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The  objective  of  this  study  was  to  find  out  how  LUT  Energy  should  start  marketing  its 
 energy audit services, what would be the optimal pricing policy for its services and how 
 LUT Energy could manage customer expectations towards quality of its auditing services. 


In order to answer these questions, a quantitative survey questionnaire was sent by e-mail 
 to 56 companies from the regions of South Karelia and Kymenlaakso. The empirical data 
 of  the  study  was  the  answers  and  opinions  of  the  companies,  previous  researches  about 
 energy efficiency and articles and presentations about the current situation in the energy 
 efficiency market.   


The results of the study were that there is a great potential for energy audit services and 
 also  the  legislation  requires  companies  to  improve  their  energy  efficiency.  To  start 
 marketing its services, LUT Energy should first clarify its service concept and divide its 
 service offering into two offers.  It should also clarify the marketing message it wants to 
 send its customers and then do the marketing with the help of three-way-model. The best 
 pricing policy for the service would be that the price is proportioned to the future savings. 


In  order  to  ensure  the  quality  of  its  services,  LUT  Energy  has  to  make  sure  that  both 
dimensions  of  the  quality  are  managed  properly  and  to  fade  out  customer  expectations 
towards the quality the auditing work has to be monitored. 
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Tämän  työn  tarkoituksena  oli  tutkia  kuinka  LUT  Energian  pitäisi  alkaa  markkinoimaan 
 energia-auditointi  palvelujaan,  mikä  olisi  paras  hinnoittelumenetelmä  sen  tarjoamille 
 palveluille  ja  miten  se  voisi  lunastaa  asiakkaiden  odotukset  sen  tarjoamista 
 auditointipalvelujen  laadusta.  Työn  empiirisen  osan  aineistoa  varten  tehtiin 
 kvantitatiivinen  kyselytutkimus,  joka  lähetettiin  56  yritykselle  Etelä-Karjalan  ja 
 Kymenlaakson  alueella,  ja  näiden  yritysten  mielipiteiden  perusteella  vastattiin 
 tutkimuskysymyksiin.  Aineistoa  kerättiin  myös  edellisistä  tutkimuksista,  raporteista  ja 
 esityksistä energiamarkkinoiden nykytilasta Suomessa.   


Tulokseksi saatiin, että energia-auditionti palveluille on huomattava kysyntä ja tätä tukee 
myös  nykyinen  energiatehokkuuteen  kannustava  lainsäädäntö.  Aloittaakseen 
markkinoimaan palvelujaan LUT Energian tulisi ensin määritellä palvelukonseptinsa sekä 
markkinointiviestinsä  ja  jakaa  tämän  jälkeen  palvelunsa  kahteen  osaan.  Tämän  jälkeen 
markkinointia  jatketaan  markkinoinnin  kolmivaihemallin  mukaisesti.  Paras 
hinnoittelumenetelmä  on  suhteuttaa  hinta  tulevien  säästöjen  mukaan.  Taatakseen 
palveluidensa  korkean  laadun  LUT  Energian  tulee  pitää  huolta  laadun  molemmista 
ulottuvuuksista ja tarkkailla erityisesti auditointityön laatua.  
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1  INTRODUCTION 


The efficient, economic and undisturbed operation of energy systems is one of the 
 key  questions  for  industry.  Heath  and  electric  energy  are  necessary  commodities 
 for  all  industrial  plants.  One  central  factor  for  energy  saving  decisions  is  the 
 profitability  of  the  actions.  New  technologies  and  process  solutions  intensify 
 operation and reduce energy usage at the same time.      


Beside costs, there are also other things that are linked to energy production and 
 consuming. The most important of these are the environmental effects. By saving 
 heat  and  electricity  a  company  saves  the  need  of  fuels  and  this  depresses  the 
 amount  of  green  house  gases.  The  investment  into  energy  efficiency  is  also  an 
 investment into more comfortable environment.  


Making  the  energy  usage  more  efficient  should  be  a  part  of  company’s 
 policymaking and should be continuously taken into account in process planning, 
 purchase decisions  and in environment permission mechanism.  Factors that have 
 recently  added  interest  into  energy  efficiency  are  among  others  the  price  of 
 energy; need to reduce green house gases and supreme management’s concern to 
 energy usage and energy costs. Also the appeal for a green company image among 
 its interest groups drives companies to improve their energy efficiency.  


The  improving  of  energy  efficiency  should  be  seen  as  a  part  of  all  company 
 activities:  quality,  environment  and  other  control  systems.  Saving  energy  is  free 
 from competition and profitable business.  



1.1  Research background 


Nowadays,  many  energy  consumers  are  dealing  with  the  issue  of  how  to  reduce 
their energy consuming. The price of electrical energy has increased significantly 



(10)during  recent  years.  Another  reason  for  reducing  the  energy  usage  is  the 
 commitment  of  the  European  Union  (EU)  to  the  reduction  of  greenhouse 
 emissions in accordance with the Kyoto Protocol (Europa 2008). 


