionnaire. Given the sensitivity of the 
topic, anonymity was regarded very 
important in order to receive as many 
responses as possible. Also, to have few 
questions and the short time needed to 
answer the questionnaire were important 
aspects to ensure a large number of 
responses.  
 
From the initial sample, a total of 712 
respondents submitted their answers (a 
response rate of 20 %). 25 respondents 
replied that they would not take part of the 
study for various reasons. The most common 
reasons for not participating in the study 
were lack of time and not working as an 
auditor anymore. The remaining 2819 are 
considered non-responses. It was possible for 
the auditors to access the questionnaire via 
the link in the e-mail for seven days before 
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the questionnaire was closed. Due to the 
restriction in time for this study, the 
questionnaire had to be closed after seven 
days. Demographic statistics for the final 
sample are presented in table 1. From the 
712 respondents, a total of 707 responded to 
the question regarding gender, 474 males 
(66.6%) and 233 females (32.7%). Five 
respondents (0.7%) did not answer the 
question regarding gender. The average age 
of the respondents is 46.75 ranging from 26 
to 78 years. 18 respondents did not answer 
the question regarding age, resulting in a 
total of 694. The average number of years as 
approved or authorized auditor is 14.5 with a 
minimum of .0 and a maximum of 44 years. 
25 cases were missing for the variable 
number of years as approved or authorized 
auditor, resulting in a total of 687 
respondents. 33 (4.6%) replied that they 

work for BDO, 31 (4.4%) for Deloitte, 90 
(12.6%) for Ernst & Young, 32 (4.5%) for 
Grant Thornton, 88 (12.4%) for KPMG, 152 
(21.3%) for PricewaterhouseCoopers, 17 
(2.4%) for SET, and 267 (37.5%) responded 
that they work for other, not specified, 
bureaus. 2 (0.3%) cases were missing for the 
question regarding which firm they work for. 
Bureau affiliation of the respondents was put 
in relation to the relative frequency for 
bureau affiliation of the initial sample. The 
percentages in the descriptive statistics table 
(table 1) can be compared with the 
percentages in table 2. As these numbers 
show, the relative frequency of the 
respondents is very similar to the relative 
frequency of the initial sample. This 
indicates that the respondents’ firm 
affiliation was not skewed from the original 
distribution. 

 
Table 1: Descriptive Statistics 
Variable  Frequency Percentage 
Gender Male 474 66.6 
 Female 233 32.7 
 Missing 5 0.7 
Bureau BDO 33 4.6 
 Deloitte 31 4.4 
 Ernst & Young 90 12.6 
 Grant Thornton 32 4.5 
 KPMG 88 12.4 
 PricewaterhouseCoopers 152 21.3 
 SET 17 2.4 
 Other 267 37.5 
 Missing 2 0.3 
 Mean Minimum Maximum 
Age 46.75 26 78 
Years as auditor 14.49 0 44 

 
 
Table 2: Bureau-affiliation of initial sample 
 
Bureau 

 
Frequency 

 
Percent 

Cumulative 
percent 

BDO 141 4.0 4.0 
Deloitte 146 4.1 8.1 
EY 476 13.4 21.5 
GT 208 5.8 27.3 
Kpmg 396 11.1 38.4 
PwC 710 20.0 58.4 
SET 87 2.4 60.9 
Other 1392 39.1 100.0 
Total 3556 100.0  
 

All questions in the questionnaire were in 
Swedish to avoid misinterpretations, an issue 
that would decrease the measurement 
validity of the results. The questionnaire was 
divided into four parts (see Appendix 1 and 
2 for complete questionnaires in English and 
Swedish). The first part includes four 
background (demographic) questions, results 
presented in table 1. These questions 
regarded sex, age, number of years as 
authorized or approved public auditor, and 
which firm the auditors belong to. These 
questions were all used as control variables. 
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The remaining parts include one question 
each and cover the two hypotheses. The 
question “How would you agree to the 
following activities being part of your role as 
a professional auditor?” is directed to the 
first hypothesis regarding the attitudes of 
auditors. The respondents were asked to 
mark their opinion on a seven point Likert-
scale ranging from “Strongly disagree” (1) to 
“Strongly agree” (7) for each of the 12 

activities listed after the question. The 
activities used in the questionnaire are listed 
in table 3. The activities were assumed to 
belong to two groups, marketing or auditing, 
based on methodology. Some of the 
marketing activities (activities 7, 8 and 11) 
are based on the findings in previous 
research (Markham et al., 2005; Ellingson et 
al., 2002; Clow et al., 2009).

