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Abstract 
 
The feature of service intangibility is one of the most prominent, albeit controversial, problems in 

service marketing. Service providing firms have been trying to find ways to ‘tangibilize’ their service 

offerings in order to assist the potential customers to better understand the benefits and qualities of 

their services. A review of past literature revealed that most of the studies have been carried out on 

a theoretical level, but with an insufficient empirical back-up. The authors propose that Marketing 

based tangibilization (MBT), which has largely remained outside the focus of empirical research for 

the last four decades, offers a solution to the issue of intangibility on a marketing front. 

 

In order to address this issue, the authors of this report have designed a study whose purpose is to 

explore the effects of intangibility on the marketing activities of eight different service firms. The 

authors have derived several implications caused by intangibility through a thorough literature 

review and with that as a foundation they have interviewed one representative from each of the 

eight service firms – all of them offering consulting services in different domains – as well as analyzed 

their marketing materials.  

 

From this, the authors have deduced eight distinct marketing methods – trials, events and references 

to name a few – currently in use in those service companies in order to overcome intangibility and 

then evaluated those methods with respect to the aforementioned implications of intangibility on 

service marketing. The conclusion is that intangibility is a real issue to be dealt within the context of 

service provision, and that the resources available and the type of service provided will dictate which 

of the methods can be implemented at a certain service provider. Finally, several recommendations 

are provided that the companies could further look into in order to overcome the issue of 

intangibility, such as an increased use of the possibilities created by the Internet (e.g. social media). 
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Foreword – The KUTA-Project 
 

Most service firms are currently standardizing their work processes to be able to increase their 

effectiveness, predictability and shorten their delivery times. What strategies do companies have to 

be both competitive and be able to extract the most out of their employees in terms of innovativity?  

 

The KUTA-project was created by the Royal Institute of Technology (KTH) with the intention to 

develop the understanding of service operations management and organization. It deals with the 

tension between industrialization and standardization of services on one hand, and innovativity on 

the other. KTH collaborates with a number of service providing companies in this project, and the 

idea is that said companies will gain insight into management methods that are specifically designed 

for the service sector. Previously they had to largely borrow such methods from manufacturing 

companies. This master thesis is a part of the KUTA-project, and intends to contribute to its cause. 
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1 Introduction 
 

This initial chapter introduces the reader to the entire thesis outline and includes the thesis 

background, thesis purpose, research questions and states the delimitations of this study. 

 

 

1.1 Background 
 

Meeting the challenge of intangibility and confronting the issue of how best to communicate the 

‘intangible’ qualities to the customers has been one of the biggest challenges of service-providing 

firms (Bang et al., 2002). According to Webster’s Dictionary (1986, p.1173), intangibility is defined as 

“the quality or state of something that cannot be touched or perceived by touch; impalpable; 

imperceptible; the quality or state of something that cannot be defined or determined with certainty 

or precision”. There are several agreed upon definitions of intangibility by scholars, but the most 

commonly used is by Shostack (1977, p.73), who defines it as “impalpable” and “not corporeal”, 

while Bebko (2000) regards intangibility to be uni-dimensional with regards to its lack of physical 

evidence. 

 

Service offering firms need to tackle intangibility and ‘tangibilize’ their service offerings in order to 

bring in a better customer perception towards their offerings (Santos 2002; Wyckham et al., 1975), 

reduce the client’s perceived risk (Laroche et al., 2001) and enhance the assessment of services 

(Zeithaml et al., 1993). What complicates an effective handling of the aforementioned issue is the 

fact that there has been little effort to develop management practices based on the provision of 

services. Instead, service providing companies have been borrowing ideas from the manufacturing 

sector, meaning that the frameworks put to use are not necessarily optimized for services (Vargo and 

Lusch, 2004).  

 

A particular point that has not been favorable in solving the problem is the absence of appropriate 

empirical studies with the purpose to find out more about the problem of intangibility. Literature has 

indicated several implications of intangibility that may have a profound effect on service marketing, 

but most of these, if not all, lack empirical back-up. However, the studies that have been made 

brought up some interesting theoretical concepts about intangibility and service marketing. These 

concepts have been helpful in framing our study. Bang et al. (2002) states that previous studies have 

delivered contradictory results, something that we have observed as well. For instance Tarn (2005 

a/b) concluded from two separate studies of his own that a certain marketing method related to 

service intangibility was unimportant in the first one, then among the most important in the second 

one. 

 

There are two main ways of marketing services when it comes to tackling intangibility that we have 

been able to identify. Firstly, Berry (2002) argues that the retention of and care for existing 

customers (relationship selling) can be just as, if not more, profitable than focusing on chasing new 

ones. As the definition suggests, it involves a lot of focus on each individual client, making sure that 

they stay satisfied and choose the same service provider over and over. Also, it focuses more on 

existing than potential customers. Each customer needs to be convinced individually by an employee 
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of the service provider to choose that company. Thus, it is difficult to reach a large amount of 

customers when resources, such as staff, are limited. It should also be noted that Gronroos (1995) 

suggests that relationship marketing is not a strategy than can be universally adopted by all service 

providing companies. 

 

Secondly, there are two different ways of tangibilization. Operations Based Tangibilization (OBT) 

works with the intention of decreasing the client’s sense of intangibility after the service encounter 

process and involves all the operational activities that are carried out by the service firms during the 

service confrontation process. On the other hand, Marketing Based Tangibilization (MBT) focuses on 

raising the potential client’s sense of tangibility before the service encounter process, and involves 

most of the marketing activities carried out by the service-offering firms (Tarn, 2005a). 

 

We intend to focus more on the acquiring of new customers in the pre-purchase phase, i.e. where 

advertizing comes into play. He asserts that the very first contact surface between customer and 

service provider are advertisements, which means that pre-purchase marketing becomes important 

in obtaining new customers. However, we want to go beyond just advertizing and find out if there is 

anything else a service provider can do to market a service to potential customers. Therefore, the 

focus of this study is MBT. Literature provides us with numerous implications that intangibility has on 

the implementation of MBT in service providing companies, however they have all been derived 

theoretically, and did not have extensive empirical back-up. For instance, Tarn’s (2005a) study 

involves a small-scale survey carried out by students at his university, which he concedes to have a 

low validity. 

 

Based on the above, we have perceived the underlying problem of pre-purchase service marketing to 

be the fact that many companies today have identified a need to come up with new and innovative 

ways of conveying the positive qualities of their intangible products, such as services, to their 

customers. They want to do this in order to gain a competitive advantage, since customers are more 

likely to choose a product with which they trust that they get what is promised and know why it 

would be more useful to them than what the competition offers. 

 

 

1.2 Thesis purpose and Research questions 
 

We have determined the purpose of this thesis as to explore the effects of intangibility on the 

marketing activities of a service-providing company. In order to conduct this investigation and fulfill 

the aforementioned purpose, we have come up with the following research questions: 

 

 Which of the managerial implications of intangibility on the marketing of services found in 

literature can be verified? 

 

 How do consulting firms overcome these implications and bring tangibility to their service 

offerings? 
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1.3 Delimitations 
 

The delimitations imposed on this investigation are: 

 

- Only marketing-based tangibilization (MBT) and not operation-based tangibilization (OBT) 

will be considered. 

 

- Only purely service providing firms are considered, since we target companies that can offer 

no physical products to allure their customers. To fulfill this condition and ease comparison 

within the sample, we further delimited the study to only include consultancies. 

 

- Relationship marketing is beyond the scope of this investigation. Due to the time constraint 

on our work, we did not consider this concept as it is separate to MBT when it comes to 

service marketing. 
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1.4 Outline of the report 
 

Shown below is the composition of the entire thesis, classified into different chapters. 

 

- The introduction includes the background of the thesis, 

followed by the thesis purpose, research questions and 

the delimitations of this study. 

 

- The methodology chapter explains elaborately all the 

methods and its justifications that were in use for this 

study. 

 

 

- The theory chapter reviews past literature that has been 

covered on this particular subject and lies as the 

foundation of the thesis. 

 

- This chapter comprises of the empirical findings derived 

from the interviews. It also contains the results after 

analyzing the sample companies’ websites, printed 

materials and social networks. 

 

- This chapter includes the analysis that connects the 

relation between the studied literature and the empirical 

findings. 

 

- The final chapter concludes the thesis by summarizing 

and answering the research questions. It also presents 

the reader with a scope for further research and the 

limitations of this study. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. Introduction 

4. Results 

5. Analysis 

2. Methodology 

3. Theory 

6. Conclusion 
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2 Methodology 
 

This chapter discusses the methods used by the authors in order to carry out the investigation and 

also provides a justification of the methods used by the authors. An introduction for all the sample 

companies are provided and a brief explanation is also presented that discusses the reasoning for the 

sample choice. 

 

 

We have intended to analyze the marketing strategies in the companies by interacting with those 

who in our understanding have the best standpoint into the matter. The choice to only conduct a 

relatively small number of case studies, eight to be precise, is in part offset by the fact that we have 

chosen to only look at one specific type of service sector (consultancies). This eliminates factors that 

may influence the marketing activities, such as what type of customer is being catered to 

(consultancies are overwhelmingly business-to-business). Furthermore, it can be assumed that 

consultancies rely on effective marketing of their services as much as any other service providing 

company, which adds to the generalizability of the results (Flyvbjerg 2006). We elaborate more on 

our thesis methodology in the following sections. 

 

 

2.1 Empirical Method 
 

The theories presented in chapter 3 are not only there to introduce the reader to the essence of 

service marketing from a scientific point of view, they are subjected to scrutiny and comparison 

against current practices. Also, they are weighed against the viewpoints and perceptions of 

employees working with marketing in the consultancies that are interviewed as a part of this 

investigation. 

 

According to Collis and Hussey (2009), there are two classified ways of collecting data; Primary and 

Secondary sources: 

 

Primary Sources  

Primary sources consist of all the information gathered directly from first-hand experience, such as 

interviews or observations (Collis and Hussey, 2009). For this study, the primary sources are the eight 

in-depth interviews, which were carried out with personnel from eight different service firms during 

the data collection stage. Additionally, the websites and printed material available from the sample 

companies were also taken into consideration while compiling the empirical data. 

 

Secondary Sources 

Secondary sources, on the other hand, include all the information that is gathered from published 

resources such as research publications (Collis and Hussey, 2009). The secondary sources in this study 

are the existing literature and research publications in the field of service marketing. The authors of 

the secondary sources used in this report can be verified as either researchers or professionals in the 

area of marketing. 
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Case-study design 

This study deals with how consultancies bring tangibility to their offerings, and therefore, it is apt 

that a case study design is chosen since Yin (2009) states that the best way to consider a case study 

design is when the study concentrates on answering ‘how’ and ‘why’ questions. This thesis would, 

thus, be considered an explanatory case study since it is used for explaining causal relationships (Yin, 

2009); our study intends to explore the methods of overcoming intangibility (effect) caused by the 

implications of intangibility on marketing (cause). 

 

Interviews are considered to be one of the most essential sources of case study information (Rubin & 

Rubin, 1995). They regard interviews to be more of a guided conversation rather than structured 

queries. To put it differently, they stress that while one should pursue a steady line of inquiry, but the 

stream of questions in the interview should rather be fluid, and not rigid. 

 

All the eight interviews conducted had followed a similar pattern where the questionnaire developed 

was sent to the interviewee via e-mail one week before the scheduled interviews. This had ensured 

that all of the respondents had sufficient time to prepare themselves for the interview. It must also 

be added that all of the interviewees had themselves asked for the interview questions to be sent to 

them beforehand.  

 

The questionnaire sent to the interviewees beforehand had a limited set of questions, and this was 

carried out to give them an idea of the topics we would explore, and gives them adequate time to 

prepare their answers. The interviews carried out had a semi-structured methodology, and therefore, 

new questions were brought up during the interview in response to what the interviewee had to say. 

This gave us the liberty to tailor some of the questions according to the interview context. According 

to Bernard (1988), semi-structured interviewing is best suited for situations where one does not get 

the opportunity to interview someone more than once, and more often than not, provide reliable, 

comparable qualitative data. Furthermore, open-ended questions in the form of semi-structured 

interviews were opted in order to smoothen the questioning process, while at the same time it 

reduces the risk of misapprehension of superficial responses from the interviewees. 

 

The duration of each interview ranged from 70 to 80 minutes, and were conducted in English, since 

all the participants were fluent in English, and the respondents had no hesitancy in communicating in 

English either. It was meticulously taken into account that all the respondents would be either the 

marketing manager or the personnel most responsible and active in the marketing activities for their 

firm. 

 

All the interviews taken followed a similar pattern where the first phase of the interview involved 

getting to know more about the company, telling him/her about the aim and background of the 

thesis and how this material would be used further. It was also discussed if the interviewees wanted 

anonymity in the report, but they were satisfied with the disclosure of their or their company’s name. 

 

The next phase involved an intense questioning (set of questions are provided in appendix A) session 

which lasted for around an hour. Though, the questions were sent to them beforehand, during the 

questioning session, we elaborated on each question to specify its purpose. The rationale behind 

including open-ended questions was that it ensured the responses from the interviewees never 
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strayed from the topic we were focusing on. If certain responses were not in context to our study, we 

had the prospect of reformulating or explicating the questions, which further ensured that all the 

qualitative data collected, could be comparable. 

 

The last phase was more about checking up if all the questions were attended to, and if we had any 

more follow up questions to ask to the interviewee, since we only had one chance to question them. 

The interviews were then concluded shortly after we gave them a slight summary/feedback on our 

understanding of the entire interview. 

 

To provide further insight into how customers are introduced to the offerings of the sample 

companies, we have also surveyed their marketing materials (brochures, websites, presentations, 

etc.). 

 

It can therefore be avowed that our study focuses on a single sector (consulting firms) that deals 

entirely in services, but on the other hand, makes sure that different types of consultancies are taken 

into account. The firms investigated include companies that offer consulting services in the financial, 

technological, management and recruitment sectors. Since this study obtains evidences from 

multiple-case designs, it can be considered to be stronger and more robust than the ones obtained 

from single-case designs, as claimed by Herriott and Firestone (1983). We consequently conclude 

that our study has a holistic unit of analysis, but with a number of cases. 

 

 

Formulation of Interview Questions:  

Confusions always arise when the data collection processes lead to an unwanted misinterpretation of 

the unit of analysis (Yin, 2009). Therefore, the interview questions were articulated in a manner to 

ensure the least possible distortion by not framing any leading questions. The data collection source 

in our study was an individual, while the unit of analysis of the case study was more of a collective 

unit (the organization to which the individual belongs). Even though the data collection method 

involved obtaining information about an organization from an individual interviewee, it was ensured 

that the questions during the interview were all about the organization, and not solely about the 

individual/interviewee. 

 

The foundation for the interview questions was provided by the theory ‘managerial implications of 

MBT’ (section 3.3). Using past literature on this aspect gave us a very precise idea on which areas to 

touch upon when discussing intangibility and thus, also gave us the groundwork of a discussion that 

may lead to the discovery of further aspects to the topic. 
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2.2 Sample choice 
 

Since this study was based on the characteristic of intangibility, it was fitting that the sample 

companies chosen should purely offer services. In addition, due to a lack of time resource, the 

decision was made to analyze only a particular type of service provider (consultancy), in order to 

establish a common groundwork.  

Requests were sent out to almost 150 service firms across Sweden, without much success, with all 

the big, multi-national firms, bar one, citing an unwillingness to share their ‘secrets’ as their 

reasoning while declining us. After the completion of our first interview with Logica, a multi-national 

giant, we further delimited ourselves in choosing only relatively smaller companies (both in terms of 

financial resources and number of employees). From then on, it was a deliberate attempt on our 

behalf to choose companies that were smaller than Logica, because it was indeed very difficult to 

acquire interviews from representatives who work in large service firms, mainly due to their lack of 

availability and their reluctance to reveal their company strategies.  