A  way  to  reduce  energy  consumption  and  emissions  is  to  improve  the  energy 
 efficiency of electricity consumers. In industrialized countries the industrial share 
 of energy consumption is significant. Major part of industrial energy consumption 
 is caused by systems that convert electrical  energy  into mechanical energy  using 
 an electric motor and an actuator. In the EU, these are responsible for 69 % of the 
 industrial  electricity  usage  (Almeida  et.  al.,  2003).  Typical  electrical  energy 
 conversion  applications  are  pump  drives,  blower  and  fan  drives,  and  compressor 
 drives.  Together  these  represent  approximately  70  %  of  all  industrial  electrical 
 drive systems (Almeida et al., 2003). 


As  the  potential  for  energy  savings  is  remarkable  in  new  as  well  as  in  existing 
 pumping  applications,  applicable  methods  and  practices  are  needed  to  realize 
 them. Upon to this fact the industrial enterprise ABB and Lappeenranta University 
 of Technology (LUT) have started a new kind of co-operation: the Energy Audit 
 Project. The Project is funded by ABB and the duration is two years, started in the 
 fall of 2008. 


An  energy  audit  is  an  analysis  of  energy  consumption  of  a  given  process  or  a 
 system.  The  auditing  process  concentrates  on  finding  inefficiently  operating 
 appliances  with  rotating  electrical  machinery,  such  as  pump  drives.  The  LUT´s 
 procedure  for  energy  auditing  is  developed  so  that  the  university’s  expert 
 knowledge at the field of energy efficiency can be utilized at the industrial sector. 


The  Energy  Audit  Project  is  a  good  example  of  the  co-operation  between 
university  and  industry.  From  the  university’s  point  of  view  the  purpose  of  the 
Energy Audit Project is to learn more about energy auditing, get to use the energy 
efficiency  knowledge  in  practice,  and  to  use  the  energy  auditing  procedure  as  a 
teaching aid for the students. Energy auditing gives also a possibility to utilize the 



(11)academic know-how in practice, and at the same it provides benefit to the client. 


From the client’s point of view the energy audit is supposed to produce financial 
 benefit,  but  also  to  help  the  client  to  advance  its  actions  to  more  pro-
 environmental direction. 


1.1.1  Current energy efficiency market situation  


During  the  years  1998-2004  there  have  been  over  221  million  Euros  energy 
 efficiency  investments  in  Finnish  industry.  These  investments  are  comprised  of 
 about 900 different actions, mainly in the forest industry, but also in many  other 
 energy intensive industries, such as metal and chemistry industry. The magnitude 
 of  the  implemented  investments  has  been  about  40  million  Euros  per  year. 


Because all the realization possibilities have not been realized yet, it is estimated 
 that  there  still  is  a  one  hundred  million  Euros  market  per  year  for  energy 
 efficiency investments. (Vanhanen et. al. 2006, 42) 


According to Vanhanen et al. (2006, 42) the price of energy is the most important 
 factor  that  affects  to  energy  efficiency  investments.  The  price  will  rise  in  the 
 future,  mainly  due  to  the  diminishing  resources  of  fossil  fuels  (oil,  gas)  and 
 limiting costs of the carbon dioxide and other greenhouse gases emissions. Other 
 factors that have an effect on the energy efficiency market are: 


•  Reducing of industries’ energy intensity 


•  Directions of the authorities 


•  Demands from the customers and other interest groups 


•  Demand for better profit form the owners 


•  Improving the production and material efficiency 


Industries’  energy  efficiency  market  can  be  divided  in  different  ways,  such  as: 


geographically, by the source of energy, by manufacturing or sub-process, by the 
energy intensive or into reinvestments and rationalization investments. A common 
target  for  energy  efficiency  investment  in  the  Finnish  market  can  be  found  from 



(12)the  process  solutions  like  improving  the  efficiency  of  a  pump.  (Vanhanen  et.  al. 


2006, 43-44) 


1.1.2  Legislation concerning energy efficiency markets 


The  energy  efficiency  of  individual  companies  in  Finland  has  been  improved 
 since  the  late-1990s  by  voluntary  energy efficiency  agreements.  These  are  based 
 on  a  framework  agreement  between  Finnish  industry  and  the  State  to  which 
 individual  companies  have  been  encouraged  to  subscribe.  Energy efficiency 
 agreements  today  account  for  most  of  Finland’s  energy  production,  transfer, 
 distribution  and  industrial  end  use.  The  third  round  of  energy efficiency 
 agreements between Finnish industry and the State was signed in December 2007. 


The previous round was signed in 1997. The new round will be valid from 2 008 
 to 2016. (The Confederation of Finnish Industries EK, 2009) 


Implementation of the energy efficiency agreements will play a central role in the 
 national  implementation  of  the  EU  Energy  Services  Directive.  This  directive 
 applies to companies that are not part of the emissions trading scheme. The goal is 
 to  make  their  energy  consumption  more efficient by  9  percent  by  2016.  Since 
 companies and communities subscribing to energy conservation agreements fulfill 
 their commitments through these agreements, no other mechanisms are needed to 
 monitor their operations. (The Confederation of Finnish Industries EK, 2009) 


Companies subscribing to the agreements undertake to carry out energy audits or 
 analyses  in  their  own  properties  and  production  plants,  to  draw  up  an  energy 
 conservation  plan  and  to  implement  cost-effective  conservation  measures.  In 
 addition,  subscribing  companies  undertake  to  monitor  energy  efficiency 
 continuously  and  to  introduce  energy-efficient  technologies  wherever  possible. 