  
Table 3: Activities 
 Activity (as listed in the questionnaire) Group 

1 Business activities Auditing 
2 Administrative duties Auditing 
3 Education and further training within auditing Auditing 
4 Explain to clients that auditing is important Marketing 
5 Look for prospective clients Marketing 
6 Audit accounting information Auditing 
7 Attend seminars with existing and prospective clients Marketing 
8 Arrange seminars with existing and prospective clients Marketing 
9 Learn about marketing Marketing 

10 Follow-up of new regulations and conducts Auditing 
11 Interact with existing and prospective clients on the Internet Marketing 
12 Perform internal controls for clients Auditing 

 
Due to the risk of confusing the two concepts 
attitude towards marketing and importance 
of marketing, these questions (question 2 and 
4) were separated in the questionnaire by the 
question “How much time on average do you 
spend on the following activities?” (question 
3). The same activities as above were listed 
after this question. The scale used to answer 
the question ranged between “No time at all” 
(1) to “A lot of time” (7). In the last part of 
the questionnaire, the question “How 
important do you as a professional auditor 
think the following activities are?” was 
directed to the second hypothesis concerning 
the importance of marketing. Again, the 
same activities were listed after the question 
but the scale ranged from “Not at all 
important” (1) to “Very important” (7).  
 
 
Operationalization 
 
Independent variables 
The independent variable in hypothesis 1 
“the auditor’s attitude towards marketing” 
was operationalized as an index of the 

average scores for all the marketing activities 
in question 2 in the questionnaire. The scores 
were added for each of the respondents and 
the sum was divided by the total number of 
activities. The index was labeled “Attitude 
M”.  
 
The independent variable in hypothesis 2 
“the auditor’s view on the importance of 
marketing” was operationalized as an index 
of the average scores for all the marketing 
activities in question 4 in the questionnaire. 
The scores for the activities were added for 
each of the respondents and the sum was 
divided by the total number of activities. The 
index was labelled “Importance M”. 
 
Dependent variables 
The dependent variable used in both 
hypotheses “the perceived balance between 
marketing activities and the inherent tasks of 
auditing” was operationalized as the 
difference in spent time between the 
marketing activities and auditing activities 
(found in the results of question 3 in the 
questionnaire). The average score was 



  Carl Gerlofstig 

 2010 Carl Gerlofstig 

10 

calculated by adding the scores for the 
activities for each of the respondents, and the 
sums were divided by the total number of 
activities. An index, labeled “Balance Time”, 
was created by subtracting the average 
scores for all auditing activities from the 
average scores for all marketing activities. 
Thus, it is not the balance in itself that is 
studied but the difference in how much time 
an auditor spends on marketing and auditing 
activities.   
 
Control variables 
The demographic questions in the 
questionnaire were used as control variables. 
Sex was measured as male or female and 
used as a dummy variable in the analysis. 
Age (of the auditor) and number of years as 
approved or authorized auditor were 
measured on a continuous scale. The fourth 
control variable, bureau, was measured as a 

dummy variable with seven predetermined 
bureaus (BDO, Deloitte, Ernst & Young, 
Grant Thornton, KPMG, 
PricewaterhouseCoopers, and SET) and one 
option “other” indicating none of the 
predetermined bureaus.  
 
 
Empirical findings 
 
An initial analysis of the data involved the 
analysis of the means for each of the 
activities and Cronbach’s Alpha index 
testing. Table 4 shows the means and 
standard deviations for each activity of the 
three main questions in the questionnaire. A 
simple pattern is indicated by the data in 
table 4. The higher the mean is for Time, the 
higher the mean is for both Attitude and 
Importance.  

 
Table 4: Means 
 Attitude Time Importance 

Activity N Mean  
Std. 
dev. N Mean  

Std. 
dev. N Mean  

Std. 
dev. 