 

After this, the focus was placed on sending out invitations to these “new” companies, most of which 

also hesitated to aid us in our study, citing a lack of resources to assist us. Eventually, the insistence 

paid dividends and we managed to acquire interview opportunities with seven other service 

companies. Thus, it should be noted that the interviews from the eight representatives of the sample 

companies were attained after several vigorous solicitations. 

 

Furthermore, the smaller companies perceived intangibility to be a much bigger obstacle to 

overcome, and they did not have the brand image and company reputation similar to that of Logica 

to compensate for it (Cretu and Brodie, 2007). In addition, the smaller companies had a willingness to 

contribute to our research and did not have any degree of hesitancy to reveal and discuss about their 

marketing strategies. 

 

Besides Logica and Odgers Berndtson, all of the investigated companies were founded within the last 

30 years, which means that they have not had the time to build up a global brand that would 

spontaneously be known to any consumer. This means that most of these companies cannot rely on 

their brand image alone to attract new customers. 

 

It must be noted that not all of the eight companies had a dedicated marketing department, but in 

order to obtain the marketing perspective with a high validity, we contacted the person who is most 

responsible with the marketing activities of their offerings. This is because interviewing them would 

give us the best insight of marketing from the company standpoint. 

 

Given below is a brief description of the consultancies involved in the study in order to give an idea 

about the conditions under which they operate (something that helps explain the results obtained), 

and to introduce the interviewee at each company. The companies are listed below in the order they 

were investigated. 
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Logica 

Originating in the UK, Logica has a branch in Sweden that employs 5200 people, out of a global total 

of 41000. It is the biggest of the companies that we interviewed, founded in 1969. In Sweden they 

offer a wide variety of services since establishing themselves in 1988, such as business development 

and intelligence, IT, and human resource management. At Logica, we interviewed Marina, Field 

Marketing Manager. 

 

 

RMG 

RMG, Raw Materials Group, is currently experiencing a period of change since they were bought by 

an international company in December 2011. This will bring the total amount of employees up to 100 

once the integration is finished. RMG itself is a company of 17 employees based in Sweden, whose 

main expertise is the extraction and analysis of data from their mining database. They were founded 

in 1985 and the interviewee is Malin, Sales and Marketing Manager (Commercial Director from June 

1st, 2012). 

 
 

Condesign 

Founded in 1984, Condesign is a technological consultancy that offers services in product 

development, systems development, market communication and aftermarket information. The 

company works mainly in Sweden and has 200 employees. In our study, Condesign was represented 

by Carl, Managing Director of the Condesign Infocom subsidiary which handles the aftermarket 

information. 

 

 

Northstream 

Northstream is a Swedish consultancy that was founded in 1998 and has 20 employees. The offerings 

revolve around business strategy and sourcing, with a significant focus on the telecom sector. The 

employee that we interviewed was Jonas, Managing Director. 

 

 

Crescore 

Crescore offers consulting in systems procurement and integration, process development, 

regulations and compliance, and project management to the financial sector. It was founded in 2002 

and mainly operates in the Swedish market. The number of employees is 35 and we interviewed 

Bernhard, Partner. 

 

 

Canvisa 

Canvisa is a Swedish consultancy that offers services purely for the financial sector. It was founded in 

2002 and currently employs 60 people. Their offerings include business development, project 

management, and systems development. The interviewee at Canvisa was Mikael, Marketing 

Manager. 
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Odgers Berndtson 

Odgers Berndtson is a global recruitment consultancy headquartered in the UK. The scope of 

operations is the recruitment of managers at various levels for different types of organizations. The 

number of employees in Sweden is 13, making them the smallest company in this study. It is also the 

oldest, as it was founded in 1965. Their representative in this study was Annika, Partner. 

 

 

Greenwich Consulting 

Greenwich Consulting is a management consultancy that is heavily focusing on the 

telecommunication and media sectors, providing services in areas such as strategy, marketing and 

distribution. They were founded in 2001 and established in Sweden in 2007, having 200 employees 

worldwide and 12 in Sweden. They are represented by Håkan, Senior Telecom Expert. 

 
 

The table below summarizes the facts about the sample companies and the interviewees 

representing them. 

 

 

 Table 1: Facts about the sample companies and their representatives  

 

Name of consultancy 
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Canvisa Finance 2002 60   Mikael, Marketing Manager 

Condesign Technology 1984 200   Carl, Managing Director 

Crescore Finance 2002 35   Bernhard, Partner 

Greenwich 
Consulting Management 

2007 
(2001) 12 (200) X Håkan, Senior Telecom Expert 

Logica Management 
1988 

(1969) 
5200 

(41000) X Marina, Field Marketing Manager 

Northstream Management 1998 20   Jonas, Managing Director 

Odgers Berndtson Recruitment 1965 13 X Annika, Partner 

RMG Research 1985 17 (100) X Malin, Sales and Marketing Manager 
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2.3 Analysis 
 

As this is an explanatory case study, the method chosen to analyze our findings is explanation 

building. The idea is to find causal links between the statement and the observations made in the 

case studies, e.g. to explain how or why a certain way of marketing was implemented at a company. 

In order to explain how we analyzed our data, the entire work process needs to be examined, since 

our final analysis is related to how the study developed. Referring to figure 1 in section 2.5, the 

iterative nature of our study becomes apparent. We have implemented the analysis process in such a 

way that we ended up with an explanation of why activities occur within the sample companies, i.e. 

how specific issues are overcome. These issues, in turn, are compared to the implications stated in 

literature, after which the link back to the overarching problem is made. We obtained this idea from 

Yin (2009), who defines explanation building as an iterative process wherein a theoretical statement 

about a certain phenomenon is first tested through an initial case study, after which the statement is 

revised and once again verified through subsequent case studies. 

 

 

2.4 Validity & Reliability 
 

Steps must be taken to ensure that subjective judgment does not get in the way of data collection 

when performing a case study like this. There needs to be a justification as to why the chosen sources 

and measures of data still provide a correct picture of what you are trying to prove, despite the 

shortcomings. One example that Yin (2009) cites is the use of crime statistics when investigating how 

a neighborhood has changed over time. In such a case, the researcher needs to take certain 

drawbacks of those statistics into account, such as the fact that some crimes are never reported. 

What then needs to follow is an explanation of why the statistics still prove a point, as opposed to 

wishful thinking based on cherry-picking the data.  

 

For our study, we have chosen to focus on: (i) Multiple sources of evidence and; (ii) Chain of 

evidence. The point of bringing up this matter is to highlight what Yin (2009) proposed with regards 

to his three methods of enhancing the credibility of data collection (the third one being the case draft 

review carried out by participants of the study). The interviewees chosen for this study have all been 

working actively with the marketing of their service offerings, and therefore, their viewpoints would 

in all likelihood reflect the entire company’s marketing approach, making the conclusion of this case 

study more convincing and accurate. In the design of our interview questions, we have aimed at 

making them open ended, rather than leading, in order to make the interviewees reflect over the 

situation in their companies instead of giving us an answer that would fit our assumptions straight 

away. The findings from the interviews have then been combined with the results of our survey of 

the marketing materials provided by the sample companies, in order to verify some of the results 

from the interviews and obtain a more complete picture of how the companies market their services. 

 

The other concept that we have sought to implement in the design of our study is the chain of 

evidence. By cross-referencing information while explaining the phenomena that have been brought 

to our attention, the logic guiding our conclusions has been clarified. In order to further strengthen 

the chain of evidence, direct quotes from the interviews have been inserted in the results part to 

show the actual evidence, i.e. where we extracted our information from. Yin (2009) describes the 
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chain of evidence as the inherent logic permeating the research conducted, and this needs to be 

clear in the final report. He suggests that the reader should be convinced that the link between 

research questions and conclusions should become apparent through citations made along the way, 

i.e. that the author always points to a certain finding or theory when making a claim. Yin’s (2009) idea 

is that the reader should be able to read the sections both from introduction to conclusion and the 

other way around without doubting the fact that the author drew on legitimate ideas or findings 

throughout the process.  

 

Another aspect of validity is termed to be ‘Generalizability’, which is based on the principle that 

theories must be answerable for the phenomena not only under the circumstances in which they are 

studied, but also in other settings (Gibbert et al., 2008). In other words, the findings can be 

generalized beyond the sample of the study. By doing a study of eight consulting companies instead 

of just one, we have been able to find certain patterns in the behavior of these service companies, 

while still being able to discover unique procedures employed by each one of them. In the analysis 

chapter, we have then related our findings to the theory that we have gathered and discuss how a 

broader view can be taken for other service sectors. According to Yin (2009), the generalization is not 

made to a general population, but instead to general theory regarding the subject under 

investigation. He states that, in most cases than not, a case study only allows for analytical 

generalization, which is not made to a general population, but refers to generalization from a set of 

empirical results to a broader theory.  

 

The presence of a comprehensive methodology section would ensure that readers of this report 

would be able to carry out the same case again, and come out with similar results. Though the 

responses received from the interviewees are subjective, it should at least be taken into 

consideration that these personnel are the ones possessing the most accurate information about the 

company’s marketing activities. Moreover, the usage of semi-structured interviews ensured that any 

superficial and/or ambiguous responses could be negated by further questioning and clarification. 

Furthermore, the theory has been derived from credible sources like books and journal databases 

(ScienceDirect, JSTOR, SpringerLink, Emerald Insight to name a few), which further enhances the 

dependability of the study. A condition, according to Yin (2009) that is required to be fulfilled in order 

to maximize the quality of a case study is to enhance its reliability, and we believe that we have done 

sufficiently enough to minimize the errors and biases in the study. 

 

 

2.5 Research process 
 

Figure 1 illustrates the research process through which this study was carried out. The case study 

methodology was carried out in six main stages: 

 

- Preliminary Investigation of past literature 

- Problem Formulation 

- Literature review and Questionnaire Development 

- Data Collection 

- Data Analysis 

- Conclusion and Results 
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Figure 1: Illustration of the implemented research process 

  

 

This thesis followed an approach where each stage influenced the other stage, and then a mini-

iteration process took place, thus resulting in an inductive process (Figure 1). Upon a preliminary 

literature investigation, a problem formulation was constructed, but after an extensive and thorough 

literature review was carried out, a questionnaire was prepared. After data was acquired via 

interviews, it caused some changes in the initial problem formulation. Finally, after an analysis of the 

empirical data, there were slight changes made to the problem formulation for the last time, after 

which the results were eventually compiled and conclusion to the study were made.  
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3 Theory 
 

This chapter presents the reader with the intangibility problem that is faced by the service companies, 

marketing-based tangibilization, and also the managerial implications of intangibility on service 

marketing that formed a foundation for our questionnaire. This chapter is rounded off by a 

presentation of the knowledge gap that this study addresses. 

 

 

Now that the reader is acquainted with the theme of this study, namely intangibility, it is crucial to 

understand why different scholars view intangibility to be an important subject to be dealt with. 

 

3.1 The intangibility problem 
 

Several scholars, Sasser et al. (1978) being among the first, Fisk et al. (1993) among others, 

acknowledged that there are four chief characteristics that particularly differentiated services from 

goods, and these four characteristics are intangibility, heterogeneity, inseparability and perishability; 

collectively referred to as ‘IHIP’. Later on, the list of differences grew longer where specialization and 

technology was claimed to be other additional traits unique to industrial services (Jackson and 

Cooper, 1988).  

 

Shostack (1977) was amongst the first of authors to identify the need to market services differently 

chiefly due to its intangible nature. He stated that, 

 

‘A service cannot be stored on a shelf, touched tasted or tried on for size’  

(Shostack 1977, p.73),  

 

and therefore, there had to be a different strategy for service-marketing. He also suggested that the 

optimal way to overcome this difficulty is to relate the service with a certain kind of tangible 

evidence.  

 

It is a widely-accepted concept among many authors (Zeithaml & Bitner, 1996; Tarn, 2005a) that 

intangibility is the main factor that differentiates products and services. At least four other authors 

(Kerin et al., 2003; Kotler, 2003; Pride and Ferrell, 2003; Solomon and Stuart, 2003) have expressed 

their own assertion of the distinguishable service characteristics, but what stands out is the fact that 

‘intangibility’ is the common criterion for each one of them. It is this characteristic of services that is 

prominently pointed out by almost all the authors, and thus, the primarily focus of this study deals 

with feature of intangibility. 

 

Lovelock and Gummesson (2004), though, are not satisfied with the claim that services are distinct 

from goods on the basis of the four IHIP characteristics, with one of their reasons being that in the 

contemporary world, there is an extensive diversity within service firms and also obscured by the fact 

that goods and services appear concurrently in almost every service offering. Lovelock and 

Gummesson have asserted their own conclusions, deeming the IHIP framework to be a failure in 

general, though also conceding that it could be viable for specific service subfields instead of unifying 
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the concept across all services. This study counters his initial claim and principally focuses on 

consulting companies that rely purely on service-offerings and do not have the advantage of after-

sales services that results from the selling of products.  

 

The feature of intangibility plays a play a crucial role in how service-producing organizations are 

managed and how its strategies are formed (Bowen and Ford, 2002). Thus, services bring in an 

unwanted problem to the customers perception of that particular offering since it cannot be 

evaluated or assessed easily by the buyers. Therefore, the issue of intangibility in a service cannot be 

underestimated and overlooked and it affects the customer perception directly. This view was also 

shared by Jacobs et al. (2009) and further enhanced by Santos’s (2002) study.  

 

One of the chief areas that needs addressing for service-offering firms are the ways in which they can 

bring a degree of tangibility to their services, in order to bring in a better customer perception 

towards their offerings (see Table 2). Some authors (Santos, 2002; Wyckham, et al., 1975) have 

claimed that the slightly incomprehensible perception of intangibility of service offerings causes a 

lack of proper understanding and perception of the services they are about to obtain. This is turn 

causes certain mismatch of expectations, which was additionally augmented by Bebko (2000), who 

stated that service consumers might have a very slim chance to decide on what to expect from what 

they buy if there is a lack of tangibility in the offering, thus forming customer expectations become 

difficult, and so does the risk perception increase. 

 

One particular trouble that arises due to the intangibility of services is the fact that customers/clients 

often have difficulty to define or comprehend them mentally. In the marketing literature, one the 

most effective way identified to deal with the issue of intangibility has been to increase the level of 

tangibility to the service offerings (Shostack 1977; Levitt 1981; Zeithaml and Bitner 2000). Marketing 

strategies and tactics should reflect evidently in order to compensate for the distinct service 

characteristics, since intangibility causes a level of intricacy for the potential consumer of 

differentiation and evaluation. Mortimer and Mathews (1998), therefore, proposed that it is vital for 

the offered services to have a more tangible identity. 

 

It might be fruitful for firms to emphasize more on ‘tangibilizing’ the intangible offerings since a study 

carried out by Laroche et al. (2001) showed that improving mental tangibility of services reduces the 

client’s perceived risk and makes it easier for them to evaluate the service. Laroche et al. studied the 

intangibility scale of various services that were offered to the customers and found out that the 

customers did prefer services that had a higher palpable feel to it. Their study, though, was very 

limited as the authors claim the setting of their study and the results did not have much external 

validity. And more importantly, their study had a very high focus on Operation-based tangibilization 

(OBT), rather than Marketing-based tangibilization (MBT), again strengthening the importance of 

carrying out an empirical study on MBT. 

 

Zeithaml et al. (1993) claims that the advantage of bringing tangibility to the service offerings enable 

the customers to infer and ‘assess’ what the services should be like, and accordingly, help to build 

their own expectations. Therefore, this study made a particular emphasis on the marketing strategies 

of consulting firms, since it is through marketing that would enable the service firms to overcome the 

barriers the customers face while assessing services, and thus aid them in decision-making. 
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Usually, service buyers have only assurances that they take away from a transaction, thus it is 

imperative for the service-producing firms to provide and successfully fulfill these advertised 

promises (George and Berry, 1981). George and Berry have formed a set of guidelines that explore 

the subject of service marketing on a very generic level without specifying how exactly firms would 

implement those guidelines. This again stresses the need to carry out an empirical study in order to 

understand how service firms implement steps that ‘tangibilize’ their offerings. 