(The Confederation of Finnish Industries EK, 2009) 


The large Finnish industrial energy consumers and a significant number of smaller 
ones have participated in energy conservation work already for a long time. This 



(13)focus on energy efficiency is now being systematically introduced among a larger 
 group  of  companies  and  new  sectors,  including  retail  trade  and  accommodation 
 and  restaurant  services.  The  goal  is  that  as  much  of  industry’s  energy 
 consumption as possible would be included in energy efficiency agreements. (The 
 Confederation of Finnish Industries EK, 2009) 


1.1.3  Market for energy efficiency services in Finland 


The market in Finland for energy efficiency technologies and services is growing 
 in  the  future  because  of  the  European  Union’s  energy  legislations  and  demands. 


EU  already  instructs  companies  to  improve  their  energy  usage  by  tax-guidance, 
 environment  permission  procedures  and  voluntary  actions.  Thus,  if  a  company 
 wants  to  be  a  key-actor  of  its  industry  segment  it  has  to  indicate  that  it  acts  in 
 energy  efficiency  way.  To  indicate  this  requires  measurement.  Surveying  energy 
 efficiency is crucial for a company in order to enable continuous improving of its 
 actions. (Vanhanen et. al. 2006, 40-42) 


Beside companies, Finnish government has also invested into long-spawn energy 
 efficiency.  Because  of  this  there  is  a  vast  home  market  for  energy  efficiency 
 technologies  and  services.  Nowadays  energy  efficiency  improvements  are  an 
 important  part  of  companies’  strategy  and  a  standard  way  to  act  responsible. 


Companies  have  promised  energy  efficiency  to  a  high  rank  and  direct  money  to 
 research and development because of the competitiveness between companies and 
 the  increasing  energy  price.  Also  the  government’s  legislation  and  other  norms 
 and regulations drive companies to improve their energy efficiency. (Vanhanen et. 


al. 2006, 40-42) 


Energy  efficiency is  a part of production efficiency, which is a vital  fragment of 
company’s  competitiveness.  When  a  company  improves  its  energy  efficiency,  it 
also  polishes  its  environmental  friendly  image  to  interests  groups.  Indicating  to 



(14)customers and authorities that a company acts in an energy efficient way is a key 
 position for a company in the future. (Vanhanen et. al. 2006, 40-42) 


1.1.4  Companies at the Finnish market 


There are a number of companies at the Finnish market, who offer different kind 
 of  energy  auditing  services.  The  complete  list  of  these  companies  can  be  found 
 from the Appendix 1. Some companies have the energy audit services as a part of 
 their  service  offering  while  some  companies  are  focused  on  to  offer  only  energy 
 audit services. There is also a vide differentiation what kind of services companies 
 offer.  Large  companies  offer  all  kind  of  services  from  energy  surveys  to  energy 
 analysis of the process industry while smaller companies have focused into one or 
 two services offered.   


The companies at the market differ from each other by size, number of employees 
 and  location  but  also  whether  a  company’s  energy  audit  service  is  authorized  by 
 Motiva  or  not.  Principal  rule  is  that  big  companies  tend  to  have  Motiva’s 
 authorized system and the small ones do not.  


Motiva  Oy  is  responsible  for  the  management  of  energy  audits  supported  by  the 
Ministry  of  Employment  and  the  Economy,  and  its  tasks  include  the  promotion 
and  monitoring  of  energy  auditing  activities,  the  training  of  auditing  personnel, 
and  the  quality  control  of  auditing  measures.  Energy  surveys  administered  by 
Motiva  clarify  the  total  energy  usage,  what  is  the  potential  to  save  energy  and 
sustainable  ways  to  do  the  savings.  It  aims  to  clear  the  primary  and  secondary 
process flows and all the potential energy efficiency saving possibilities. (Motiva 
Oy_A, 2009)  



(15)
1.2  Objectives and limitations of the thesis  


The case institution LUT Energy and ABB are interested to know how they could 
 get  more  customers  to  their  energy  audit  services.  This  study  focuses  on 
 examining  the  best  way  to  start  marketing  energy  auditing  services  and  finding 
 out what is the best price or pricing policy for this kind of service. In addition the 
 study  tries  to  find  out  how  customer  expectations  towards  professional  services 
 can be managed.  


In order to answer to these questions, a quantitative survey questionnaire was sent 
 by  e-mail  to  target  companies  to  collect  data.  With  the  help  of  companies’ 


opinions and the theory chapters the three research questions, seen in the table 1, 
 are answered.  


Table 1. Research questions and objectives 


Research questions  Objectives 


1. What is the best way for LUT Energy to start 
 marketing its auditing services? 


To provide ways to market LUT Energy’s 
 auditing services, to clarify the service concept 
 and the service message. Suggestions for 
 marketing actions. 


2. What is the optimal prize or pricing policy 
 for the case company’s service? 


To find out how the pricing of LUT Energy’s 
 service could be done. 


3. How to manage customer expectations 
 towards quality of LUT Energy auditing 
 services? 


To discover customers’ expectations towards 
 service quality and examine how LUT Energy 
 can be seen as a reckoned and professional 
 option to provide high quality auditing services. 