1. Bureau activities 703 4.89 1.675 703 3.47 1.467 705 4.24 1.599 
2. Administration 707 4.27 1.653 708 3.63 1.507 710 3.50 1.530 
3. Education within auditing 708 5.79 1.362 707 4.18 1.303 710 6.13 1.091 
4. Explain auditing is important 708 5.30 1.497 708 3.56 1.566 710 5.14 1.569 
5. Look for prospective clients 706 5.03 1.813 706 3.48 1.678 709 5.06 1.727 
6. Audit accounting information 707 6.07 1.371 705 5.61 1.539 707 6.01 1.330 
7. Attend seminars 708 5.56 1.673 706 3.94 1.719 709 5.34 1.613 
8. Arrange seminars 705 4.72 1.964 708 3.07 1.663 708 4.59 1.800 
9. Learn about marketing 707 3.23 1.804 703 2.01 1.288 708 3.42 1.706 
10. Follow-up New regulations 704 6.07 1.169 703 4.98 1.332 709 6.18 1.040 
11. Interact online with clients 707 5.93 1.316 704 5.11 1.565 708 5.52 1.405 
12. Perform internal control for clients 707 5.65 1.541 705 4.68 1.581 709 5.53 1.422 
 
The methodologically based Attitude M, 
Importance M, Time M, and Time A were 
tested with Cronbach’s Alpha to check that 
the variables included in the indexes all 
measure the same underlying construct. The 
result of the tests is found in table 5. The 
value of Cronbach’s Alpha should be above 
0.8 but values above 0.7 are considered 
acceptable (Pallant, 2007). As the results 
show, Attitude M, Importance M, and Time 
M all have values above the preferred limit. 
However, the value for Time A is slightly 

below (0.676) the preferred value of 0.7. 
This was considered when further tests were 
performed on the data. 
 

Table 5: Cronbach’s Alpha 
Index Cronbach’s Alpha 
Attitude M (marketing) 0.833 
Importance M (marketing) 0.803 
Time M (marketing) 0.808 
Time A (auditing) 0.676 

 
Analysis through Pearson correlations was 
used as an indicator of the strength and 



Auditor 2.0 - How Swedish auditors balance the profession with marketing 

 2010 Carl Gerlofstig 

11 

direction of the relationships. The results, as 
shown in the correlation matrix (Appendix 
3), indicate positive relationships for both 
hypothesis 1 and hypothesis 2. The 
correlation coefficient for the index Attitude 
M and Balance Time is .339. The positive 
relationship is statistically significant at a .01 
level. The correlation coefficient for the 
index Importance M and Balance Time is 
.386. The positive relationship is statistically 
significant at a .01 level. The indexes 
Attitude A (auditing) and Importance A 
(auditing) are included in the correlation 
matrix (see Appendix 3) for consistency as 
they are part of the results. However, they 
are not used in any further analysis of the 
data, and therefore; are not discussed in more 
detail. 
 
Further, the relationships were tested through 
regression analysis. To test the robustness 
and increase the validity of the data and the 
results, the data was randomly divided into 
three groups. The number of respondents in 
group 1 (G1) was 238, and in group 2 (G2) 
and 3 (G3) the number of respondents was 
237 respectively. The groups were 
individually tested with regression analysis. 
Also, regression analysis was performed on 
the original undivided data set. Due to space 
limitations, only the results from the 
regression analyses performed on the 
undivided sample are presented in this article 
(Appendix 4 and 5). As the results of the 
regression analysis on the undivided data set 
are discussed in text below, the results from 
the regression analysis on the three groups 
are shown within brackets. To check for 
multicollinearity between the independent 
variables, Tolerance and VIF values were 
used. Tolerance values below .1 indicate 
multicollinearity (Pallant, 2007) and VIF 
values above 2.5 indicate multicollinearity 
(Djurfeldt, Larsson, & Stjärnhagen, 2003). 
Multicollinearity was indicated when all 
control variables were included in the 
regression. Also, indications of 
multicollinearity were found when excluding 
“age” or “years as auditor” and including all 
of the recoded control variables for the 

different bureaus. No indications of 
mutilcollinearity were found for any of the 
remaining multiple regression tests. 
Therefore, five regression models were used 
to further test the relationships suggested by 
the correlation coefficients. Due to the 
indications of multicollinearity, the control 
variables “age” and “years as auditor” were 
separated in all models. Also, the control 
variable “bureau” was excluded from three 
of the models. The first model excluded the 
control variable “years as auditor” and 
“bureau”, and the second model excluded the 
control variable “age” and “bureau”. The 
third model excluded “years as auditor” and 
the fourth model excluded “age”. The final 
model excluded all control variables.  
 