 

For example, they have stated the need for service firms to ‘provide tangible clues’ or ‘capitalizing on 

word-of-mouth’, but did not particularly point out ways to carry out such steps. The lack of empirical 

information in this regard is one of the reasons why this study is carried out i.e. finding out what 

steps different service firms take in order to overcome this obstacle of intangibility of their offerings. 

 

Table 2 (below) lists out the excerpts of what different authors had to say about the importance of 

‘intangibility’ with respect to services. 

 

 

 Table 2: The importance of intangibility  

 

Author(s) Intangibility is important because.. 
 

Rushton and Carson (1989, p.43) “Intangibility does have a profound effect on the 
marketing of services..” 
 
“The importance of intangibility and the problems it 
causes in the marketing of services is suggested by 
evidences that practitioners in services are uncertain 
and unsure about certain aspects of the marketing 
operation..” 
 

Berry (2002, p.74) “Intangibility adds purchase risk which encourages 
customers to remain with service providers they trust..” 
 
“The intangible nature of services makes them difficult 
for customers to evaluate prior to purchase..” 
 

Kotler (2003, p. 446)  “Intangibility is one of the major characteristics that 
greatly affect the design of marketing programs..” 
 

Laroche et al. (2001, p.26) “The importance of intangibility is strongly associated 
with its impact on consumer decision making. According 
to several authors, intangible products are more 
difficult to evaluate, which increases the level of 
uncertainty and perceived risk of consumers. This major 
role played by intangibility warrants a close 
examination of the concept and an understanding of 
how it may affect marketing strategies. 
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Tarn (2005a, p.768) “Intangibility is a primary issue in service management, 
as it produces inherent managerial problems to the 
providers..” 

Edgett and Parkinson (1993, p.32) “The intangible nature of services suggests that 
marketing managers would benefit by increasing the 
degree of tangibility in the service offering” 
 

George and Berry (1981, p.54) “Although a service is intangible in the sense that a 
performance rather than an object is purchased, there 
are tangibles associated with the service offered and 
these tangibles can provide meaningful evidence 
concerning the service itself..” 
 
“One of the problems arising from the intangibility of 
services is that they are often difficult to define or grasp 
mentally..” 
 

Levitt (1981, p.42) “Unique to intangible products is the fact that the 
customer is seldom aware of being served well. Only 
when things do not go well is the customer aware of the 
product’s existence. Its existence is, therefore, affirmed 
only by its absence” 
 
“This is dangerous because the customers will be aware 
only of failure and of dissatisfaction, making them 
vulnerable to the flattery of the competitors” 
 

 
 

From this section, it can be explicitly understood that intangibility has many significant impacts on 

service firms, and therefore, it is worthwhile to have a look at how this problem can be addressed.  
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3.2 Marketing-based Tangibilization (MBT) 
 

Having acquainted the reader with the issue of intangibility, it is now imperative to know how would 

one focus on tackling the problems presented due to the intangibility feature. This section discusses 

the literature on Marketing-based Tangibilization that deals with the intangibility problem from a 

marketing perspective. 

 

From the past literature, it has been understood that empirical studies have been carried out mostly 

with a focus on operation-based tangibilization (OBT), rather than marketing-based tangibilization 

(MBT). According to our study, operation-based tangibilization works with the intention of decreasing 

the client’s sense of intangibility after the service encounter process and involves all the operational 

activities that are carried out by the service firms during the service confrontation process. On the 

other hand, marketing-based tangibilization focuses on raising the potential client’s sense of 

tangibility before the service encounter process, and involves most of the marketing activities carried 

out by the service-offering firms (Tarn, 2005a). 

 

According to Mullins (1993) and Bateson (1977), OBT places its emphasis on the existing clients and it 

ceases to the extent where potential clients could be attracted to the firms. Moreover, the nature of 

intangibility leads clients to have a divergent expectation, decision analysis and evaluation models 

(EDEM), and OBT do not, in any manner, help consumers to have a converging EDEM (Bateson, 

1977). Having a convergent EDEM would mean potential clients having a better position in order to 

assess and infer services beforehand, thus, leaving lesser chances of misexpectations. This is 

essentially why the focus of this study is entirely on MBT, and not OBT.  

 

In order to overcome the above-mentioned barriers, MBT, therefore becomes more effective. Largely 

due to the marketing activities, MBT could help the firms in uniting the client’s EDEM. Some authors 

have also highlighted the benefits of practicing MBT. Lovelock (1992) mentions that, divergent EDEM 

due to intangibility causes the service-offering firms to differentiate their services for their 

customers, thus increasing the costs for them. Therefore, unifying the EDEM could be one of the 

ways to reduce the costs and marketing activities could come in handy at this particular aspect. 

 

Consumers have an inclination to view intangible services to carry a higher amount of risk and 

uncertainty than tangible goods, thus, it becomes inevitable to raise the level of tangibility to the 

service offerings. This point was highlighted by George et al. (1985), who insisted that intangible 

services should play a more proactive role in order to overcome the customer’s uncertainty. 

Moreover, Tarn (2005b) circumscribes another problem that arises out of intangibility and asserts 

that intangibility causes consumers to avoid switching brands and therefore, also reduces new brand 

trials due to its higher amount of risk.  MBT could, in this regard, overcome the sense of risk and 

uncertainty by a certain degree by manipulating their marketing activities in manner that could 

overcome the obstacle of intangibility.  

 

It is imperative for service companies to ensure that the customers have a vivid and ‘tangible’ 

perception of the service they are about the buy. This also enhances the customer’s confidence in the 

service once they realize the ‘concrete’ benefits during the initial stages of negotiations. The 

implication of bringing tangibility to service offerings in the marketing activities results in simplifying 
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the customer's task of processing information about the service. This view was also seconded by Hill 

and Gandhi (1992), who added that marketing is a very vital component for service organizations and 

companies ought to implement guidelines that would make their offerings more perceivable for the 

customers. 

 

It is a widely-known fact that intangibility makes service-offerings difficult to assess and many 

consumers may not perceive the right expectation out of the offering. Therefore, if they are to be 

satisfied, it is indispensable to prevent them from being misled due to their ‘misexpectation’ as 

Bebco (2001) expresses that MBT enables the clients to form their own expectations of the services 

they intend to buy. This is also chiefly why MBT becomes important while targeting new customers, 

while also targeting the existing ones with new service offerings. 

 

By analyzing the marketing methods of consulting firms, this study can explore ways in which they 

can attract potential clients in order to acquire their service offerings. 

 

 

3.3 Managerial implications of intangibility 
 

With the focus on MBT, this section explores the literature on the managerial implications of 

intangibility on service marketing that were devised by several authors. There has been theoretical 

work done on the managerial implications of intangibility, however they do not all seem to be 

derived from empirical findings. The compilation below has served as a basis for our interview 

questions with the intention to be able to verify some of them, reject others, and add new ones to 

the list. 

 

The implications of intangibility on the management of marketing strategies and activities to be 

performed can be viewed from many angles. For convenience we have chose to retain Rushton et al’s 

(1989) way of breaking it down, which is according to the 4Ps of marketing (product, price, place, 

promotion) with an added P for planning. The 4P classification was put forward in the 1960s by 

Jerome McCarthy and has remained the chief taxonomy of marketing practices, though it has been 

facing increasing challenges from more recent research (van Waterschoot et al., 1992). 

 

Table 3 below provides a short overview over possible challenges that service marketers face due to 

the intangibility of services. The viewpoints of the respective authors are summarized – and merged 

where multiple authors share similar views – and after that a critical evaluation of these viewpoints is 

carried out in order to highlight the reasons why they are deemed plausible enough to be included in 

this study. 
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 Table 3: Theoretical implications of intangibility on the marketing of services  

 
P

ro
d

u
ct

 

- Features vs. benefits: Not being able to evaluate concrete characteristics of a service, as it 
can be done with a product, may lead to a situation where the customer finds product 
features and benefits difficult to distinguish (Rushton et al., 1989). 
 

- Difficult sampling: The customer cannot easily sample a service, which means it may be 
more difficult for him/her to familiarize themselves with it in advance (Rushton et al., 
1989). 

 
- New product creation: The frequent customization of a service to meet the individual 

customer’s needs leads to a situation where it may be difficult to determine whether or 
not it should be considered as a new, separate service to be marketed (Rushton et al., 
1989). 

 

P
ri

ce
 

- High vs. low pricing: Because services are so difficult to evaluate in advance of the 
purchase, the price can become an important decision point in the buying process. What’s 
more important, the impact of the price on the decision may not be as straightforward as 
for goods (Rushton et al., 1989; Grove et al., 1995). 
 

- Price per unit: The customization of services, which has been mentioned under “Product”, 
makes it difficult to establish the reasonable price of a unit of service (Rushton et al., 
1989). 

 
- Pricing competence: Another aspect is the fact that, more often than not, services rely 

heavily on abstract qualities in those that provides them, i.e. the employees of the 
company. Things such as skill and expertise play a role. The logic behind pricing these 
factors is rather hazy and individual (Rushton et al., 1989). 

 

P
ro

m
o

ti
o

n
 

- Creative advertising: Due to the abstract nature of services, straightforward displays of 
services are difficult (Rushton et al., 1989). 
 

- Surrounding factors: The intangibility issue of services also compels the companies to look 
at factors surrounding the service provision, such as the company image and the 
quality/appearance of equipment used. Improving these factors will aid in bringing 
positive associations to the service offerings (Rushton et al., 1989; Assael, 1992; Best, 
1994; Edwards, 1989; Murdick et al., 1990). 

 
- Internal marketing: The variation in the composition of a service due to customization will 

also lead to a situation where the employees themselves will have to be convinced to 
provide it (Rushton et al., 1989; George and Gronroos, 1989; Glassman and McAfee, 1992; 
Ahmed and Rafiq, 2003; Greene et al., 1994). 

 
- Word-of-mouth: Existing customers will pass on information about their positive or 

negative experience within their contact network. This effect, called word-of-mouth, 
should be accounted for. Positive word-of- mouth should be facilitated and showcased in 
order to provide potential customers with a credible source of knowledge about value and 
benefits provided (McDouall et al., 1990; Shostack, 1984; Zeithaml, 1981; File et al., 1992). 
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- Appropriate location: Choosing appropriate locations for the premises at which the 
service is performed can be an important ingredient in marketing the service offerings of 
the company (Rushton et al., 1989). 
 

- Agents: When agents come into the picture as a sales channel, further demands are put 
on the managerial skills related to marketing (Rushton et al., 1989). 

 

P
la

n
n

in
g 

- Human error: The main providers are human beings, who do not have the same accuracy 
and consistency as the machines usually utilized to manufacture products (Rushton et al., 
1989). 
 

- Client input: Some services rely on input from the customers, which means that the 
quality of the output relies on the quality of the input. An example of this is an accountant 
using the financial statements of his/her customers to do their taxes (Rushton et al., 
1989). 
 

- Planning: The extensive preparation of operations, both day-to-day routines and 
procedures to handle exceptional situations, will make the provision of services more 
predictable (Magrath, 1986). 

 

 

 

 

In the continuation of this section, the points mentioned in the table above are elaborated on and 

further discussed as to how they are plausible and relevant to this study. The points are discoursed in 

the same order below as they appear according to Table 3. 

 

 

Product 

Features vs. benefits: A service, for instance a set of spa treatments, can only promise to be pleasant 

and relaxing, however if it really will be is in the eye of the beholder, in this case the customer. The 

massage may be too hard or just right, depending on the person receiving it and the consistency of 

the person administering it. It is very hard to ascribe characteristics that will be permanent for a 

service, which is what features are. The consequence can be unrealistic expectations from the side of 

the customer, and if those are not fulfilled due to individual perception it may lead to a negative 

word-of-mouth. 

 

Difficult sampling: A service trial is possible, but only when the service is not a once-in-a-long-time 

purchase, as it would be too expensive for the service provider. Once you are served, it is done, while 

with a product you have to return it or buy more of it to keep benefitting from it over time. It is 

usually not possible to just order home a sample of a service either, as can be done with some 

products. A trial, even if a paid one, will provide the customer with the comfort of taking on little risk 

in order to clear up the largest uncertainties regarding a service offering. 

 

New product creation: The inability to recognize a new product may also lead to difficulties in 

segmenting the offerings of the company, and in packaging them. Obviously this, too, will affect 

marketing. 
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Price 

High vs. low pricing: While shopping around for goods, the customer may for instance look at the 

relationship between price and quality or price and a certain metric, going for lowest price. With a 

service on the other hand, a high price can signal quality and high value of the service, while a low 

price is a signal of the opposite, and thus has a negative impact in the context of marketing. The 

customer simply has little information, other than about the promised effects of the service, to go by. 

This, according to Rushton (1989) is the reason why pricing should be handled with care, and 

promotions should not be seen as a universally positive marketing tool, as is often the case with 

goods. 

 

Price per unit: The company can assume that there will be extras or changes to the basic offering, 

but it cannot expect them, which means there is a conflict. Does the company charge for just the 

basic service, accepting lower profit margins, or does it establish some kind of average based on a 

forecast of customization? There are numerous variants. 

 

Pricing competence: It all comes down to what value the employee puts on their skills, and from 

there all other costs involved in providing the service can be added when calculating total costs. Only 

then can the necessary price be determined. Also, the idea put forward two paragraphs up has to be 

taken into consideration. To the customer, a high price may signal high competence. 

 

 

Promotion 

Creative advertising: Because of the difficulty to directly depict a service, the design of marketing 

activities for services will put heavy demands on the creativity of those responsible for marketing 

since services do not have a palpable feel to it. 

 

Surrounding factors: Anything related to the service provision can be enhanced to improve the 

overall picture. The furnishing of the facilities where customers are processed, the uniforms of the 

employees, the state and brand of the equipment used, etc., all of these things affect the perception 

of and attitude towards both company and offering. This in fact pertains to the stage before service 

provision, since the customer can catch a glimpse of all this even before the service is provided. 

 

Internal marketing: Internal Marketing is a belief that functions on the basis of a marketing 

perspective and focuses on managing a firm’s human resources (George and Gronroos, 1989). The 

ground of this philosophy is, if the management wants to create a high-performance work system, 

then it must coordinate the internal exchanges between the firm and its employee groups effectively; 

only then can it be flourishing in achieving targets with regards to its external markets. They also 

mention that service-producing firms should manage and develop their internal atmosphere with the 

aim of affecting firmly the attitude and performance of the employees who interact with the 

customers. 

 

Glassman and McAfee (1992) stress the role of internal marketing by stating that it merges marketing 

and personnel functions to the point that the latter becomes a key resource for the marketing 

function. Ahmed and Rafiq (2003) state the need to sustain competitive advantage within an 

organization by supplementing the collective knowledge base of a firm and raising a ‘learning 
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organization’. This internal communication, they argue, is the identifier for the dissemination of 

information in a firm that results in all the employees being well-informed about the expectations of 

its customers.  

 

Greene et al. (1994) claims that good internal marketing policies must be adopted by service firms in 

order to meet the challenges of their competitors, and failing to incorporate those elements in the 

marketing plan will only result in its downfall. They also maintain that internal marketing creates an 

upright image of the firm and its offerings in the minds of the customers. 

 

Word-of-mouth: Having a source of credibility that works for you by spreading the word is of course 

invaluable, however the stimulation of this activity is not straightforward. Sometimes it may happen 

on its own, but sometimes it will take more than just saying “tell your friends about us”. Word-of-

mouth is based on the testimony of someone who has already received the service, and therefore 

their opinion is well founded and appears believable to others. 