The  first  question  considers  the  best  possible  way  to  start  marketing  the  LUT 
Energy’s auditing services. It aims to clarify the case company’s service concept 
and  what  kind  of  message  it  should  point  out  in  its  marketing.  Also  some 
suggestions  for  marketing  actions  are  being  made.  The  second  question  tries  to 



(16)find out how the pricing of the case company’s services could be done. The third 
 question  looks  for  ways  to  manage  customer  expectations  towards  the  quality  of 
 LUT Energy services.  


The literature and theory used in this thesis is related to service marketing, quality 
 of  services,  pricing  of  services  and  to  customer  expectations  towards  services. 


Because  a  lot  of  information  exists  about  these  subjects,  only  the  issues  that 
 concern  the  empirical  part  are  noticed.  The  technical  part  of  the  energy  audit 
 service  offered  by  the  case  company,  such  as  the  calculations  and  theory  about 
 accomplishing an energy audit, are left out from the study.  


At  first  the  idea  was  to  send  an  e-mail  to  the  companies  located  less  than  two 
 hundred  kilometers  from  Lappeenranta.  But  because  the  amount  of  companies 
 rose so high, some restrictions had to be made. Target companies were afterwards 
 selected  from  a  bounded  geographic  area  and  also  the  amount  of  employees  and 
 the  business  area  were  criteria  for  the  delimitation  of  the  companies.  Selected 
 business  areas  where  those,  that  have  some  kind  of  industrial  production.  The 
 fields  of  business  that  were  selected  were  paper  and  chemistry,  food  industry 
 (bakeries)  small  industrial  companies  and  municipal  institutions,  such  as  water 
 purification  plants.  In  the  end  56  companies  were  selected  for  the  survey 
 questionnaire. 



1.3  Structure of the thesis  


In  order  to  make  the  study  as  accurate  as  possible  a  careful  documentation  is 
 needed.  This  enables  the  reader  to  evaluate  assumptions  from  his/her  own 
 perspective  and  decide  whether  they  find  them  suitable  or  not.  (Hirsijärvi  et  al. 


1997,  217-218)  In  order  to  achieve  this,  the  assumptions  and  argumentations  are 
clearly  presented.  The  thesis  consists  of  eight  main  chapters  the  order  and  the 
structure seen in the table 2 with inputs and outputs from every chapter.  



(17)Table 2. Structure of the thesis 


Input  Chapter  Output 


Research background 
 Motives 


Chapter 1 
 Introduction 


Research questions and 
 objectives 


Delimitations 


Theory about services 
 Theoretical framework of 
 marketing services 
 Theory about pricing of 
 professional services 


Chapter 2 


Marketing of professional 
 services 


Nature of services 
 Service concept 
 Pricing strategy 


Choosing the right price 
 Price and the service quality 


Theoretical framework of 
 creating a marketing plan 


Chapter 3 


Creating a marketing plan for 
 services 


Understanding the theoretical 
 framework 


Theoretical framework of 
 services’ quality and customer 
 expectations towards services 


Chapter 4 


Quality and customer 
 expectations 


Experienced service quality 
 Managing quality 


Managing expectations 
 towards services 


Research method 
 Source of data 


Chapter 5 
 Methodology 


Survey questionnaire 
 Criteria for evaluating the 
 study 


Information about the 
 company 


Chapter 6 


Case LUT Energy and ABB 


Service offered by LUT 
 Energy 


Results of the survey 
 questionnaire 


Chapter 7 


Results and analyses 


Analyses of the results 


Results of the thesis  Chapter 8 
 Conclusions and 
 recommendations 


Conclusions 
Marketing actions 
Evaluation of the study 
Further research needs 



(18)The  first  chapter  introduces  the  background  and  motives  of  the  thesis,  meaning 
 what were the reasons from the company’s point of view to carry out this study. 


Background  chapter  also  presents  the  current  market,  legislation  and  competitor 
 situation  of  the  energy  audit  services.  Second,  the  three  research  questions  are 
 presented and explained, followed by the main objectives and delimitations of this 
 study. After the introduction chapter come the three theory chapters.  


Chapter two, marketing  of professional services, is the first theory chapter and it 
 tries to clarify what is a service and how services can be differentiated. The main 
 points  of  this  chapter  are  the  professional  services,  how  they  are  different  from 
 normal  services  and  what  the  clarification  for  them  is.  This  chapter  also 
 concentrates  to  the  service  concept,  why  it  is  important  to  define  and  to 
 productization and how it helps to market services and it introduces a three-way-
 model and an ABC customer selection to the reader. This chapter also aims to find 
 out what the pricing strategy for services is, how to choose the right price and how 
 the  price  may  affect  to  service  quality.  Chapter  three  clarifies  how  a  marketing 
 plan for services can be created and what kind of service communication methods 
 can  be  used  for  marketing  of  services.  Chapter  four,  the  third  theoretical  chapter 
 presents how the quality of the service is experienced and how the quality can be 
 managed. Purpose is to find out how the case company could improve its services 
 quality from the customers’ point of view.  


Fifth  chapter  presents  the  methodology  of  the  study.  It  introduces  the  method 
 used, survey questionnaire to the reader and explains how these kinds of surveys 
 should be done correctly. This chapter also presents the theoretical foundation for 
 the thesis, which aims to help to answer to the research questions and the criteria 
 for  evaluating  the  study.  The  source  and  selection  of  data  is  also  introduced,  as 
 well as how the questionnaire was conducted in practice.  