The R square values of the multiple 
regression tests were used to determine how 
much of the variance in the dependent 
variable is explained by the model. For 
hypothesis 1 (Attitude), the R square values 
show that for the first model 13.5 % of the 
variance in the dependent variable Balance 
Time is explained by the model (G1 14 %, 
G2 14.2%, and G3 16.1 %). For the second 
model, 13.4 % of the variance is explained 
by the model (G1 14.5 %, G2 14.0 %, and 
G3 15.8%) and for the third model, 15.9 % 
of the variance is explained by the model 
(G1 19.5 %, G2 16.7 %, and G3 18.1 %). In 
the fourth model, 15.8 % of the variance is 
explained by the model (G1 20 %, G2 16.5 
%, and G3 17.8 %) and for the last model 
(without all control variables) 11.5 % of the 
variance is explained by the model (G1 8 %, 
G2 12.6 %, and G3 15 %). Each of the five 
models is statistically significant on a .001 
level. The standardized beta coefficients 
were used to check which variable 
contributed the most to the variance in the 
model. For all five models used to test the 
relationship in hypothesis 1, the index 
Attitude M is contributing the most in 
explaining the dependent variable. The 
contributions are statistically significant on a 
.001 level. 
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The R square values for hypothesis 2 
(Importance) indicate that for the first model 
17.8 % of the variance in the dependent 
variable Balance Time is explained by the 
model (G1 23.9%, G2 14.9 %, and G3 18.4 
%). In the second model, 18.0 % of the 
variance is explained by the model (G1 24.7 
%, G2 14.7 %, and G3 18.3 %) and for the 
third model, 21.4 % of the variance is 
explained by the model (G1 29.5 %, G2 18.4 
%, and G3 21.9 %). For the fourth model, 
21.4 % of the variance is explained by the 
model (G1 30.1 %, G2 18.2 %, and G3 21.9 
%) and for the last model, 14.9 % of the 
variance is explained by the model (G1 16.6 
%, G2 12.2 %, and G3 16.5 %). All of the 
models were statistically significant on a 
.001 level. Finally, which variable in the 
models that contributed the most to the 
variance was controlled for. Again, the 
standardized beta coefficients were used. 
The beta coefficients are the highest for the 
index Importance M in all of the models 
used to test the relationships in hypothesis 2. 
The contributions are statistically significant 
on a .001 level.  
 
 
Factor Analysis 
Finally, factor analysis, Principal Component 
Analysis (PCA) was used to test the 
methodologically based indexes Attitude M 
(independent variable in hypothesis 1), 
Importance M (independent variable in 
hypothesis 2), and Time A and Time M (the 
two indexes used to operationalize the 
dependent variable Balance Time). Factor 
analysis tests the intercorrelations of a set of 
variables with the objective to reduce the 
variables into a smaller number of factors 
(Pallant, 2007). The term component is used 
instead of the term factors in the discussion 
below, as it is found in the outcome of SPSS. 
The meaning of the two words is the same. 
The results are summarized in tables 6, 7, 
and 8. The total outcome of the tests can be 
obtained upon request. Below follows a brief 
summary and discussion of the results for the 
dependent variables and the independent 
variable separately.  

 
For the independent variable Attitude, the 
initial outcome of the tests on the data shows 
appropriateness for PCA. There are 
correlations between the variables and an 
essential part of the values exceed 0.3. The 
partial correlations in the anti-image matrice 
are low and the measures of sampling 
adequacy (MSA) are high which also 
indicate that the data is appropriate for PCA. 
Finally, Kaiser-Meyer-Ohkin (KMO) 
measure of sampling adequacy indicates that 
the data is appropriate for PCA. The next 
step is to look at the eigenvalues and the 
scree plot. Both the eigenvalues and the 
scree plot for the dependent variable Attitude 
indicate that three components should be 
used. However, the eigenvalue for the third 
component is very close to 1 (1.021), which 
is the preferred value (each factor that has an 
eigenvalue above 1 should be included). This 
is interpreted, as those two factors should be 
used further. The scree plot also indicates 
that two or three components should be used. 
The curve in the scree plot levels off after 
the second component but considering other 
results of the PCA, three components are 
kept. Also, the cumulative percentage of the 
variance for two components is only 54.792. 
A cumulative percentage of above 60 percent 
is considered necessary; therefore, three 
components are kept. The communality 
values are all but one above the preferred 
value of 0.4. The communality value is 0.349 
for the variable “interact with clients online”. 
A separate analysis was conducted with this 
variable excluded but the test did not 
improve the results. Therefore, all variables 
are included.  
 