 

 

Place 

Appropriate location: The image of the neighborhood, the distribution of facilities to provide ease of 

access to target consumer groups, vicinity to public transport, etc., are factors that can improve the 

way the services are perceived by the customers. 

 

Agents: If an agent handles the contact with the customers, direct control over many of the hitherto 

discussed implications is lost. Instead, a framework has to be put into place that makes sure that all 

agents live up to the standards and values emphasized by the company. Even one rotten apple in the 

basket can ruin everything in extreme cases. In this case, prevention is usually easier and less costly 

than damage control. 

 

 

Planning 

The marketing of services is a dynamic process that changes according to the situation in the 

company. This is quite different from the marketing of products, which change less frequently 

(updates, etc.). The reasons for this are twofold. 

 

Human error: People can quit suddenly, go on a sick leave, or have a bad day. Variations in quality 

and throughput, which at times can be significant, have to be factored into the marketing activities. 

 

Client input: The reliance on client input may be more difficult to take into account when designing 

the company’s marketing since the service provider has little control over it. 

 

The essence of the above statements is that service providers generally have to take more uncertain 

factors, which are partially beyond their control, into account in their marketing activities than the 

manufacturers of products (Rushton et al., 1989). 

 

Planning: Since unpredictability has been stated as one problem associated with service marketing, 

planning could be a possible remedy. Furthermore, the way a company handles exceptional 
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situations also influences both its image and the customer’s perception of the services being offered 

(risk, “what if”), so it is not far-fetched to assume that planning could prove helpful. 

 

 

As is evident from the literature, there are a number of possible implications arising out of 

intangibility of service offerings that companies face in the frame of MBT. In order to fulfill the 

objective of this study, we put these claims to the test which is discussed in the latter stages of this 

report. 

 

 

3.4 Knowledge Gap 
 

This study, therefore, is intended to address certain perceived deficiencies in the research around 

service intangibility. Apart from observing them ourselves by reviewing the literature, we have also 

found that the first deficiency has been expressed before by Christopher Lovelock (2004): 

 

- The amount of empirical findings surrounding intangibility effects is limited. It has mostly been 

surveys conducted among university students at the school where the researcher works. We 

have interviewed marketers within service providing organizations in order to gain access to the 

professionals’ insight into the matter. 

 

- The primary focus of research surrounding tangibilization has been on OBT, whereas we have put 

the spotlight on MBT as an effective way of marketing services. 

 

- The bulk of the implications that have been proposed in literature so far have been based solely 

on theory. We have explored the implications of intangibility as they are perceived by the 

marketers, and have also developed some of our own, based on our findings.  
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4 Results 
 

This chapter presents the detailed findings obtained from the eight interviews conducted and also the 

results after analyzing the websites, printed materials, social networks of the sample companies. 

 

 

This chapter acquaints the reader with a more detailed presentation of the ways to tangibilize the 

service offerings that we found to be in use at the various companies that we investigated. It must be 

noted that the labels used for the methods of tangibilizing services have been chosen by us, in order 

to easily classify the different methods.  

 

After interviewing the representatives from the eight consulting companies, the issue of intangibility 

was undeniably perceived to be a problem for all of them. The fact that their clients and customers 

cannot directly have a palpable feel of their service offerings places them at an undeviating 

disadvantage. Having said that, all the companies acknowledge this fact and have willingly embarked 

on that particular track; offering pure services to their customers. It must be taken into account that 

none of the sample companies gave the impression that the issue of intangibility had been a 

pronounced problem within their respective organizations. Though they perceived the individual 

implications of intangibility to be obstacles to overcome, intangibility, in particular, itself was never 

an issue they identified to be the major one. It appeared as though this characteristic of a service was 

seen as something obvious and inherent, as a feature rather than a problem. 

 

The overarching pattern that has emerged from our interviews is that larger, older companies – in 

our case meaning Logica - can capitalize on the brand they’ve created in order to make their offerings 

believable, thus largely eliminating the need for tangibilization. Smaller companies on the other hand 

must be more creative in marketing their offerings to potential customers in order to stand out and 

gain trust for what they offer. In that case, some of them already practice certain forms of 

tangibilization or they express a need to develop methods that would employ it. 

 

Eventually, eight distinct methods were categorized which were actively in use amongst the sample 

companies, which are: 

 

1. References 

2. Trials 

3. Events 

4. Employee as a product 

5. Manifesting knowledgeability 

6. Unified Message 

7. Pricing and; 

8. Packaging 

 

After a detailed explanation of these methods, it is then followed by a presentation of other 

implications that were brought forward by the interviewees that impacts their marketing activities. 
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4.1 References 

 

A practice that we have found to be common to all the companies in our sample is the use of 

reference cases. It is a practice that tends to make their service offerings more ‘credible’ to the 

clients. The usual practice involves the service-offering firm revealing some of their previous clients 

with whom they have had a successful working stint with regards to that particular service offering. 

This gives a degree of assurance to the potential client that the service they are about to buy will be 

sold by someone who has prior experience in implementing it. 

 

Marina at Logica, for instance, states that many companies often ask for proofs if the stated promise 

of a service offering have been implemented in other companies, and also if they were successful as 

well. 

 

“..we use a lot of reference cases to show how we dealt successfully with other 

customers..clients often ask us if we can prove to them that a particular offering can be 

successfully employed within their company, and that is where by showing previous reference 

cases, we show our worth and ability and prove that we are reliable.” 

Marina, Field Marketing Manager at Logica 

 

Håkan at Greenwich Consulting states that this tool is a widespread method that is used to convince 

the client about their ability to solve their problems convincingly. 

 

“..the use of references or credentials is a common tool used by almost all consultancies when 

dealing with clients. We document our past projects from A to Z, that discusses all the 

challenges faced in the task, how did we approach it, maybe mention some examples via 

illustrations and what kind of benefits did the customer get eventually. Using this document is 

the proof that you have the experience that the customer is looking for, without which they 

might be less interested in you.” 

Håkan, Senior Expert at Greenwich Consulting 
 

Being able to refer to previous successful projects is of course very valuable, since the benefits the 

consulting companies are describing are no longer a promise, but instead a reality in the form of 

results delivered. What strengthens this further is the fact that, quite frequently, the potential 

customer contacts the current or previous customers that are mentioned in order to verify and 

further discuss the performances of the discussed service offerings.  

 

Many companies insist that successful projects with major multinational companies often help them 

to convince more clients, including potential clients. Annika at Odgers Berndtson claims that the 

intangibility issue creates a difficulty when they have to deal with new customers, since new clients 

always look for different options to choose from, and unless they are convinced with the actual 

worth of what they are about to buy, they would not readily invest into an offering. They, quite 

frequently, prevail over this situation by providing a list of references that the potential clients could 

contact, and thus, the clients are more inclined to use their services. 
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“The challenge in consulting business is that it is very difficult to convey to new customer 

what is the difference between choosing us or choosing our competitor..the way we overcome 

that obstacle is to use a lot of references, which include many prominent and satisfied 

companies.” 

Annika, Partner at Odgers Berndtson 

 

Sometimes, reference cases of clients served outside Sweden also proves to be decisive as it gives the 

potential clients an idea of the quality of the services they are about to buy. Though, apart from 

Odgers Berndtson and Logica, none of the companies investigated have the prospect of exploiting 

such a benefit. The implementation of a service offering outside Sweden was deemed to be more 

flexible and when successful, it provides the potential clients in Sweden with a greater confidence 

about benefits promised by the service firm.  

 

There is a particular instance, though, where the use of references could be impossible. It is when the 

assignments involve a lot of secrecy, so that mentioning the names of a company’s clients becomes 

inappropriate. Canvisa is a consulting firm which handles sensitive financial information with many 

financial institutions and for some of their service offerings, it is improper for them to reveal the 

name of the companies they deal with.  

 

Also, another occurrence where service companies do not have the dispensation of using references 

is when a service-provider comes up with a new service offering, and Logica tries to mitigate that 

complexity by building a high-quality go-to-market model. 

 

Upon examining the sample companies’ websites, we discovered that Crescore, Greenwich and 

Odgers Berndtson stand out as the ones who do not reveal their former clients online. Of the other 

sample companies, RMG provide a list with the names of former customers, while the remaining 

companies even provide a short description of the project carried out (problem, solution, value 

delivered, etc.). 

 

Another channel for referencing is printed material. Canvisa offers their annual report as a printed 

marketing material to their customers, and inside one can find the testimonials of former customers. 

The customers are shown with name, company and photo, and they speak about how Canvisa has 

helped them, e.g. both value delivered and the quality of the delivery. 

 

A further way of providing references is to place them on a social media site. Logica, for instance, 

uses Twitter, Mynewsdesk and Facebook to push out news about major projects in real time. That 

way, anyone interested can stay updated about the dealings of the company. 
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4.2 Trials 

 

A particularly unique method employed by Condesign involves the offering of their services on a trial 

basis, thus paving the path for a possibility of a further, related assignment. The key factor here for 

Condesign is to find a way to show to the potential customer the trial version of their services, via a 

trial and test method, which makes their service offering promise to the client more ‘believable’, and 

achievable at their work setting. Once the client realizes the actual benefit of the trial, it could agree 

to buy the entire service offering from Condesign. 

 

Being involved in technological consultancy, it allows Condesign to give their customers the 

opportunity to evaluate their services by doing smaller assignments, something that can be 

compared to a trial. The benefits of performing a small scale job are that the customer takes on low 

risk and costs, while getting the chance to experience some of the intangible qualities that the service 

provider promises. It can also give the customer an idea about what value can be created by hiring 

that particular service provider. This becomes a much safer prospect for the buyer than buying out an 

entire service offering without actually knowing if that could be compatible within their setting.  

 

In addition, consultancy services involve a lot of lucid communication exchanges, and by using this 

particular method, it eventually leads to clearer dialogue, and thus, Condesign can also look and 

decide if both the parties complement each other, and if they would be able to satisfy each other’s 

needs in the long run. 

 

The trick that is employed by Condesign in this method is to tempt and impress the client by 

performing those ‘mini’ assignments on a complimentary basis, but ensuring that the clients realize 

the potential benefits that would be gained if they buy the entire offering. In addition, offering such 

trials also results in building a good amount of trust and a decent working rapport between the two 

parties right from the initial stages. 

 

“..offering trials enable our clients to get to know us without taking the risk in spending too 

much time or money..if they let us to offer them a trial, it enables them to get a taste of our 

service and therefore trust us as well..on the other hand, it enables Condesign to know that 

they are able to fulfill their needs..the last thing Condesign would want is to fail to deliver due 

to a misunderstanding..” 

Carl, Managing Director of Condesign Infocom 

 

Condesign also make sure that they spend a lot of energy and effort on retaining their existing 

clients, and they do not risk losing their existing clients in order to gain a new one. This is partly 

because offering trial services to potential customers is a very expensive proposition and may not be 

a wise move in comparison to offering a trial to an existing client.  

 

Greenwich also offers, though very occasionally, trials to their new customers, in order to make their 

presence felt among a host of other competitors. They carry out certain assignments to some of their 

clients on a trial basis, however, it is more so to build trust with new clients and to demonstrate their 

firm’s capabilities, which is unlike Condesign’s method, which usually offer trials to their customers in 

order to tempt them to purchase the follow-up assignments. 
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4.3 Events 
 

Another common form of facilitating a positive word of mouth effect, that is more active and 

dynamic than providing references, is to hold events where the offerings of the company are 

presented and potential customers can mingle with existing ones. This is a practice used in all of the 

companies that we interviewed, except Northstream and RMG. 

 

Various events initiated by service firms often help consulting firms to promote their latest offerings 

or also market their current ones. Companies use such events to invite their recent clients and also 

potential ones in order to facilitate their socializing. What ensues is that, they eventually end up 

discussing about differing services they use, and what benefits it has brought to them upon using the 

host company’s services. Logica, for example, hold semi-annual events at their premises and invite 

guest speakers to the podium, often encouraging them to market the offerings they have recently 

bought from Logica.  

 

Using such a dynamic method, often instill a forceful and long-lasting impact on the potential clients’ 

mind, knowing that the declared promises were no longer only a pledge, but more of an assured 

result. And with the added facility to mingle with such guests, it assists the potential clients to know 

more about the intricate details directly from a client who have previously used that service. This, 

therefore, assures the potential client about the credibility of the service firm, and also gives them a 

degree of contentment on the possible outcome of the services they are planning to purchase. 

 

Greenwich uses events in a different way to meet with new people in order to market their offerings. 

They attempt to be more visible among the mass media by working with various PR agencies, both 

local and international, in the right and relevant context. For example, they were very actively 

involved in moderating various sessions in the prominent, recently-concluded Mobile World Congress 

held in Barcelona. By moderating and organizing sessions in events like these, along with conducting 

several presentations within their booth, it helped them to meet with quite a lot of potential clients, 

who had not heard of Greenwich Consulting previously. 

 

Being noticeable in various events bring plenty of exposure within the appropriate masses and 

Greenwich believes that a very high percentage of their potential clients detect about their presence 

via this method. 

 

“..It is like a two-step procedure here, for example, last week one of our employees 

moderated a two-day seminar on mobile payments. There, we took our brand and exhibited 

on what we do, people heard about us, and us being involved in the latest buzz creates 

awareness among some potential clients about what we are really capable of. That visibility 

was the first step. The next step is more hands-on, it is about getting into real sales 

discussions with potential clients once they are aware of Greenwich..” 

Håkan, Senior Expert at Greenwich Consulting 

 

Being dynamically involved within the mass media via international events or press releases usually 

ensures a lot of attention, but then again, Greenwich acknowledges that establishing this channel can 
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be very tricky and time-consuming. In addition, it is very difficult to economically afford these 

avenues on a frequent basis for a small company like Greenwich Consulting. 

 

On the other hand, Jonas at Northstream claims that the use of events to invite a ‘third party’ in 

order to promote an offering to be a means to downgrade one’s own credibility. They believe that 

bringing a representative from a previous customer takes away from credibility and seriousness.  

 

“Why would anybody want to work with us? It is only because they trust us and because they 

consider us to be extremely credible whenever we promise something..as soon as you start 

getting closer to traditional marketing and have a scenario of a staged event with external 

speakers, facts, credibility and seriousness goes out of the door eventually ” 

Jonas, Managing Director of Northstream 

 

Their events usually involve in them taking the centre stage to discuss what they can really offer their 

customers. They do not consider the need of an ‘external’ party to acknowledge or market their 

service offerings, since the guests at the events involve people who deem Northstream to be a 

capable firm. They view the need of inviting guest speakers during events in order to win over new 

clients to be an inadequate method, and would rather rely on their own ability and competence.  

 

While the web can never truly replace the social aspect of attending an event where a company is 

represented, websites and social media are used to promote them and give a short description of 

what it was about. Also, social networking sites like Facebook and Twitter provide the possibility to 

comment and read other people’s comments about these entries, which means that customers have 

the chance to connect that way. Word about the events can be spread through functions like “like 

this” on Facebook and “retweet” on Twitter, in order to highlight them to the contact network of 

anyone using these functions. 

 

All sample companies except Odgers Berndtson and Crescore use their websites to promote events 

where they appear. Apart from that, Logica uses Facebook and Twitter to promote their events in the 

above mentioned ways. A search on Youtube revealed that Logica, RMG, Greenwich Consulting, and 

Odgers Berndtson post video clips of some events they attend in order to promote them. 
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4.4 Employee as a product 
 

In certain types of service provision – in our case it is, of course, the consultancy business - the result 

and experience provided to the customer can be so heavily reliant on the employee performing the 

service that it becomes beneficial to showcase him or her as a part of their marketing activities. Out 

of our respondents, Condesign, Crescore, Greenwich and Northstream specifically mentioned this 

practice to be a part of their marketing routines.  