The  chapter  six  presents  LUT  Energy  and  ABB.  It  starts  with  the  company 
introduction  and  then  comes  the  introduction  of  the  service  offered  by  the  case 
company.  In  the  chapter  seven  the  results  of  the  survey  questionnaire  with  the 



(19)help of bar graphs and analyses of the results are presented. The chapter eight, last 
chapter, presents the conclusions of the research questions for the case company, 
the evaluation of the study and possible further research needs.  
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2  MARKETING OF PROFESSIONAL SERVICES 


According  to  Gröönroos  (2000,  78)  a  service  is  complicated  phenomenon.  This 
 concept has many meanings from personal services to services as a product. Any 
 appliance  or  almost  any  product  can  be  a  service  if  the  seller  tries  to  adapt  the 
 solution  according  to  customer’s  distinctive  needs.  This  makes  the  concept  of 
 service wide.  


There  are  as  many  definitions  for  service  in  the  marketing  literature  as  there  are 
 the types of services. Following definition tries to clarify the idea of a service.   


“A  service  is  any  act  or  performance  that  one  party  can  offer  to  another  that  is 
 essentially  intangible  and  does  not  result  in  the  ownership  of  anything.  Its 
 production may or may not be tied to a physical product.” (Kotler & Keller 2006, 
 402)  



2.1  Taxonomy of services 


According  to  Barry  &  Terry  (2008,  234)  services  can  be  divided  into  two  sub-
categories: consumer services and business-to-business (B2B) services, as can be 
seen  in  the  figure  1.  Consumer  services  are  delivered  to  individuals  or  group  of 
individuals  whereas  B2B  services  are  delivered  to  organizations.  Consumer 
services include services as banking, insurance and health care. B2B services can 
further  be  divided  into  two  subcategories:  professional  services  and  industrial 
services.  Professional  services  are  for  services  companies  and  contain 
management  consulting,  investment  banking  and  catering.  Industrial  services  are 
delivered  mainly  to  manufacturing  firms  and  are  divided  into  pre-purchased 
industrial  services  (e.g.  engineering),  industrial  services  delivered  at  purchase 
(such as training of staff) and after-sales industrial services, for example technical 
maintenance.  



(21)Because  of  the  amount  of  different  levels  of  services  demanded  by  various 
 customer  segments,  marketers  can  no  longer  develop  a  generic  customer  service 
 package  that  will  be  appropriate  or  provide  a  satisfactory  level  of  services  to  all 
 the market segments served. This means that in order to obtain and or maintain a 
 relative competitive advantage in the marketplace unique service packages have to 
 be developed. (Boyt & Harvey 1997, 292) 


Figure 1. Taxonomy of services.  (Barry & Terry 2008, 234) 



2.2  Professional services 


The  professional  services  are  facing  a  changing  market  environment,  with 
increased competition and more technically savvy clients, and, as a consequence, 
competition  has  evolved  to  incorporate  process  and  outcome  quality,  rather  than 
simply technical quality. (Reid 2008, 374) 



(22)Professional  services  are  often  the  most  difficult  services  to  define  and  the  most 
 immaterial  ones;  plans,  ideas  and  advices.  Professional  services  are  work 
 performances,  which  remain  often  something  concrete  outcome.  Professional 
 services  can  be  seen  as  tasks  that  someone  else  can  not  do  by  himself  but  need 
 someone  else’s  help.  Usually  an  expert  is  needed  to  solve  client’s  current  or 
 futuristic  problem.  The  expert  has  to  help  the  client  to  choose  for  him  a  good 
 solution  in  the  long  run  and  to  protect  with  his/her  expertness  from  potential 
 problems in the future. The co-operation between the expert and the client begins 
 with analyzing the present state and what needs to be done to reach the targets.  


 (Sipilä 1992, 17-20) 


Distinguishing  the  professional  services  from  other  services  can  be  difficult. 


However,  Gummesson  (1981,  106)  writes  that  there  may  not  be  one  commonly 
 accepted definition. But he finds three criteria, which help to find out if a certain 
 service is professional service or not. These criteria are: 


•  Expert  service  provider  is  a  person,  who  has  a  particular  competence  to 
 advise and concentrate on solving problems 


•  Experts  usually  have  a  common  identity,  which  represents  their  field  of 
 know-how. Experts are adjusted by the traditions, rules and ethics of their 
 special field 


•  Experts  provide  the  service  only  by  the  order  of  a  client  and  expert’s 
 participation is confined to the limits of the assignment 


A  typical  characteristic  of  professional  services,  which  includes,  for  example, 
 management  and  technical  consulting,  is  that  the  services  are  innovated  and 
 delivered  in  ongoing  close  cooperation  with  the  client.  Knowledge  intensiveness 
 is another distinguishing characteristic of professional services, where knowledge 
 has a role both as a resource and as a service sold to clients.(Smedlund 2008, 865)


In  professional  services,  as  in  most  services  in  general,  the  reason  of  the 
highlighted  role  of  the  client  is  related  to  the  fact  that  the  client  provides 