In the rotated pattern matrix (table 6) the 
three components resulting from the PCA 
can be found. The components are labeled 
according to the variables included in each 
component. The first component is labeled 
Marketing, the second component is labeled 
Auditing, and the third component is labeled 
Other. It was components one and two that 
were used to test the hypothesis again. The 
variables (activities) included in the 
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component Marketing are all but one 
included in the equivalent methodologically 
based index. The activity “bureau-activities” 
was originally not considered a marketing 
activity. However, after reviewing some of 
the comments sent by the respondents, 
“bureau-activities” can include tasks such as 
talking to students and responding to 
marketing research. Therefore, it is kept in 
the Marketing component. The variable 
“explain auditing is important” has a loading 
value below 0.4 (0.384) which is the 
preferred value. The theoretical relation with 
the other variables in the component is 
strong; therefore, it is kept in the component 
(Djurfeldt & Barmark, 2009). The Auditing 
component includes four variables that 
originally were defined as auditing activities. 
The fifth variable in the component is 
“interact with clients online” which was 

considered a marketing activity. However, 
the interpretation of the activity might have 
been different from that of the original 
intention. Auditors spend a lot of time to 
interact with clients by e-mail and interactive 
software. Thus, it is reasonable to argue that 
this activity is related to the auditing 
activities rather than marketing activities and 
it is kept in the auditing component. The 
third component, Other, only includes one 
variable “administration”. One explanation 
for this result is that auditors do not relate 
this activity to neither marketing nor 
auditing. Instead, they regard tasks such as 
reporting time spent on clients and invoicing 
clients as administration. For those reasons, 
the variable in component Other is not 
considered in the further tests based on the 
results of the PCA.  

 
Table 6: Attitude Pattern Matrix  

  Component 
  

Original 
Group 1. Marketing 2. Auditing 3. Other 

2.8 Arrange seminars M .907 .006 -.045 
2.5 Look for prospective clients M .873 .002 -.079 
2.9 Learn about marketing M .759 -.122 .123 
2.7 Attend seminars M .750 .219 -.131 
2.1 Bureau activities A .568 .058 .418 
2.4 Explain auditing is important M .384 .332 .207 
2.10 Follow-up New regulations A -.051 .859 .030 
2.12 Perform internal control for clients A .020 .801 -.139 
2.6 Audit accounting information A .174 .690 -.233 
2.3 Education within auditing A .097 .610 .237 
2.11 Interact online with clients M -.074 .560 .182 
2.2 Administration A .048 .058 .871 
 
The results of the PCA test for the 
independent variable Importance are 
discussed in short below. The values in the 
correlations matrix are to some extent low (if 
following the recommended value of 
exceeding 0.3). However, the rest of the 
results are considered before determining the 
final appropriateness for factor analysis of 
the data. The MSA values, the KMO 
measure of sampling accuracy and the partial 
correlations in the anti-image all indicate that 
the data is appropriate for PCA. The 
eigenvalues and the scree plot indicate that 
three components should be used. The 

cumulative percentage of variance is 60.432 
for three components, which is above the 
preferred value of 60 percent. Thus, three 
components are kept. All variables have 
communality values above the preferred 0.4 
level; thus, all variables are kept.  
 
The resulting components regarding 
Importance and what variables are included 
in each of the components can be found in 
the rotated pattern matrix (see table 7). The 
variables in the component labeled 
Marketing are the same as in the PCA test 
for the independent variable Attitude. All 
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variables (activities) but one are originally 
considered marketing activities. Bureau-
activities is not originally included in 
marketing tasks but is kept in the marketing 
component for the same reasons as discussed 
above. The Auditing component includes 
four variables (activities) that are all 
originally considered auditing activities. The 
variables “administration” and “interact with 
clients online” are included in the third 
component labeled Other. The reasons why 
“administration” is included in the 
component Other are the same as above. 