 

By gaining access to the CVs of the relevant employees, the customer can get a picture of what skills 

and professional experience he or she will benefit from, thus getting an implicit understanding of 

what benefits they will take away from the encounter. It also gives the clients a good impression of 

the technical competence of the employees they would acquire the services from. 

 

“It is indeed a challenge to offer something intangible, it is basically having your first 

employment interview. It is the first time you meet your potential employer and you have to 

present yourself in such a way that would make them feel confident that you can deliver for 

them, and have the right competence. This is what we work internally, and try to present our 

employees having clear CVs with good profiles, and try to enhance the strength that we have, 

and package our competence in a good way.” 

Bernhard, Partner at Crescore 

 

For Crescore, which specializes in offering consultancy services in the financial sector, it is very vital 

for them to present the competence of their employees to their clients. They consider the 

importance of expressing the experience and competence of their employees very highly. Almost all 

of their clients warrant the need of knowing what technical know-how and proficiency Crescore 

employees possess, since a lot of secrecy is involved in such dealings with financial institutions, and 

before the clients finalize a contract with any service firm, they would want to know if Crescore has 

the proper aptitude and experience in solving their issues. 

 

Greenwich is very meticulous with regards to showcasing the experiences their employees possess 

and is very quick to highlight it in their CVs, since they are aware that the consultants that deal with 

their potential clients ought to have very strong credentials. In their case, clients once lost, can be 

very difficult to regain since service-buyers tend to stick to the tried-and-tested formula. 

“In Greenwich, people will have to constantly update their CVs detailing each assignment, and 

typically point out which subjects they have worked with, which would catch the attention of 

the clients. Failing to showcase valuable experiences will often result in losing valuable clients 

to competitors for good..we have to show the customer that we know this particular area, we 

feel confident enough and we can solve this problem, and thus customers can trust us” 

Håkan, Senior Expert at Greenwich Consulting 

 

Jonas (Northstream) also states that for some of their projects, the potential clients explicitly demand 

CVs from Northstream that have specialist competence and that is what determines who wins over 

the other competitors in order to convince the clients. Since some of their clients are multi-national 

giants that choose over from a list of buyers, having specialist know-how sometimes proves decisive 
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in order to win projects. Northstream has a very ‘niche’ segment in the consulting side of things, 

hence they need to stress more of their competent ability through presenting the CVs of their 

available consultants. 

 

“Most of our clients are big customers (names withheld) and they shortlist a number of 

different consultants that can solve their problem..therefore we have to make sure that they 

realize their problem is a ‘Northstream problem’, which is why we always have to remain in 

their radar, […] as long as they know Northstream’s individuals and competences, and they 

want tangible evidence of our experiences through CVs, it is fairly OK” 

Jonas, Managing Director of Northstream 

 

Having relevant experiences of the employees is pretty vital and has to be evident while interacting 

with the potential client, since that is one of the very few chances of winning them over and showing 

them what type of expertise the service-producing firm possess. 

 

Meanwhile, Canvisa, Northstream, Greenwich Consulting and Odgers Berndtson all have sections of 

the websites where they showcase select employees, with a short description about their education, 

expertise, and/or experience. 
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4.5 Manifesting knowledgeability 
 

Building further on the previous point, the reliance on the employee performing the service does not 

just mean that the experience and skills of the employee have marketing value. It is also important to 

make your customer understand that you are bringing all the relevant and critical knowledge that will 

allow you to professionally handle the job, with all its possible hiccups. While this does not overcome 

intangibility as such, it helps to bring credibility to the promises you make about the benefits and 

value you can deliver. 

 

Condesign, Logica, RMG and Odgers Berndtson all emphasize the knowledgeability of their 

employees as a marketing tool. They send a signal that they know exactly where and how they can be 

of extreme use to their potential clients by letting them know that they have an understanding of 

how they function. This in turn implies that there is less risk of you failing due to the uncertainty of 

performing your service in an environment that is unknown or unpredictable to you. 

 

“We have a team… and we send in all of their CVs… that is a way to say ‘OK, this is a team, 

out of the box. If we send them into your company they will probably be a good team because 

they have all the right knowledge, all the right experience.’” 

Carl, Managing Director of Condesign Infocom 

 

Of course the aforementioned provision of CVs is the main method to do this, i.e. showcasing 

education and the like; however you can go beyond that. Odgers Berndtson take the concept still a 

bit further by giving an outline of their work process to the customer, together with an explanation of 

how they intend to practically reduce the risks involved. This of course brings even more credibility to 

their offerings.  

 

“The quality of a service is not only the result delivered… it is also the way you conduct it all 

the way through and since the customer, in a sense, is part of your production process it 

means you have to be professional throughout the whole production process… they see 

everything we do… We spend a lot of time in meetings with new clients to actually go through 

‘how do we actually do this service…’ Without any references we can still show that we have 

a very good and well thought through quality process.” 

Annika, Partner at Odgers Berndtson 

 

By showing the entire process to the customer and explaining it, Odgers Berndtson establishes a 

feeling of authority and expertise with the customer that is very valuable in underpinning the 

impression that competent consultants are being provided.  

(This method was highlighted in their company handouts which they use while marketing their 

services, but an example could not be presented here due to confidentiality issues) 

 

By appearing knowledgeable, you inspire confidence that the job you are about to perform will most 

likely be right on target and that unexpected issues are nothing you cannot handle as you go along. 
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All sample companies, except Canvisa, publish white papers, news relevant to their areas of business, 

predictions or comments and thoughts on current trends on their websites in order to project an 

image of being up to date and knowledgeable about what they do. Furthermore, Logica and Odgers 

Berndtson use Facebook for this, with Logica also mirroring the same posts to their Twitter feed. 

Youtube is also used as a medium for this, where Logica, Odgers Berndtson and Greenwich 

Consulting post videos with their employees presenting their thoughts and predictions. Logica and 

Greenwich Consulting also used to provide a printed company magazine for this; however they were 

both recently discontinued and moved over to an electronic format, available as a newsletter or 

download from the respective webpage. 
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4.6 Unified message 
 

No matter if you consider the marketing material you distribute or the dialogue your employees have 

with customers, Northstream Greenwich and Crescore underline the fact that they all should bring 

over one and the same message regarding the offerings. This is done in order to avoid 

miscommunication and ensure that the offering comes off as believable. Jonas at Northstream 

proclaims that in the scenario where one of its employee promises something to its client but in 

reality could not live up to that stated promise, it could be detrimental to their company, and no 

matter what, they will have to find a solution to it, often enduring losses. 

 

“..In most cases if we have said something or committed to something, we will have to fix it, 

in one way or another. If it is totally undoable, then we will have to admit our failure and 

somehow get out of it..[…] sometimes hiring subcontractors and having to pay them a 

horrendous amount of money..” 

Jonas, Managing Director of Northstream 

 

A unified message aids credibility, but not necessarily tangibility as such; however the opposite may 

well increase the intangibility of the service to the customer when it comes to understanding what 

they are buying and why. Maintaining a unified message may become increasingly difficult as the 

organization grows, something expressed by Jonas: 

 

“When you are the 20 people type of company, everybody in the same office… you have the 

over-the-counter discussion and development of the company… For everybody to keep up in 

what we do, what we say, who are our clients and what kind of projects are we good at, no 

handbook in the world, no company presentation… will do the job for you. So if you are a 

bigger company you need to have rigorous processes for that and minimize the amount of 

people talking to the outside world.” 

Jonas, Managing Director of Northstream 

 

As a company grows, more and more divisions are being created and employees risk losing touch 

with some of their old colleagues and with the founders and top management. Without some type of 

common dialogue between management and employees, the employees will of course go their own 

way and promote the thoughts that they come up with on their own based on their own experience 

and beliefs.  

 

Jonas (Northstream) also makes a particular point about growing organizations, where numerous 

levels of management between the decision makers and the employees might be detrimental in 

order to convey a unified message. In cases such as these, employees dealing with the outside 

environment might have to be carefully monitored so that the management can keep track of what 

information about their service offerings are being transmitted to the potential clients. He suggests 

that these type of service firms should carry out recurring communication sessions between the 

employees and also discuss extensively about company capabilities and their service offerings. 
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There are certain ways this can be addressed, for instance by publicizing articles, white papers and 

brochures that perpetuate the values and ideas that the company wants to communicate to the 

outside world. That way the employees, too, have points of reference when they think about their 

individual communication with customers. 

 

“We also try to be influencers and try to get these articles or these messages… out to the 

world. It is been quite successful, I think, to be visible in many newspapers all around…” 

Håkan, Senior Expert at Greenwich Consulting 
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4.7 Pricing 
 

All, but two, of the companies that we investigated generally put a premium price on their services, 

while the two anomalous ones are currently working on their strategy in order to put premium 

pricing tags on their services. Besides better margins - the most straightforward reason to charge 

your customers a little extra – the premium price lets the customers know that the company they are 

dealing with is providing a service that is too good to just be bargained away at the lowest possible 

price. 

 

“Our strategy is definitely on… premium price and delivery above average in terms of quality 

and contents. Rather over-deliver than try to do it on budget offering. But it is the same with 

cars; you can buy a Jaguar or a Skoda, which takes you from A to B, but it is a different 

experience. We would like the clients to appreciate, to be mirrored in the image that we could 

probably radiate.” 

Mikael, Marketing Manager at Canvisa 

 

The price can be used to hint at what kind of experience and outcome the customer can expect by 

purchasing the service. One limiting factor of this is the size of the market; a small market with few 

providers makes it more likely that the customers will know all of them, what they offer and how 

much they charge. This limits the scope for standing out too much from the rest in terms of a higher 

price in relation to performance. A large market, on the other hand, can be very competitive which 

may also drive prices down. 

 

Exceptions to the practice of premium pricing exist. Annika (Odgers Berndtson) revealed that in times 

of fierce competition over an attractive customer the price may have to go down. The same would 

apply when approaching a new customer, offering them an introductory price to make them try the 

provider out. When establishing a relationship with the client, the above methods should be used 

sparingly, though, since it may become difficult to motivate an increase in price to a more “normal” 

level in the subsequent assignments. The customer may become used to being pampered in terms of 

the relationship between price and performance. 

 

“The problem is that it is kind of hard to argue why yesterday you paid X and now you have to 

pay two times X. I mean, there is no essential change from one day to the other. It is more of 

a continuous journey.” 

Bernhard, Partner at Crescore 

 

Condesign and Canvisa have also pronounced a wish to move to value-based pricing, i.e. charging a 

percentage of the monetary benefits obtained by the client as a result of a project. This has proven 

difficult due to the fact that the effects of a consultancy service may be difficult to predict and 

measure in terms of money saved/earned, and because the effects of a project may not kick in 

immediately. Many of the benefits and effects of the implementation of a service offering emerge 

after a period of time. This, in turn, is of course related to the intangibility of the service offering. 
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Mikael from Canvisa sums it up when he says it is quite close to impossible if they intend to adopt a 

value-based pricing strategy. 

 

“Value based pricing is in our wet dreams…” 

Mikael, Marketing Manager at Canvisa 

 

Annika (Odgers Berndtson) has stated that it is far more straightforward in their case. The amount 

they receive depends on the salary that the person they recruited gets at his or her new company.  
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4.8 Packaging 
 

Canvisa and Logica stand out as the sample companies who implement the packaging of services. The 

companies stated three main reasons for doing this. Firstly, packaging services based on previous 

experience about customers’ needs will help the customer perceive the value they are receiving 

through the engagement. When marketing services one at a time, they may appear expensive in 

relation to what is being performed, without any regard taken to how much they actually do for the 

customer. When offering a package, the provider can say “we can take care of all of these things for 

you for a certain price”, which induces a feeling of getting more for the money even if it is not 

cheaper than buying the services separately. 

 

“The result is not necessarily a report, […] system implemented or a system tested. The result 

is maybe all of these three, but also it is a journey where the customer changes his or her way 

of operating […] and if we can project all of these things in a packaged way it is more likely 

that the client accepts the offering and understands that he or she gets good value for the 

money.” 

Mikael, Marketing Manager at Canvisa 

 

Secondly, it helps building know-how by feeding back the experience from performing a certain set of 

services every time the package is sold. That way, you may add to the knowledgeability that you can 

project when marketing your offerings to potential customers, something that was discussed in 

section 4.5. Finally, it also helps new customers overcome the sense of risk when approaching a new 

service provider. The impression of purchasing something standardized, something that seems to 

have been thought through and put in place previously, will increase the customers’ confidence that 

they will obtain a desirable result in the end. 

 

“We say ‘OK, this is what we can deliver as a package’ […] and even though we have not done 

it exactly like this, we are sure to find somewhere else in the world, maybe we have done it in 

Portugal, or Holland, or somewhere else..” 

Marina, Field Marketing Manager at Logica 

 

If it is a completely new service, though, you will have to find an early adopter to try it out. 

 

“… if it is a totally new [service…] somebody, one client has to be the one who takes the leap 

[…] some clients, in the same way as we as private persons, there are always some persons 

who are the ones who want the newest phones, the newest apps, the newest everything […] 

and of course companies are like that too.” 

Marina, Field Marketing Manager at Logica 

 

Still, packaging can go some way to aid the customer in understanding the value they get for their 

money. 
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The table below shows the different types of tangiblization methods that are employed by the eight 

sample service-firms as stated in the interviews. 

  

Here, 

‘X’ represents the method being currently adopted; and 

‘O’ represents the method will soon be pursued by the company. 

 

 

Table 4: Tangibilization practices in the sample companies as stated in the interviews 
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Packaging X     O X       
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The table below displays the tangibilization practices employed by the sample companies as 

observed from the marketing materials, which included their websites, social networks and printed 

materials. 

 

Here, 

‘X’ represents the practices being adopted in the stated medium 

‘X*’ represents printed sources that have recently been moved to an electronic form 

‘O’ represents the printed sources that were not possible to access 

 

 

Table 5: Tangibilization practices in the sample companies as observed from their marketing material 
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4.9 Further Implications  
 

Upon interviewing the relevant personnel from the eight companies, several other significant 

implications on the marketing of services caused as a direct result of intangibility were noted, which 

are mentioned below for each service-producing firm. These implications do not require additional 

marketing methods to be solved; instead they are points that should be considered in order to 

cement the success of the methods mentioned so far. 

 

 

Logica  

For Logica, another implication lies in the fact that due to the intangible nature of services, 

sometimes there is a mismatch between the customer’s expectations and what they actually receive. 

Therefore, in order to fulfill their promises and more importantly, satisfy their clients, Logica ensures 

they have clear dialogues with their potential clients from the very onset. They always try to 

accomplish all the promises they pledge to their potential clients, which in turn enhances a positive 

word-of-mouth factor. 

 

 

RMG  

Malin from RMG stresses the need to have a good diffusion of information within their organization 

which would enable their small group of employees to be more informed about customer 

expectations. Also, she asserts that it is imperative for a small company like RMG that all their 

employees should share the company’s vision, beliefs and values, and this can very well be 

augmented with proper internal marketing 

 

“..one of the dangers of the intangible factor of services is that you do not always find out 

whether you need to make damage control..also if you have the wrong person at the wrong 

place, it can be disastrous, and this can be overcome by having good internal marketing..it is 

important to follow these things up and communicate them with everyone..at present we do 

not have that and we eventually end up having disagreements as we do not have the same 

picture.. ” 

Malin, Sales and Marketing Manager at RMG 

 

RMG, thus, have begun working on steps that would address the concern of their employees having 

better interaction skills while marketing their services. Furthermore, Malin (RMG) also stress on the 

fact to include the right people at the right place, and due to service intangibility, they ensure that 

their employees are spot-on while marketing and are spontaneous with their decision-making while 

interacting with their potential clients. 