(23)significant  inputs  into  the  production  process,  making  the  success  of  the  service 
 heavily reliant on client input. In most cases of professional services, innovation is 
 carried  out  during  the  delivery  of  the  service  rather  than  in-house  before  the 
 commercialization phase. (Sampson & Froehle 2006, 332-333)  


The role of the relationship with a client is significant in the everyday operations 
 of the professional service firm, regardless of whether the service delivered is one 
 that has been recently discovered or is well established. Decision making process 
 in  professional  services  involves  both  parties  and  they  try  to  reach  a  mutually 
 agreeable  solution  to  customer’s  problems.  The  nature  of  the  relationship  can 
 range from a weak to a strong, internalized one that may require physical presence 
 of  the  professional  service  firm’s  personnel  in  the  operations  of  the  client.  The 
 quality  and  strength  of  a  relationship  is  pronounced,  when  the  relationship  is 
 utilized  actively,  that  is,  not  only  as  an  item  in  a  reference  list  to  potential 
 customers,  but  in  ways  where  the  reference  customer  is  actively  involved  in  the 
 marketing process. A  good reference  relationship is such that that the supplier is 
 enable to communicate the value of that relationship to the potential customer in a 
 way  which  the  potential  customer  can  evaluate.  References  are  especially 
 important  if  the  supplier  is  relatively  unknown  in  the  market.  In  this  kind  of 
 situation potential customers may request an open inspection possibility of at least 
 one or two well operating reference installations. The utilization of references has 
 an  important  role  in  winning  potential  new  customers  and  breaking  ongoing 
 competing  supplier  relationships.  (Laing  &  Lian  2005,  119-120;  Salminen  & 


Möller 2006, 14-15) 


Professional services are thought to require expertise, comprise credence qualities, 
be heterogeneous, or be critical, recommendations are considered important. It is 
certainly understandable that subjects would be more inclined to go to the trouble 
of obtaining  a recommendation when the results delivered  are thought to depend 
on the expertise of the service provider, or are not felt to be such as can be judged 
even after the service is performed. (Thakor & Kumar 2000, 73)  
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2.3  Marketing of services 


Marketing  of  services  involves  two  separate  subtasks,  which  are  traditional 
 marketing  and  interactive  marketing.  These  two  tasks  are  linked  together  as 
 shown  in  the  figure  2.  These  subtasks  tie  up  with  the  concepts  company  profile 
 and the needs of market.  (Gröönroos 1982, 41) 


The needs on the market are the basis of marketing. Service concept, the core of 
 company’s  service  offer,  is  arisen  from  the  needs  that  the  company  sees  it  can 
 fulfill. Service offers are directed to solve the customer’s problems. The profile of 
 the  company  enables  the  whole  marketing  action.  If  there  is  no  known  and 
 generally  accepted  profile,  customers  may  not  even  be  interested  in  purchasing 
 any services. (Gröönroos 1982, 41-42) 


Figure 2. Marketing model for services. (Gröönroos 1982, 42) 



(25)In the figure 2 the middle field stands for interactive marketing processes, which 
 is  also  the  critical  part  of  the  model.  The  objective  of  the  interactive  marketing 
 function  is  to  manage  the  resources  involved  in  the  buyer-seller  interactions  and 
 the  actions  here  form  the  service  offers  to  the  customers.  Outside  the  interactive 
 model are the processes, which belong to traditional marketing tasks. (Gröönroos 
 1980, 7; Gröönroos 1982, 42) 


If a service company wants its interactive marketing to be successful and managed 
 in a market-oriented way, there must be a clear conception of the needs or wants 
 of the target groups of consumers. The buyer-seller interactions and the resources 
 involved  can  not  be  developed  without  a  customer-oriented  statement  of  the 
 company’s  service  concepts  or  service  ideas.  The  company  has  to  know  what 
 kinds of needs it could attempt to satisfy, the resources can be planned and used in 
 a customer-oriented manner. (Gröönroos 1980, 9) 


2.3.1  Service concept 


Service  concept  expresses  the  idea  what  needs  the  company  tries  to  fulfill,  to 
 which customer groups, with which resources and in which way. Service concept 
 is an abstract notion, which has to be concretized to a clear offer, that customers 
 can  buy  and  in  the  consumption  process  to  witness  and  estimate.  A  certain 
 services offer has to be made, which defines how the service is as a product. Here 
 it  is  important  to  remember  how  quality  is  experienced.  Both  the  technical  and 
 practical quality has to be taken into account.  


In the figure 2 the first phase is the inner triangle. Components of the basic service 
 offer are: 


1.  Core service 
2.  Accessory services 
3.  Support services 



(26)Core  service  is  the  reason  for  a  company  to  be  on  a  market.  Accessory  services 
 are needed so that the customer is able to use core services. Without one or more 
 accessories  the  core  service  is  not  possible.  Support  services  are  added  to  basic 
 service offer to make it more tempting from the customer’s point of view and can 
 make the service outstanding in comparison with the services of competitors. The 
 service should also be made accessible to the target customers in an attractive and 
 convenient manner, so that they will be satisfied with the way in which they can 
 both buy and consume the service. All these components together form the basic 
 service offer – what the customer gets. (Gröönroos 1980, 12, 14; Gröönroos 1982, 
 44) 