“Interact online with clients” is included in 
the component Other, a result that differs 
from that of the PCA test for the independent 
variable Attitude. Considering the different 
focus of Importance compared with Attitude, 
one can argue that the tasks performed when 
interacting with clients online are an 
important part of the auditors work; 
however, auditors do not consider it neither 
marketing nor auditing. Therefore, both 
variables are kept in the component Other 
and excluded from further tests based on the 
results of the PCA.  

 
Table 7: Importance Pattern Matrix  

  Component 
  

Original 
Group 1. Marketing 2. Auditing 3. Other 

4.8 Arrange seminars M .876 -.010 -.079 
4.5 Look for prospective clients M .845 .059 -.155 
4.7 Attend seminars M .796 .171 -.149 
4.9 Learn about marketing M .672 -.105 .248 
4.1 Bureau activities A .619 -.100 .317 
4.4 Explain auditing is important M .432 .193 .307 
4.10 Follow-up new regulations A -.092 .854 .131 
4.3 Education within auditing A -.030 .778 .161 
4.12 Perform internal control for clients A .050 .714 -.044 
4.6 Audit accounting information A .222 .683 -.286 
4.2 Administration A .106 -.050 .749 
4.11 Interact online with clients M -.027 .365 .546 
 
A summary of the resulting components 
from the PCA test on the dependent variable 
Balance Time can be found in table 8. An 
initial analysis of the variable Balance Time 
indicates that three components should be 
used. However, the resulting number of 
variables in the second component, Auditing, 
were not considered sufficient. Therefore, 
PCA with two forced factors was tested. The 
results of the communality values from the 
forced factor analysis indicated that both 
variables “administration” and “interact 
online with clients” should be removed from 
the test (values below 0.4). Also, the same 
two variables were excluded from the 
Marketing and Auditing components in the 
PCA tests above. Thus, the final PCA test 
used included ten of the variables 
(activities). All measurements of the 
appropriateness of the data to use factor 

analysis indicate that the data is appropriate 
for further tests. The two forced factors have 
a cumulative variance of 56.703 percent, an 
increase from the initial PCA tests on the 
dependent variable. The pattern matrix in 
table 8 shows what variables are included in 
the components Marketing and Auditing. 
The result is similar to that of the 
independent variables presented above. The 
Marketing and Auditing components include 
the same variables (activities) as shown in 
table 6 and 7 for both the independent 
variables.  
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Table 8: Balance Time Pattern Matrix  
  Component 
  

Original 
Group 1. Marketing 2. Auditing 

3.8 Arrange seminars M .884 -.073 
3.5 Look for prospective clients M .820 -.043 
3.7 Attend seminars M .783 .059 
3.9 Learn about marketing M .744 -.067 
3.1 Bureau activities A .724 .001 
3.4 Explain auditing is important M .592 .178 
3.12 Perform internal control for clients A -.085 .795 
3.10 Follow-up new regulations A .029 .782 
3.6 Audit accounting information A -.057 .678 
3.3 Education within auditing A .248 .566 

 
New indexes were created based on the 
results of the PCA tests for the dependent 
variable, Balance Time, and the independent 
variables, Attitude and Importance. These 
indexes were calculated in the same way as 
before (the sum of the activities for each 
respondent divided by the number of 
activities). However, this time they included 
the activities indicated by the components in 
the PCA tests. Regression analysis was 
performed in the same way as with the 
original data, with five models tested 
separately. The results for all models with 
the independent variable Attitude are all 
significant. The R Square values range from 
0.143 to 0.199. The results for the models 
with the independent variable Importance are 
also significant with R Square values ranging 
from 0.159 to 0.233.  
 
Summary of the empirical findings 
The initial Pearson correlation tests indicated 
significant relationships between the 
variables in both hypotheses. Further tests 
were conducted through regression analysis. 
To test the robustness and increase the 
validity of the data and the results, the data 
was randomly divided in three groups. The 
regression analysis was performed on each 
of the groups individually and on the 
undivided data set. All models used in the 
regression analysis are found to be 
statistically significant. Thus, the results 
obtained when dividing the data in three 
groups are not different from the results on 
the original undivided data set. Finally, to 

test the methodologically based indexes, 
factor analysis (PCA) was performed. The 
extracted components for the independent 
and the dependent variables constituted the 
basis for the new indexes and regression 
analysis was performed to test the 
hypotheses. All models used in the 
regression are found to be statistically 
significant. Again, the results obtained from 
the analyses are not different from the results 
of the tests on the original data. This 
indicates a robust data set. 
 