 

 

Condesign 

Condesign, being a consulting player in a very specific field, need to possess a very highly-

knowledgeable set of consultants and makes sure that the consultants they employ also have good 

sales and marketing skills, since they have very limited personnel and versatility within them could 

really boost the company. 
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“..we need to make sure our consultants possess expert knowledge when they deal with 

clients, and also ensure that the clients really understand what they will receive or what we 

can provide for them..we do not have employees who are professional sales or marketing 

people, it is the delivery people/consultants who take care of these activities.. In short, they 

have to be really competent” 

Carl, Managing Director of Condesign Infocom 

 

 

Northstream 

For Northstream, since what they sell is very vague and abstract and do not have anything physical to 

offer, another important implication resulting due to intangibility falls on their sales and marketing 

processes. Their inability to ‘package’ their offerings makes it a hindrance for the company as a 

whole, though they also acknowledge that this particular factor also makes it difficult for large 

consultancies to take away their customers.  

 

According to Jonas, well-defined, well-packaged products (either goods or services) are easy to 

replicate and the readiness of Northstream to take on vague and abstract projects (due to 

intangibility) makes it difficult for their competitors to break into their clients. Northstream though 

have found ‘packaging’ to be unworkable in their case, owing the reason to the evolving nature of 

service consultancy. 

 

“..The biggest implication of what we are selling is the challenge in the sales process in itself 

since we do not have ‘anything’ to sell..it is too vague, broad and abstract, and which is 

probably the only reason that, despite trying in different variations over the years, we have 

given up packaging our services, either we are terribly bad at it, or it cannot be done, […] but 

this difficulty also means we have few competitors and allows us to have our offerings less 

exposed to competition.” 

Jonas, Managing Director of Northstream 

 

 

Crescore: 

Further implications faced by Crescore as a result of service intangibility is the need to create a 

structure within the organization that would support the consultants in communicating the same 

message while approaching their potential client, and at the same time encourage the consultants to 

have good insights of their brand. Bernhard from Crescore mentions the need for each and every 

employee to have excellent brand awareness, whether it is a large organization or a small one, 

because potential clients may not want to deal with a firm/ employee having a blurred view of their 

own brand. 

 

“..it is important for our consultants to have a good brand awareness of our organization in 

what we actually can or cannot deliver to our clients, and we work to build on that 

continuously..since that can manage uncertainties and still deliver with high quality..and 

helps you be more perceptive to the clients’ needs” 

Bernhard, Partner at Crescore.  
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Canvisa: 

Canvisa makes sure that they do not overpromise any of their customers while marketing their 

service offerings, and they always try to manage the expectations of their clients as effectively as 

possible by setting realistic targets for themselves. In addition, since services are intangible, they can 

neither be displayed nor inventoried, making optimum pricing quite a difficult task to achieve. 

 

 

Odgers Berndtson 

In Odgers Berndtson’s case, intangibility implies that the clients need to have faith in the person 

providing the service and has to go by trust to a large extent in judging the service quality. Also, 

manifesting their experience and knowledge at crucial juncture is very vital. Since no service can be 

seen in advance by the customer; and in their case of recruitment consultancy, the benefits are only 

realized after a certain period of time, one cannot evaluate the value of their offerings in advance or 

even immediately after buying their service. Their organization usually prefers employees who are 

highly gregarious, interested in socializing with people and within their brand, have to know how 

customers do their business. 

 

 

Greenwich 

Thanks to service intangibility, Greenwich spends a lot of time in intensive planning in order to 

succeed. Being able to adapt quickly to their clients’ demands and being flexible to different market 

conditions has been their biggest challenge since services cannot be inventoried. In addition, add to it 

the evolving nature of services because of the dynamic requirements of the clients, then planning 

becomes an integral part of Greenwich’s progress.  

 

 

One of the common implications stated by all the respondents was the need to involve personnel 

with exceptional communication qualities to market and mediate between the service-producing 

firm and the client. In the consultancy business, the absence of any tangible feature of the offering is 

the main reason which causes a mismatch of expectations and delivery, therefore, it is essential for 

the service firm to market their services in such a manner, which not only catches the potential 

client’s attention, but also states the benefits explicitly. Due to intangibility, it becomes tricky to 

assess a service entirely, thus, the customer relies more on subjective impressions and less on 

concrete evidence. 

 

It is understood from the interviews that the buyer perceives a high amount of risk while purchasing 

an intangible service, and thus, it also takes more time and effort to reassure the potential client of 

the benefits they would gain out of buying a particular service. Therefore, once customers are lost 

due to understandable reasons like misunderstanding or failure to meet their expectations, they are 

almost always lost for good, since they are very unlikely to easily switch brands or try offerings from a 

new firm. Hence, it requires each and every employee of the service firm to possess accurate 

knowledge of their firm’s ability and service offerings.  
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Furthermore, it became evident that all consulting companies emphasize a lot on retaining their 

existing customers as opposed to targeting new ones. All the respondents seem profoundly content 

with the situation that they do not chase new ones as much as they should, and all seem pretty 

satisfied with their existing customer base. According to the respondents, the chiefly underlying 

reasoning is the cost factor that ensues in order to chase new customers. 

 

All the implications discussed in section 4.9 have been summarized in the table below, and as 

previously stated, these implications do not require additional marketing methods to be solved, 

rather these are points that should be contemplated upon to facilitate the success of the methods 

discussed in section 4.1 to 4.8.  

 

 

Table 6: Summary of the further implications as stated by the interviewees 

 

 

 

Thus far, we have presented the reader with all the empirical results obtained, which is then analyzed 

with the theoretical findings in the following chapter. 

Company Implication 
Logica In order to satisfy their customers at all costs, Logica leaves no stone 

unturned in order to accomplish all of their customers’ (mis)expectations; 
this in turn enhances a positive word-of-mouth factor. 

RMG Stresses on efficient dispersion of information within their organization, 
which enables their employees to be well-informed about customer 
expectations. 

Condesign Being a consulting player in a very specific field, they ensure that they 
recruit consultants who possess good sales and marketing skill as well, 
boosting the versatility of their workgroup.  

Northstream Since what they offer is very vague and abstract, and their side of 
consulting evolves continuously, they have utmost difficulty in ‘packaging’ 
their offerings, but also acknowledges that this factor makes it tricky for 
their competitors to take away their customers. 

Crescore They emphasize on the need to create an organizational structure that 
supports their consultants in communicating the same message while 
interacting with their clients. Also, encourages their employees to have a 
good brand awareness of Crescore. 

Canvisa They try to manage the expectations of their clients by attempting to set 
realistic targets for themselves, and try to ensure that they do not 
overpromise any of their customers while marketing their services. 

Odgers Berndtson In their case, showcasing their experience and knowledgeability is crucial 
since services cannot be seen in advance by their customer, and in the case 
of recruitment consultancy, the benefits come to fruition after a certain 
period of time. 

Greenwich Spends a lot of time in planning so as to adapt quickly to clients’ demands 
and being flexible since customers expectations and their promises might 
not coincide at all times. 

Common implication: The obligation on the people dealing in HR to hire people with exceptional 
communication qualities and then, it is up to the organization to include the right people at the right 
place while marketing and mediating between the service-producing firm and the client. 
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5 Analysis 
 

This chapter presents the reader with the connection between the literature and the empirical 

findings, whereby the implications from the literature are verified by the practices deployed by the 

sample companies in order to mitigate the implications. Also, the causal link between the implications 

and practices are shown. 

 

 

Based on the literature reviewed and findings from the interviews, this section would assess how the 

implications imposed due to intangibility are mitigated by the different methods that were employed 

by the sample companies. We focus on creating the causal links between the theoretical implications 

and the tangibilization methods employed by the companies in order to explain the usefulness of the 

employed methods and how they counteract the impact of intangibility. 

 

 

5.1 References 
 

The use of reference cases was observed to be the most common of all methods in order to 

overcome the intangible feature of services. The use of references by all the eight sample companies 

have been highlighted to serve the purpose of increasing the ‘credibility’ factor by all the sample 

companies. The different benefits stated by the companies that results from the usage of reference 

cases are: 

 

-          More credibility 

-          Convinces the clients about the service-company’s ability to fulfill the stated promises 

-          Ensures quality offerings if reference cases include clients that are well-known 

 

Trying to win over new clients is particularly difficult because consultancies can be very expensive, 

and clients would quite naturally tend to use offerings from companies they previously know. There 

is a very slight likelihood that they will look for new companies that could do the same job as 

previously done by somebody else, unless the need warrants them to do so. Thus, their meticulous 

method in seeking a consultancy service depends a lot on how much they can rely on a new 

company, and this can be underpinned by proofs of reference cases. 

 

A number of scholars out of those that we have studied, most notably File et al. (1992) and Zeithaml 

(1981), suggest that word-of mouth, i.e. the spreading of information and opinions about an offering 

from existing customers to potential ones, has an important impact on the promotion of it. Any 

experience of a service provision that is spread by a former customer is seen as more credible than 

what the company promises in their marketing material. Marina at Logica stated that customers 

often ask for proof that the services they are being presented with will provide the value and benefits 

that they are being presented with in the marketing material of the company, which is when the list 

of former customers comes in handy. If the name of the client companies is not enough to convince 

the new customer, they can always choose one or more of the former customers on the list and 

contact them directly in order to hear firsthand what it was like to work together with Logica. Thus, 
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references are used as an active way of facilitating word-of-mouth. The service provider no longer 

has to depend on the initiative of former customers to spread the word, and word-of-mouth is no 

longer constrained to the contact network of said customers. 

 

Another aspect that can be brought up here is the fact that intangibility adds a significant amount of 

purchase risk for the customer (Laroche et al., 2001; Berry, 2002). If an existing customer can provide 

the new customer with firsthand information about the service encounter, this will reduce the risk 

perceived since credible information about the outcome to be expected is provided to the new 

customer. The same two authors also mention the fact that it is difficult for a customer to evaluate a 

service beforehand, and here references can also be helpful. The information provided by an existing 

customer will help the new one determine if the service is something suitable for them before 

making the purchase. Expanding on this, Zeithaml (1993) claims that allowing a customer to assess a 

service will help them build up proper expectations. An existing customer should be able to help with 

this as well, since they are able to tell the new customer exactly what they should expect from the 

service encounter so that there is less risk of misexpectations. 

 

The use of references becomes impossible, though, when the assignments include a lot of secrecy 

and Canvisa, a consulting firm which handles sensitive financial information with many financial 

institutions, is a firm which comes across such situations. Also, another instance where the use of 

references becomes difficult is when a recently founded service provider with little or no history 

markets their offerings. In addition, if there is a new service offering, it is impossible to provide 

reference cases to the clients. Logica, though, overcomes that difficulty by building a high-quality go-

to-market model, which would give the potential client a clearer idea of that particular offering 

 

Håkan at Greenwich stated that referencing is a common tool employed by consultancies, something 

that we confirmed by observing both through the prevalence of it in our interviews – the 

interviewees of all sample companies explicitly mentioned it as a method that they employ – and by 

examining other mediums than face-to-face-presentations, where five out of eight companies 

revealed former customers and engagements. This suggests that, although there are situations 

where referencing is inappropriate, the service providing companies in our study view this method as 

something effective and implementable even as the type of consultancy varies (and with it, the 

offering). 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

48 
 

5.2 Trials 
 

The method of offering services on a trial basis is one of the most under-used methods to overcome 

intangibility. Amongst all the sample companies, the only companies that offer trials to their 

potential clients are Condesign and Greenwich. The former offers trial to make a service offering 

more ‘believable’ and once the client can realize the actual benefit of the trail service or can grasp its 

compatibility; it could consent to buy the entire service offering. Greenwich meanwhile offers trials in 

order to build a good rapport with their clients, and also to make their presence felt among a host of 

other competitors. The downfall of this method is that it is very expensive for these firms to offer 

trails on a regular basis. 

 

One of the difficulties mentioned by Rushton et al. (1989) that is caused by the intangibility of 

services is the difficulty for a customer to distinguish between the features (how the service is 

supposed to be performed) and benefits (what the customer will really get and take away from the 

service provision). It is hard for a service provider to generalize and assume that each customer will 

perceive and receive the service in the same way. Carl, the interviewee at Condesign, mentioned the 

fact that in offering a trial of a full service, the opportunity to evaluate the value and benefits is 

provided to each potential customer. It comes at a price, however the customer may be willing to 

pay – it is cheaper than the full service – in order to make sure that they are not buying a pig in a 

poke. Few things make benefits as palpable as actually buying the service, and trials are a way to 

overcome the paradox of having it provided in the pre-delivery phase, i.e. without paying for the full 

product, although one could argue that OBT comes into play during a trial as well. Thus, trials may be 

a way of merging OBT and MBT – rather than purely MBT - without making the full delivery, which in 

turn makes it more acceptable for both provider and customer as a marketing tool. 

 

Another aspect of intangibility that Rushton et al. (1989) bring up is the fact that certain types of 

service provision rely on what information the customer provides about certain factors that the 

service provider needs in order to provide the service. If the service provider cannot verify this 

information, they are at the mercy of the customer when it comes to input, and in effect they may 

provide an unsatisfactory result. Carl (Condesign) explained that during trials, communication 

between customer and provider is especially intensive in order to clarify as many uncertainties as 

possible. The service provider not only has the chance to receive necessary information from the 

customer, but also to test it and receive feedback on the result in order to verify the input. This, of 

course, is only applicable for the trial, and not for any other information that may be needed during 

the provision of the full service. 

 

Additionally, the trying out of a service will help the customer evaluate it, lowering the purchase risk 

mentioned by Laroche et al. (2001) and Berry (2002), as well as helping them to assess it and build 

expectations (Zeithaml, 1993). Moving along Berry’s (2002) line of reasoning about the unwillingness 

of service consumers to change provider, trials also provide a low cost and “no-strings-attached” way 

for potential customers who are already purchasing from a competitor to try out something new and 

help them make the decision whether or not to change to a new service provider. 

 

Finally, the offering of a trial may sow the seed for positive word-of-mouth. A trial may not lead to a 

sale every time; however both Carl (Condesign) and Håkan (Greenwich) mention that trials are used 
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to build trust and credibility with the trier of the service, and this in turn may compel the trier to 

recommend Condesign or Greenwich to others in their contact network even if a sale is not made. 

 

There are some points that should be brought up when analyzing trials, though. Firstly, Condesign is a 

technological consulting firm, whose services can bring instant benefits to their clients, and it allows 

the clients to respond back immediately if they are interested in buying that particular service or not. 

Meanwhile, for management or financial consulting firms, they concede that their benefits take a 

long time in order to get implemented and even a longer time to reap the benefits; therefore, it 

renders the opportunity to offer trials to potential clients close to impossible. 

 

Secondly, trials may not allow you to spread the knowledge about your offerings on a massive scale 

and with relatively modest costs, but it can still be an effective tool of marketing when approaching 

chosen customers that are viewed as key accounts. In those cases, the extra work that goes into 

offering a trial can be worthwhile to companies that offer a service. 

 

Finally, if the service is not one that customers are expected to use frequently, a trial will only be 

meaningful if it can be scaled or otherwise just partially provided in order to overcome the 

intangibility issue. A service that is used frequently could be provided in full at a reduced price just to 

pull the customer in, however for those that do not fall under this category the provision of trials 

may become unacceptably expansive for the provider. As a constructed example one could take 

Odgers Berndtson and their hiring of managers. A manager, according to that company, is not 

someone who is expected to be replaced very often over time. Also, there is no way of providing this 

service partially. Thus, it would not be meaningful for Odgers Berndtson to do this on a trial basis. 

 

The above issues are reflected by the fact that trials were the least mentioned method during the 

interviews – out of all the eight companies only Condesign and Greenwich use them. 
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5.3 Events 
 

Holding events where the service offerings of a company are presented and setting a platform, where 

existing and potential clients can interact, is another common method used by almost all of the 

sample companies. Among other things, this form of marketing boosts a positive word-of-mouth 

effect in a similar way as references; however events are a more active way of bringing old and new 

customers together. 