After forming the basic service offer company has to create the extended service 
 offer,  how  the  customer  feels  the  interactions  between  the  buyer  and  service 
 provider. The inner circle in the figure 2 lights up how basic service offer can be 
 advanced into extended service offer. In this process there are three events, which 
 have to be considered: 


1.  Attainability of the service 
 2.  Interactions 


3.  Customer participation 


A  single  customer  has  to  be  informed  actively  on  how  he  can  handle  the  future 
 situations  that  come  on  his  way.  (Gröönroos  1982,  45-46)  If  the  whole  service 
 offer  is  working  in  the  way  the  customer  wants  it,  the  interactive  marketing 
 triangle is in control and the experienced overall quality good.  (Gröönroos 1982, 
 46) 


2.3.2  Productization of the service 


The productization of the professional service can be seen as developing of work 
methods  and  processes  and  creating  of  structures  in  a  case  oriented  way.  Before 
productization  the  service  provider  has  to  clarify  its  own  customer  strategy. 



(27)Productization  improves  the  efficiency  in  many  ways.  It  improves  the 
 performance  of  the  development  work  by  giving  it  clear  goals  and  gives 
 possibilities  to  make  the  work  distribution  more  efficient.  The  quality  of  the 
 service improves too. The operation is systemized, the planning of the operations 
 are specified and the customer expectations clarified. (Sipilä 1995, 16-17) 


Customers recognize the productized services more apparently and it is easier for 
 them to familiarize and to compare to other service offers. Also the pricing of the 
 service is more effortless. What come to marketing, a productized service can be 
 easily presented to the customers through different marketing channels than hazy 
 service  and  gives  more  marketing  possibilities  for  the  service.  (Sipilä  1995,  18-
 20) 


2.3.3  Three-way model and continuous marketing  


It  is  a  common  mistake  to  suppose  that  marketing  of  services  ends  when  the 
purchasing  has  been  generated.  Things  that  happen  after  the  purchase  are  more 
important and affect to customer’s opinion on service. In the table 3 is the three-
way  model,  which  is  based  on  the  customer  relationship  lifespan.  According  to 
this model services marketing is continuous action which involves three separate 
phases and the marketing target and steps are different in every phase. Model also 
indicates  that  analyzing  of  the  customers’  need  is  unlike  in  every  stage.  Three-
way model is a useful base for long-term competition strategy. (Gröönroos 1982, 
47) 



(28)Table 3. Three-way model and long-term competition strategy. 


Phase  Marketing goal  Marketing action  Need analysis 


Early stage  To  awake  interest 
 towards  the  company 
 and its service offer 


Traditional  marketing 
 triangle 


Potential  analysis  of 
 marketing segments 


Buying process  To  generate  the  first 
 sale 


Traditional  marketing, 
 supplemented  with 
 interactive marketing 


Specifying  the  needs 
 during  the  buying 
 process 


Consuming process  To  create  re-sale  and 
 long-term  customer 
 relationships 


Interactive  marketing 
 operation 


Observing the quality 
 and  the  analysis  of 
 new needs during the 
 consuming process 


At the early stage the company tries to raise interest among its customers with the 
 help  of  advertising  in  media,  PR  and  personal  selling  efforts.  External 
 communication  between  the  potential  customers  and  the  service  provider  is 
 crucial. All the marketing efforts at this stage belong to the traditional marketing 
 triangle.  Normal  marketing  studies  are  used  to  clarify  the  potential  segments. 


(Gröönroos 1982, 47) 


When  the  potential  customer  has  been  interested  in  the  service  provider’s  offer, 
marketing efforts are directed to the personal needs of the customer. Here begins 
the  next  stage,  buying  process,  where  the  general  interest  should  be  turned  into 
sales. Service provider arranges meetings, which aims to clear the customer needs, 
the  budget  and  finally  the  actual  sale.  A  lot  is  depended  on  whether  the  seller 
recognizes the customer’s needs or not. The most important marketing effort here 
is the personal selling, which belongs to traditional marketing and can be further 
support by interactive marketing actions. During the buying process the needs of 
the customer are specified. (Gröönroos 1980, 16; Gröönroos 1982, 48-49) 



(29)To complete the buying process successfully, service provider has to create long-
 term customer relationships, which happens at the last stage, consuming process. 


The interactive marketing function is responsible for success or failure. Marketing 
 action  is  directed  to  interactive  marketing  in  order  to  gain  re-sales.  Satisfied 
 customer may use the service again. The need analysis at this stage is divided into 
 observing  the  service  quality  and  detecting  new,  still  hidden,  needs.  (Gröönroos 
 1980, 16; Gröönroos 1982, 49) 


2.3.4  The process of marketing services 
   


There  are  two  different  sides  in  the  marketing  of  professional  services:  keeping 
 the  current  customers  and  gaining  new  ones  as  can  be  seen  in  the  figure  3. 