 
Discussion 
 
Hypothesis 1 
The hypothesis was stated as follows: The 
auditor’s attitude towards marketing is 
positively related to the perceived balance 
between marketing activities and the 
inherent tasks of auditing. 
 
The empirical findings indicated a positive 
relationship between the independent 
variable Attitude and the dependent variable 
Balance Time. That is, an auditor’s positive 
attitude towards marketing is positively 
related to the perceived balance in time 
between marketing and auditing activities. 
As the auditors’ positive attitudes towards 
marketing increase, time spent on marketing 
increases too. The relationship was found to 
be statistically significant. Thus, the 
hypothesis is supported and accepted. The 
results obtained regarding the auditors’ 
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attitude towards marketing are consistent 
with the findings of previous studies on the 
same topic (Ellingson et al., 2002; Clow et 
al., 2009; Tang, Moser, & Austin, 2002). 
Even though the average age of the 
respondents (46.75) and the average number 
of years the respondents have been auditors 
(14.49) are high, the averages are relatively 
low compared with other studies. This can 
give some support to the statement that 
younger auditors have a more positive 
attitude towards marketing. The auditing 
activities have higher means compared with 
the marketing activities, a result that was to 
some extent expected. However, all of the 
marketing activities except “learn about 
marketing” have relatively high means. This 
result is very interesting especially when put 
in relation to the discussion on the traditional 
view of the relationship between marketing 
and auditing. In theory, auditing is a service 
with marketing as an important function. 
However in practice, auditors have for a long 
time regarded marketing as unethical and not 
part of their work. As one respondent in this 
study commented, “how can you relate 
auditing to marketing?”. This shows that 
there still exist negative attitudes towards 
marketing. In contrast, the results of this 
study indicate that these negative attitudes 
are changing. Today, auditors in general, 
have a more positive attitude towards 
marketing. This suggests that as the auditors’ 
attitudes towards marketing follow the 
changes in the business environment, the 
practice of auditors could involve more 
marketing activities. 
 
Hypothesis 2 
The second hypothesis was as follows: The 
auditor’s view on the importance of 
marketing is positively related to the 
perceived balance between marketing 
activities and the inherent tasks of auditing.  
 
A positive relationship between the 
independent variable Importance and the 
dependent variable Balance Time was 
indicated by the empirical findings presented 
above. Auditors that find marketing activities 

important balance the time spent on 
marketing and auditing activities. In other 
words, when auditors view on the 
importance of marketing activities increase, 
time spent on marketing activities increases 
too. The relationship was found to be 
statistically significant for all models tested 
in the regression. Thus, the hypothesis is 
supported and accepted. The marketing 
activities received relatively high average 
scores regarding the importance of each 
activity, except for the activity “learn about 
marketing” (mean value of 3.42). Compared 
with the mean values for the other marketing 
activities, this finding suggests that 
marketing activities are used but the auditors 
do not learn about the activities. This is to 
some extent similar to what Hodges and 
Young (2009) stated in their article when 
they discussed that professional services 
firms practice some of the most sophisticated 
marketing principles. The findings obtained 
in this study support what previous 
researchers found that marketing is an 
important strategy to expand the business 
(Hulbert & Lawson, 1996). Also, the results 
of this study support the statement that 
auditors no longer rely solely on referrals 
and networks. They have realized the 
importance to perform additional marketing 
tasks to retain and gain new client 
relationships (Hodges & Young, 2009). As 
the statutory audit will be abolished in 
Sweden, late 2010, it becomes more 
important for the auditors to convince clients 
that the auditing services will add value to 
their business. The average score for the 
activity “explain that auditing is important” 
(5.14) suggests that the auditors already 
consider this as something important. The 
average score for the activity “attend 
seminars” (5.34) suggest that auditors find it 
important to meet both existing and 
prospective clients. This result supports the 
findings from the study by Markham et al. 
(2005) that client seminars and other public 
relation activities were among the most 
important marketing tactics.  
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Conclusions 
 