 

The social aspect of new clients meeting old ones during events helps the customer understand the 

difference between features and benefits. As Marina (Logica) mentioned, the guest speakers at their 

events are older clients who are encouraged to speak about the benefits they received from choosing 

Logica as a service provider. That way, the benefits are presented to the listeners – potential clients – 

by a credible source. 

 

In terms of word-of-mouth, events works in a similar way as referencing in bringing old and new 

customers into contact with each other. As mentioned in the previous paragraph, the two types of 

customers come into contact with each other at events and the existing customers provide a credible 

source of information about how the service provider really performs. Just as in the case of 

referencing, the service provider does not have to rely on the initiative or size of contact network of 

existing customers. 

 

Rushton et al. (1989) conclude that the location at which the service providing company has its 

premises can have an impact on the potential customers’ perception of the service provision. Ease of 

access, for instance through public transport, is one of the factors that may impact the overall 

expectation of how appealing the service provision will be. None of the companies in our study 

expressed concerns about the location of their offices – some of them were in attractive downtown 

locations in Stockholm – however the logic behind connecting events and the need for appropriate 

location can be found in the interview answers. Håkan (Greenwich) explained that by appearing at a 

seminar related to the business that Greenwich targets, the consultancy could connect with potential 

customers that otherwise may never have found out about Greenwich. As not all companies can 

afford to have offices in every attractive location close to potential customers – and customers 

cannot always be expected to travel large distances just to visit one service provider – events can 

work as a convenient way to meet them face to face in a place where customers tend to gather out 

of interest. 

 

Elaborating further on the location problem, a customer may have preconceived notions about a 

company based on the place where it does business. An event gives the provider a chance to 

showcase their capabilities to skeptical customers in order to convince them that there in fact is 

nothing wrong with the company, just possibly the location. 

 

Events can also be used to clarify the input that the customer needs to provide to the service 

provider. As Håkan (Greenwich) mentions, sales discussions can start in the frame of an event, and 

during these the service provider can provide a prediction of what result the customer can expect 

given the information provided. That way, the worst misunderstandings can be avoided before a sale 

is made and the customer has a chance to prepare more or better input. 
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Another aspect worth mentioning is internal marketing. In reviewing literature we found that e.g. 

George and Gronroos (1989) talk about the need to convince the employees within the own 

organization about the value and benefits they are inducing when providing services to their 

customers whenever there’s a change to the offering (and in effect, the work load). Also, if the 

employees doubt the value of their offering, it will become apparent to the customer during the 

interaction, e.g. as hesitation on part of the employee. Here events can come in handy as a contact 

surface between customer and employee outside the service provision. The employee will have to 

prepare and reflect on the points that they will bring up to promote their company during the event, 

and in meeting customers – especially existing ones – they will find out about the benefits brought by 

the service provider the same way potential customers do, i.e. with credibility. 

 

Events can guarantee plenty of positive attention if executed in the suitable way, but establishing the 

channel and managing the logistics of carrying out such an event can certainly be tricky and time-

consuming, apart from the expenses factor as well. This is verified by Håkan at Greenwich. 

 

Futhermore, Jonas at Northstream has warned that the staging of events where a third party (other 

than the service provider) is used as a source of credibility and facts may end up having the opposite 

effect. One example would be if the former customer and provider have developed a close personal 

relationship over time, thus affecting the choice of words and focus of the speaker – going over to 

speaking about someone as your “best buddy” may not sound serious and lead the speaker to distort 

certain facts. This puts certain demands on the planning and preparation of events in order to avoid 

similar scenarios. 

 

The organization of and appearance at events is the third most popular method of tangibilization 

observed in our study at a prevalence of six out of eight companies. Out of those six, four actively 

promote the events in the media that we have examined as a complement to the interviews. 

Although this method of marketing is resource intensive, even companies far smaller than Logica 

appear to find it worth to invest in. 
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5.4 Employee as a product 
 

Showcasing the varied competence of the service firm’s employees is a key part of marketing 

activities for some of the sample companies. Before clients finalize a deal with the service provider, 

they require a high degree of assurance with regards to the firm’s abilities and experiences in solving 

their problems, and that is when articulating the employee’s aptitude comes into the picture. 

 

Distributing the CVs of the employees can prove helpful in visualizing features and benefits. As the 

outcome of a service is often dependent on the person providing it, the CV can act as a type of 

specification for the “production equipment”, i.e. what performance the customer can expect and 

inspire the confidence that the promises can be delivered upon. As the CV of an employee is not 

retroactively changed, only built upon, it shows some of the features of the service provision – the 

education and experience that goes into it. The above reasoning is confirmed by Bernhard at 

Crescore, and Håkan (Greenwich) goes as far as to suggest that customers are lost on the fact that 

they are not provided with a CV that is appealing enough. Building on what has been said so far in 

this paragraph, this type of activity can be used as “meaningful evidence concerning the service 

itself”, as expressed by George and Berry (1981), since the CV is a way of showcasing the employee, 

who is a tangible part of the service delivery process. 

  

The aforementioned likening of the employee as production equipment, although crude, can be 

further developed by looking at the implication of paying attention to factors surrounding the service 

provision that Rushton et al. (1989), Best (1994), and others bring up. Since the customer may come 

into contact with these attributes – which normally pertain to the actual service provision – already 

in the pre-purchase phase, it is important that they are attended to for the purpose of marketing and 

tangibilization as well. Tarn (2005a) suggests that clients perceive intangible services to carry a high 

amount of risk and uncertainty, and therefore they tend to avoid switching brands or try out for new 

ones. This was specifically pointed out by Håkan from Greenwich, who said it was necessary for their 

employees to showcase all of their experiences to their potential clients since they usually have just 

one chance to win over their potential clients. Providing a CV to the customer lets the sample 

companies manifest the reliability of the service producer, which makes the customer more at ease 

in terms of the risks of trying out a new service provider. In having a solid background, the consultant 

can show to the customer that they have a solid track record in succeeding within their area of 

expertise. Bernhard (Crescore) emphasized this point, which is especially important to him since 

Crescore deal with sensitive information. 

 

Moving along the same path, Rushton et al. (1989) point out that reliance on human beings to 

provide a service will involve human error, since people’s performance of certain tasks tends to be 

inconsistent. While the provision of a CV to the customer will not fix the problems that may arise 

during the service provision, it may still provide a feeling of reassurance that (in our case) the 

consultant will be able to overcome any obstacles using their education or experience, should 

anything go wrong. There is, after all, a chance that the consultant has run into this before. This 

reassurance in advance of the purchase – and in advance of any problem that may arise during the 

provision – also mitigates some of the risk perceived by the customer that was brought up in the 

previous paragraph. 

 



 

53 
 

Finally, the difficulty of sampling a service can to some extent be countered by providing the 

customer with a CV of the relevant employee. Rather than experiencing the service on their own, the 

customer gets to draw their own conclusions about how beneficial it will be to work with that 

employee at the service provider. 

 

The provision of CVs showed a relatively high prevalence among the sample companies, being 

mentioned by five out of the total eight. The presentation of CVs on the web was also observed in 

the same amount companies. This may not be surprising, since it is neither expensive nor time 

consuming – when applying for a job one generally has to submit a CV, and making that existing 

database available to any potential customer does not require much work compared to some of the 

other methods (think events). 
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5.5 Manifesting knowledgeability 
 

Owing to the fact that the clients perceive service intangibility to be a hindrance, exhibiting the 

knowledgeability of the employees as a marketing tool smoothens the path for the clients to 

acknowledge the benefits and value of the services they are about to acquire. Boasting of the CVs 

could be considered to be one such way, but a few sample companies take this concept one step 

ahead by asserting their authority on the situation, appearing knowledgeable and explaining in detail 

on how they intend to solve the problem of the customer. Thus, this instills confidence on the clients 

that the service-provider has deep comprehension on the task at hand. 

 

By credibly displaying a high amount of knowledgeability within relevant areas pertaining to the 

service provision and the customer, the service provider can overcome the difficulty of sampling a 

service. Annika at Odgers Berndtson reveals that by going through the service provision step by step 

with the customer, explaining exactly how each activity is to be performed and for what reason, the 

customer is provided with the overall picture of the practical side of the delivery with some amount 

of authority being established by the provider, thus making it more credible. During such a 

presentation, the customer gets a complete picture of the process, which helps in visualizing what it 

will be like. This can replace the need for the customer to try the service before they buy it, since the 

logic involved in the explanation makes both the delivery and the outcome more palpable, 

understandable and believable. 

 

Knowledgeability can also be described as one of the factors surrounding service provision. Just as 

Annika (Odgers Berndtson) mentioned, appearing knowledgeable makes the customer confident that 

the service provider can deliver on their promise and handle unforeseen events. This enhances the 

overall image of the service provider in advance of the purchase. In terms of image creation, the 

manifestation of knowledgeability does not necessarily have to pertain to a specific service. It can 

also be about showing an up to date and in depth insight about the market that you are catering to. 

This is where white papers, articles, and other similar press releases come into play. That way, the 

customer gets the impression that the service provider knows the challenges faced within the client 

organization, and also new and innovative ways to address them. In effect, the credibility of the 

service provider as a problem solver is enhanced as an effect of showcasing the factor of 

knowledgeability. 

 

Just like CVs can be used to lower the severity with which human error is perceived by the customer 

in advance, while at the same time lowering the sense of risk from approaching a new provider, 

knowledgeability can be used to the same effect. CVs showcase education and experience, but 

knowledgeability suggests a more practical type of knowledge about how the service is to be 

performed and implemented. Annika (Odgers Berndtson) spoke about the importance of signaling 

that the process is well thought through. That way, the customer gets the image that there is little 

chance that anything goes wrong, and that it will be fixed if it does. 

 

In terms of manifesting knowledgeability to the customer face to face, the interviews proved that 

half of the sample companies implement this method. Looking at whitepapers, articles, predictions, 

etc., that are published in various other media there was only one company that did not engage in 

this type of marketing. One explanation for this could be that it is easier to publish material like that 
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than to explain the service provision process to the customer, especially if the service provision is 

complicated or highly customizable. In such a case, the explanation may become too much of a strain 

on the imagination of both parties – for a customized service the provider would have to come up 

with a customized explanation on relatively short notice every time. 
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5.6 Unified message 
 

In order to leverage credibility to their offerings, service firms must ensure that all of their marketing 

sources should convey the same message, whether it is through their marketing materials or via 

dialogues the employees have with the clients. Adopting this method is pretty challenging for a firm 

that is constantly growing, and maintaining a unified message may require quite a bit of an effort 

then. 

 

The depth of the benefit of having a unified message may not be properly understood, but its 

absence could definitely be disastrous for a firm. One can imagine the reaction of a prospective client 

once they read the benefits of a particular service offering on the internet and hear some strikingly 

different ones after a discussion with one of their employee. 

 

Rushton et al. (1989) suggest that the intangibility problem makes it hard to discern the point where 

a completely new service is created in the situation where services are frequently customized. 

Sometimes it may be of benefit to recognize the new product and market it separately, since 

customers may not be able to imagine that the original product can be altered into something that 

fits their needs. If the employees of a company do not have a coherent view of the offering and the 

company policies on delivery, e.g. how much a service can be altered, it becomes difficult for 

management to establish a common point of reference and keep track of the nature and extent of 

customization. That way, it becomes hard to determine if and what new service offering to create 

and market. Jonas (Northstream) revealed that this becomes a problem especially when the 

organization grows, and even more levels of management are layered between the top decision 

makers and the other employees. He suggested that in such a case, the number of employees 

communicating with the environment outside the service providing company may need to be limited 

in order to make it easier for management to keep track of what information the customers receive. 

Thus, emphasizing a unified message within the organization of the company becomes important in 

terms of product creation. 

 

The perception and expectation of human error can be assuaged through the promotion of a unified 

message. It is more likely that the customer will sense a risk of things going wrong if the messages 

they are faced with are incoherent, since it makes the impression that the employees of the service 

providing company are not really sure of what they can offer and what the company stands for. At 

the same time, the delivery of incoherent messages will make it appear as though the employees 

have no clue about how to solve a problem once it arises. Jonas (Northstream) explained that there 

are instances where an employee promises something that the company cannot vouch for, and the 

effect is that the consultancy may lose both money and reputation. Also, he explains that some form 

of dialogue is needed to keep the employees up to date on what is going on within the company. One 

aim of this is to increase the credibility of the company and its capabilities, something that comes 

into play in handling human error through marketing. 

 

As mentioned, one aim of a unified message is credibility. It becomes one of the surrounding factors 

of the service provider, considering the fact that it is part of the image building towards the outside 

world. Incoherence in the context of promoting a service can make the impression of bad 

preparation and insufficient thought going into the development of internal processes, and making 
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an unfavorable first impression on the customer through the factors that are related to the service 

provision is not desirable. Just like a bad CV of an employee, this does not raise credibility or 

encourage risk taking in trying a new service provider out. Also, if the customer is faced with 

divergent impressions about what the service provider can achieve, they can merge the messages 

they receive into one big, unrealistic expectation – something that the example brought up by Jonas 

(Northstream) illustrates. 

 

When a service provider relies on the input of their customers, having a unified message can help the 

customer understand what it is they need to bring in order for the service provision to succeed. If the 

customer is unable to clearly visualize what the underlying process of the service provision is due to 

divergent messages, they may have a hard time providing the appropriate information for the service 

provider to proceed. 

 

Lastly, Magrath (1986) suggests that the handling of unforeseen events can impact the way a 

company is viewed by potential customers, since poor handling of such events may lead to 

immensely negative word-of-mouth. One way to remedy this is to predict and plan accordingly, and 

here a unified message comes in handy. Just as during new product creation, there needs to be a 

common groundwork for the management and employees to be able to predict plausible problems 

that may arise. Going back once again to Jonas’ (Northstream) example of overpromising, throwing a 

lot of money at the problem just for someone to solve it for you may not be the best solution one can 

think of. The process of preparing for such an event of course requires that problems are not created 

by promises that are outside the scope of the company, since management and other employees 

may not have knowledge about them. 

 

The difficulty in implementing this method within a larger organization is reflected by the fact that 

the sample companies that use it in direct communication with their employees – relatively few at 

three out of eight, and additionally one that is working on it – are among the smallest ones within 

our sample. We did, however, find out that employees can use material published by the company 

(e.g. company magazine, website, etc.) as a reference to update themselves on offerings and policy, 

which means that all sample companies have the possibility to refer their employees to those 

sources. 
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5.7 Pricing 
 

The representatives of all sample companies claim that there is a routine to put a premium price on 

their offerings in order to indicate the kind of quality and outcome that prospective clients can 

expect by acquiring a particular service. The chief reason as to why the clients are charged more in 

return for their services is to let the clients know that the service they are dealing with is too good to 

be bargained with. 

 

The above introduction shows that premium pricing is used to induce the image that the company is 

providing high standard services. Mikael at Canvisa illustrates this through a metaphor with cars. The 

idea is to provide the customer with the feeling that the experience, rather than the actual outcome, 

will be better than average. As an effect of this, the pricing becomes part of the surrounding factors 

that influence the perception of an offering before the actual purchase. 

 

As Malin at RMG mentioned, pricing can also impact the internal marketing. If the employees put a 

lot of work into an engagement, and they perceive the sum that the service provider receives for it as 

low, they will start questioning the value of what they did, and if there is any point in putting in that 

amount of effort to do the same thing in the future. Premium pricing will help keep the employees 

motivated in that they feel they are doing something useful and valuable for their customers, even if 

it costs time and energy. 