Given the traditional view on the distance 
between theory of profession and marketing, 
the changes in the business environment of 
auditors suggests that the level of 
professionalism has had to give away for 
other activities to take place, such as 
marketing activities. For auditors in Sweden, 
this is an issue that will become even more 
important as the statutory audit will be 
abolished in late 2010. The problem, likened 
a double-edged sword in the introduction of 
this article, has the auditing profession with 
its code of conducts and regulations 
controlling the activities on one side and the 
untraditional marketing activities on the 
other. The main research question of this 
article was How do auditors balance their 
inherent auditing responsibilities and 
imposed marketing actions?. As the results 
of this study show, auditors have a positive 
attitude towards marketing activities and 
have realized the importance of including 
them in their work. Auditors with a positive 
attitude towards marketing are to some 
extent able to balance the time spent on the 
inherent tasks of the profession with the new 
imposed marketing activities. Also, auditors 
that view marketing activities as important 
balance the time spent on the inherent tasks 
of the profession with the new imposed 
marketing activities. As younger auditors 
replace older auditors, one can assume that 
the attitudes towards marketing will change 
even more and be reflected in their work. 
The conflict between auditing as a 
professional service and marketing is no 
longer as evident as it once was. The 
findings from this study imply that auditors 
do balance their inherent auditing 
responsibilities with the new imposed 
marketing activities. To get a more in-depth 
understanding of how they are able to 
balance their work, a more sophisticated 
study of the auditors must be performed 
(preferably case studies). Due to the time 
limit, case studies were not possible for this 
study. However, this study gives a good 
indication of how the balance between 

auditing and marketing is for the moment, 
and when compared with previous research, 
it gives some indication where it is going.  
 
 
Future research 
 
Future research should address the problem 
developed in this article in more detail. The 
results of this study could be compared to the 
results of a similar study performed in the 
future. Previous studies have shown that the 
attitudes among auditors have changed and 
as younger auditors replace older, further 
changes in attitudes and how auditors 
balance their time spent on marketing and 
auditing activities are expected. Furthermore, 
an international comparison can be of high 
interest as many of the largest bureaus are 
multinational companies. As Sweden is one 
of the last countries in Europe to abolish the 
statutory audit, an international comparison 
can give practical implications of how 
auditors work. Finally, this study has only 
focused on the auditor and on their attitudes. 
Therefore, it would be interesting to add a 
dimension to the study and investigate how 
the relationship between the auditor and the 
client is affected by the changes in the 
business environment. 
 
 
Practical implications 
 
This study has a variety of practical 
implications. The results of this study can 
give auditors practical knowledge of how to 
meet the changing business environment. 
Especially for auditors in Sweden, this is a 
relevant issue but also for auditors in other 
countries. Previous studies have shown that 
the attitude towards marketing has changed. 
From this study, auditors can learn that it has 
become more accepted among the auditors, 
to spend their time as professional auditors 
using various marketing activities in their 
profession. The theoretical contribution adds 
to the understanding of the relationship 
between the auditing profession and 
marketing of services firms. As the 
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theoretical association of services firms with 
marketing is strong, this has not been the 
case of auditing in practice. The results of 
this study show that the gap between theory 
and practice has to some extent diminished.  
 
 
Limitations 
 
There are several limitations for this study. 
This study does not examine the 
respondents’ changes in attitudes towards 
marketing. The results of the study are 
compared with previous research on similar 
groups of respondents. A similar study 
performed on Swedish auditors in a few 
years will increase the validity and reliability 
of the results. The method of distributing a 
questionnaire is preferable to collect vast 
amount of data in a short period of time. 
However, this increases the possibility for 
misinterpretations as the respondents 
interpret the questions without less 

possibility for the authors to explain. 
Therefore, it is very important for the authors 
to be as clear as possible to avoid 
misinterpretations. If more time were to be 
given a similar research project perhaps 
another research method such as case studies 
can be used and the results compared with 
this study.  
 
The two concepts of attitude and importance 
of marketing are closely related and can 
sometimes be confused. However, it is of the 
author’s opinion that one can have a positive 
attitude towards something and still view the 
importance of the same thing completely 
different (more or less important). The 
questionnaire was structured in such a way 
to avoid as much confusion as possible. 
However, the fact that the concepts are 
closely related could have affected the 
results. Again, another research method can 
help avoid this limitation.  
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Appendix 1 – Questionnaire English 
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Appendix 2 – Questionnaire Swedish 
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Appendix 3 – Correlations 
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Appendix 4 – Regression analysis Hypothesis 1, Attitude 
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Appendix 5 – Regression analysis Hypothesis 2, Importance 

 