 

As the interviews show, there are exceptions from full on premium pricing in order to compete for 

attractive contracts. Bernhard (Crescore) explained that there is a danger with this method, though. 

In alluring a new customer with a bargain price, one may find it difficult to justify an increase back to 

“normal” price level if the service remains the same once the customer returns for more. This, 

compounded with the two other factors influenced by premium pricing, suggests that the sample 

companies view pricing as an important tool to overcome some implications of intangibility. This is 

further displayed by the prevalence of this method, as mentioned in the beginning of this section. 

 

Slapping a premium price tag on the offerings may not be as straightforward as it seems. One must 

be careful not to overreach in terms of price-performance relationship, as it may compel customers 

to try out some other service provider. 
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5.8 Packaging 
 

Packaging of services involves enclosing an entire service offering into a ‘pack’, thus enabling the 

client to visualize that offering as a ‘product’. Packaging takes into account the feedback and 

experiences from the clients, thus helping the new clients to overcome the sense of risk attached 

when contacting a new service provider. Packaging of services adds to the knowledgeability factor for 

a service firm when it markets its offering to potential customers. It also enables the clients to 

recognize the benefits of an offering better, and at the same time, the service-producer can also 

negotiate better with regards to pricing. 

 

In attempting to keep track of the development of the service offerings over time, a service provider 

can resort to packaging services in order to make the changes more visible. With individual services, 

the changes can appear spread out and random, both between the services and in time. This can 

happen especially when more than one employee customizes and provides the service 

independently. By grouping the services that are most usually bought simultaneously into packages, 

the compound effect of the changes becomes apparent, since they can be summed up for each 

package. That way it becomes easier to tell when it is time to create a new package – which contains 

the most desired alterations of the original package – to market to the customers. This relates to 

Lovelock’s (1992) claim that a divergent EDEM among customers caused by intangibility leads to 

excessive customization of service offerings, thus increasing costs. Service packaging may actually 

help customers in their decision process by providing them with readymade solutions that are based 

on a track record of service customization, thus making it likely that the customer will feel that the 

package fits them. This also makes it easier for the service provider to mix the cost efficiency of 

standardization with a certain degree of customization, since it will remove the need for the 

additional small variations that exist in individual service offerings. 

 

Continuing on the previous paragraph, one can bring up Rushton et al.’s (1989) suggestion that 

frequent customization of a service makes it more difficult to determine what the price of performing 

that service should be. The alteration may add to or take away from the required resources of the 

original offering, which means that the original price may no longer be appropriate. By packaging 

services, the service provider makes it easier for the customer to see the total value they will be 

receiving from the encounter, something that is supported by the interview with Mikael (Canvisa). As 

the package is repeatedly provided and experience builds up, it will allow the service provider to 

establish, together with the customers, an appropriate price through the coveted value based 

pricing. Also, any alterations to the package can be valued in the same way based on the value they 

add on top of the initial offering. 

 

Similarly to the above paragraph, Rushton et al. (1989) propose that it is hard to value some of the 

ingredients in service provision, such as competence of the employee. This touches slightly on the 

internal marketing issue in the pricing section (5.7). The employees want to feel that they use their 

competence to create value – manifested in the amount of money the company receives – but at the 

same time it is difficult for a service provider to estimate this on their own. Once again packaging can 

be used to implement value based pricing in order to put a price tag on these soft factors of service 

provision. As mentioned earlier these factors appear as more of a feature during the service 
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provisions (cf. section 1.4), however a service package will put them into the context of the enhanced 

value perception, thus making it easier for the customer to appreciate their impact. 

 

Another aspect of packaging is that it can aid in planning for unforeseen events. Since there may be 

certain interdependencies between the services being provided as part of an encounter, it may be 

hard to predict them if the services are viewed independently. If they are packaged, the people 

responsible for the planning within the company will get a clearer picture of what to take into 

account. Also, Marina (Logica) mentions that the customer gets the impression that they are buying 

something thought out and tested when they buy a package, something that affects the perception 

of risk, together with the effects planning. 

 

While there are significant gains to be made by implementing packaging routines, it does not appear 

to be simple. Out of the sample companies, two already do it while a third is considering it. 

 

 

Agents 

 

One particular implication, the tight control of marketing activities warranted by the use of agents to 

sell services, could neither be verified nor disproved since none of the sample companies use them. 

 

 

Discussion 
 

In this chapter we have shown the links between theory and practice, thus affirming that the issue of 

intangibility is real, since it is being addressed within the sample companies. Whether the 

implementation of these methods was deliberate with respect to intangibility or not is irrelevant, but 

the evidence is there. Our impression is that the interviewees of the sample companies have not 

considered intangibility explicitly as a major point to philosophize around; it is just a natural thing you 

have to take on going into service provision. 

 

The methods employed by the sample companies, which have been brought up in the previous 

chapter, are not necessarily implementable for all types of service-providers. As we have shown, 

there are certain limitations that prevent them to undertake certain methods in order to overcome 

intangibility. It depends on the amount of resources available within a company to move forward 

with certain marketing activities (which at times can be related to the size of the company), and it 

also depends on the nature of the offerings, i.e. if the marketing method fits the product. For 

instance, the context may not always be right – one could argue that it might be absurd for a hotel or 

an airlines company to present the CVs of their employees to their prospective customers. Likewise, 

it might be unrealistic to expect a large event-management firm to offer smaller assignments to its 

customers during a mega-festival or a concert. Another aspect that could be mentioned is business-

to-business versus business-to-consumer marketing. The sample companies all have other companies 

as customers; however this does not seem to render any of their methods less fit for a situation 

where an individual is the consumer of the provider’s service offerings. 
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Moreover, it can only serve companies well to use creative thinking when it comes to deal with the 

issue of intangibility since creativity spurs innovation, which in turn drives progress. Accenture, for 

example, have a very creative way of tangibilizing one of their service offering (Business Process 

Management) by using impressive visualizing techniques. The video link obtained from their website 

is provided below: 

Accenture Video Link- Business Process Management 

 

This video gives the viewer a very vivid picture of how that service offering can actually benefit 

buyers and it enables the viewers to visualize the entire service ‘package’. This goes on to show that 

there are indeed many other ways of addressing the issue of not being able to depict services 

directly, which was one of the implications named by Rushton et al. (1989). 

 

Interestingly, past literature had implied that companies focus more on acquiring new customers and 

less on retaining their existing one, indicating that there are more theoretical studies on MBT (and 

OBT) and lesser on relationship selling. But after the interviews taken with specialists from the 

marketing segments, it is an unanticipated finding that these two entities are pretty much 

complementary to each other, and should be considered concurrently. There should be a certain 

balance between these two, and instead of treating them as two ends of a spectrum, they should be 

considered in tandem. 

http://www.accenture.com/se-en/Pages/service-business-process-management-overview-summary.aspx
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Table 7 below shows the different implications that arise due to intangibility and the methods used by the sample firms to mitigate them. 

 

 

Table 7: Implications of Intangibility and the Methods used by companies to mitigate them 
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        X     X       

 

  

Trials  X X          X     X       X    

Events X           X   X X X     X   

Employee as a product X X         X X         X     

Manifesting knowledgeability   X         X X         X     

Unified message     X       X X         X X X 

Premium pricing       X     X X X             

Packaging 
 

  X   X X X               X 

 

 

Methods 

Planning Place Promotion Price 

Implications 

Product 
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6 Conclusion 
 

This chapter presents the conclusion drawn from the analysis of the responses from the interviews 

conducted, and the research questions are also answered. Some recommendations are also presented 

that could facilitate companies to overcome the intangibility issue. Lastly, the limitations and several 

suggestions for further research are also stated. 

 

 

One of the major challenges which the service firms have been facing is how best to convey the 

intangible qualities of services. Upon recognizing that there is an absence of proper empirical study 

performed to examine the effects of intangibility on service marketing, the problem of this thesis was 

formulated in order to study how service firms have identified a need to come up with new and 

innovative ways of conveying the positive qualities of their intangible products to their customers.  

 

Therefore, the purpose of this thesis was to explore the effects of intangibility on the marketing 

activities of services, and after interviewing representatives of eight consulting companies, the 

research questions posed at the beginning of the study were responded to successfully. 

 

 

 Which of the managerial implications of intangibility on the marketing of services found in 

literature can be verified? 

 

 

Upon reviewing the literature, a set of managerial implications were derived, which were then used 

as the groundwork of formulating the interview questions. As a result of our study, we were able to 

verify the following implications of intangibility on the marketing of services, which can be said to be 

the difficulty to: 

 

- distinguish the features and benefits of services 

- sample services 

- determine when a new product is created as a result of customization 

- establish a suitable price for a service 

- directly depict a service 

- motivate employees to perform exceptionally 

- promote the word-of-mouth about a service 

- find the appropriate location for premises to interact directly with customers 

- control the effects of human error 

- obtain accurate customer input 

- prepare for unforeseen events 

 

Based on the aforementioned implications, the second research question was answered. 

 

 How do consulting firms overcome these implications and bring tangibility to their service 

offerings? 
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After a thorough analysis of the interviews and the marketing materials of the selected service firms, 

a list of eight methods were obtained which the companies currently use in order to overcome the 

implications of intangibility on service marketing. The methods in use are: 

 

- Referencing to existing customers 

- Offering trials 

- Holding/participating in relevant events 

- Showcasing employee competence/experience 

- Manifesting knowledgeability 

- Ensuring that all parts of the service providing organization send out a uniform message 

- Premium pricing 

- Packaging of services 

 

 

The causal link between the implications and the methods was established, thus implying that the 

problems caused by intangibility are in fact being addressed in order to promote services. This 

suggests that intangibility does indeed pose a problem to service providing companies when they 

market their offerings to their potential customers. Therefore, increasing the degree of tangibility of 

services enhance the customer’s conception of the service offering while simultaneously help them 

to restrain from the potential hazard of concocting more abstraction to an offering that already 

suffers due to lack of materiality or physicality. 

 

Though, the sample companies have not explicitly stated that they have dealt with the issue of 

intangibility straight on, but one certainly gets the impression that intangibility is indeed a major 

force to be reckoned with in the service provision; more so in the marketing front.  

 

As for generalization possibilities, it has been discussed that the tangibilization methods employed by 

the sample companies may not be essentially applicable for all types of service providers. A lot 

depends on the amount of resources a company possesses and the type of services it offers to its 

clients.  

 

 

Some recommendations 
 

After reviewing the literature, and analyzing the empirical data gained, some recommendations were 

formulated which are intended to be helpful for service firms in general. Service firms could use 

some of these proposals that were previously hinted in literature, and also derived by the authors 

upon receiving certain hints from the interviewees. 

 

- Literature reveals the necessity of having a strong word of mouth factor for service companies. 

Companies should do more in order to encourage their clients to spread the word-of-mouth 

effect positively. None of the sample companies in actuality focus on taking any steps or have any 

formalized procedures that would enhance their satisfied clients to circulate the positive word of 

mouth factor.  
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- Customers perceive service intangibility to possess a high amount of risk, also supported by 

Bebko (2000), it can serve a service firm well if they have a high reliability in their service 

offerings. Once this reliability becomes firmly established, the word-of-mouth factor would 

simply snowball. 

 

- It is noteworthy that out of the sample companies, only Logica showed a consistently high 

activity across multiple social media. Given the popularity of these media in connecting people, it 

may be beneficial for smaller companies to put more emphasis on this type of marketing. Positive 

effects in terms of e.g. word-of-mouth are plausible. 

 

 

Limitations 
 

- Due to the focus on consultancies, the variations in marketing approach due to different types of 

services offered and types of customers served could not be investigated.  

 

- Despite the fact that some of the investigated companies are multinational firms, all of the 

obtained information only concerns practices specific to the Swedish branches. It would not be 

wise to rule out the possibility of implementing other methods being employed outside Sweden 

to tackle intangibility. 

 

- In addition, this study was dependant on the responses received from consulting companies with 

the purpose of interviewing company representatives. Of the eight sample companies, only one 

amongst them was a large multi-national giant. With a more broadened sample, it could further 

be studied what methods are employed by larger companies to overcome the handicap of 

intangibility. 

 

 

Suggestions for further research 
 

There seems to be an imminent need for research in the service marketing field to explore, 

empirically, more deeply into the realm of service intangibility. With a vast majority of the research 

being carried out with a prime focus on OBT, the literature did not reveal much empirical evidence 

when it comes to MBT of the service firms. 

 

The results obtained show that the sample companies make definite efforts to improve certain 

strategies. But would it be possible to blueprint any of these strategies in order to enable other firms 

to benchmark them? It could also not be determined whether these strategies are only appropriate 

for a specific type of service firms, and not applicable to other types of service businesses.  This 

research study only uncovers the methods used by service organizations that specialize in the 

consultancy field. A more comprehensive study could be carried out that would place a focus on 

other types of service firms like education or healthcare or even logistics. 

 

An accompanying detailed study could also be carried out taking the clients’ perspective into 

account, and how they perceive the issue of intangibility and the marketing methods employed by 
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service firms. Furthermore, additional research can also compare methods employed by 

manufacturing industries to overcome the difficulties posed by tangibility of goods, if any. 

 

This study had placed an emphasis on companies that provide services on a business-to-business 

(B2B) marketing. Another thorough study placing a focus on business-to-consumer (B2C) marketing 

could also shed some light if it conforms to this study’s presumption that the methods employed by 

the sample companies would also be applicable for the B2C firms. There could be some significant 

amendments made to the marketing strategies of firms in terms of dealing with the intangibility issue 

if the focus was carried out on a business-to-consumer marketing. This aspect could also be looked 

at. 

 

It may also be very fascinating to study the marketing methods of service firms with regards to a 

different context of purchase, for example, via the internet. The different methods could be 

juxtaposed for different channels and ascertained if certain methods are more appropriate and 

adequate to market certain services, subject to their intangibility profile. It could also then suggest 

and enlighten as to why certain services are easy to sell on such a medium while some others are 

rarely purchased. 
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8 Appendix A: Interview Questions 
 

 

1. How do you see the differences in your marketing activities when it comes to dealing with a 

‘good’ and a ‘service’?  What steps do you take to productize your service offerings? 

 

2. How did you design your marketing activities; did you have to “borrow” methods normally 

applied in other sectors (e.g. manufacturing)? 

 

3. What benefits do you achieve when you take such a step of productizing? What effects does it 

have on your clients (e.g. better customer satisfaction, service quality etc.)?  

 

4. What difficulty do you face when you have to market your service offering to potential clients, as 

opposed to existing ones? Do you offer some form of trial to potential customers? 

 

5. How important is the intangibility of your offerings when it comes to the major challenges in your 

marketing activities? Would e.g. a good brand image compensate for that? 

 

6. What cues, other than operations-based (e.g. well decorated premises), do you use in order to 

make it easier for your customers to grasp the benefits of your services? 

 

7. How do you involve the customer in the formulation of your marketing strategies? Does it 

transfer into your marketing activities? 

 

8. How damaging can it be for your company if the customer misinterprets your marketing 

message? 

 

9. Literature study reveals that service organizations depend a lot on word of mouth effect to draw 

new customers in comparison with manufactured goods. How important is the ‘word of mouth’ 

factor for your company? 

 

10. Does productization enable you to determine the appropriate pricing? How do you, for instance, 

establish the price of the competence of your employees? 

 

11. Do you aim at keeping your prices as low as possible, or do you use pricing as a means of 

signaling quality? 

 

12. What drivers, other than various forms of compensation, do you rely on to make your employees 

perform “extra well/much” (internal marketing)? 

 

13. Do you use your marketing to even out the demand across time, or have you set up your 

organization to handle spikes and lows efficiently? 
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14. For service offerings, how do you handle the “human factor” of your employees (inconsistency, 

unforeseen incidents) through your marketing? 

 

15. According to you, what are the implications of intangibility for your company as a whole, and also 

for the marketing manager as an individual? 

 