Maintaining the customer relationships is usually based on trust formed from the 
 earlier  assignments.  However,  gaining  new  relationships  is  based  on 
 recommendations  and  the  conspicuousness  of  the  service  provider.  When  a  need 
 is  recognized  by  the  client,  he/she  probably  will  take  contact  to  the  company, 
 which he/she knows already. (Sipilä 1992, 39) 


Figure 3. The process of marketing professional services. (Sipilä 1992, 40) 



(30)Professional  services  are  usually  carried  out  as  assignments  or  projects.  These 
 projects  can  vary  from  ten  minute’s  meeting  to  year  long  projects  and  can  be 
 performed  by  one  or  thousands  of  people.  Marketing  in  these  kinds  of 
 assignments is very comprehensive. Marketing is a part of all actions and happens 
 through the well done work. During the on-going project the service provider has 
 to ensure that the customer will rely on the same provider when he needs the same 
 kind  of  services.  The  inner  marketing  during  the  co-operation  is  vital  for  the 
 succeeding.  Both  the  service  provider  and  the  client  have  to  guide  their  own 
 personnel to act as the marketing strategy directs. (Sipilä 1992, 40-41) 


Sipilä  (1992,  42,  238-239)  states  that  the  primary  way  to  get  new  customers  is 
 through  the  contacts  from  earlier  customers,  references  and  selling  by 
 recommendations. A well-done job is a reference and former  clients can  be used 
 in  the  marketing  work.  They  can  be  interviewed  in  their  own  information 
 newsletters and be asked to tell about the implemented projects. Conspicuousness 
 is  important  for  the  service  providers  who  want  new  customers.  It  can  be  added 
 but  it  is  often  a  sum  of  many  factors.  Most  suitable  ways  to  increase 
 conspicuousness are:  


•  Earlier tasks 


•  Committing to tasks that break the news threshold 


•  Doing work for those who have a vide relationship network 


•  Newsletters, articles, books 


2.3.5  ABC customer selection 


The selecting of customers can be done according to the table 4 shown below after 
selecting  the  criteria  for  every  group.  Then  the  groups  are  divided  according  to 
these criteria. (Sipilä 1998, 25) 



(31)Table 4. ABC customer selection. 


Customer groups  Criteria  Customers in the group 


A group  Strategically important 


Solvent 


Constant demand 


B group  Solvent 


At times projects 


C group  Time-to-time buyers 


X group  Profitless 


Dividing  the  customers  into  different  groups  helps  the  service  provider  in  the 
 customer service tasks in practice and saves time. The marketing of professional 
 services has to be very ambitious and goal-oriented. (Sipilä 1998, 26) 


After the selection of customers it is time to create marketing plans for each of the 
 groups  individually.  The  essential  marketing  measure  is  so  well  done  work  that 
 the  customer  is  willing  to  use  the  service  again  in  the  future  and  a  reference  is 
 done for possible usage in the future marketing. The goal is that customers act as 
 sellers and gain new customers. (Sipilä 1998, 27-29) 


The  marketing  of  professional  services  is  relationship  marketing.  The  reference 
 network  of  customers  and  good  relationships  are  vital.  In  a  selling  event  it  is 
 difficult for a service provider to proclaim himself as an expert. That is why cross-
 selling is more efficient and plausible than direct selling. (Sipilä 1998, 29-30) 


The  productization  of  the  service  helps  gaining  new  customer  relationships  and 
clear  pricing  system  supports  the  company’s  truthful  image.  In  a  continuous 
customer relationship the good project management and the ideas presented to the 
customer  initiatively  are  stressed.  The  common  planning  and  development  work 
with the customer is the most effective marketing at its best. (Sipilä 1998, 30) 
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2.4  Pricing of professional services 


The pricing of services has two major challenges according to Docters (2004, 23): 


•  The  intangible  nature  of  services,  which  means  companies  face  a  more 
 variable set of customer demands  


•  The  high  likelihood  of  the  services  being  irreplaceable,  with  the  cost  of 
 failure going beyond the price of service 


Price has an influence on the customer’s opinion of the value of the service. It also 
 affects  to  customer’s  choice  between  different  services  and  is  usually  the  only 
 concrete  thing,  which  the  customer  can  estimate  before  purchasing  the  service. 


The  right  price  is  important  in  services  because  of  their  intangibility.  The 
 invisibility  of  services  makes  that  which  is  visible  even  more  important  to 
 customer’s  purchasing  decisions.  Price  is  a  visible  indicator  of  a  service’s  level 
 and quality. (Berry & Parasuraman 1991, 101-102; Ojasalo 2008, 74)  


The expectations and experiences of the customers form the basis for the service 
 provider to plan its service level and the pricing. When the sales person knows the 
 customers expectations, he can plan the marketing so that the company separates 
 from the competitors and gives the customer extra value. (Gröönroos & Järvinen 
 2000, 42) 


2.4.1  Pricing strategy  


Pricing strategy can be described as a tripod, as shown in figure 4, with the three 
lower boxes representing costs, competition and value to the customer.  



(33)Figure 4. The pricing tripod. (Lovelock 1996, 362) 


The  costs  to  be  recovered  set  a  floor  to  use  the  price  that  may  be  charged  for  a 
 specific service, the value of the product to the customer sets the ceiling, whereas 
 the  price  charged  by  competitors  with  similar  services  offered,  sets  the  actual 
 price level. (Lovelock 1996, 362)  


The pricing strategy includes many different factors. The most important ones are 
 linked  to  the  positioning  of  the  offering  at  the  markets.  The  pricing  strategy  can 
 not  be  planned  efficiently  without  studying  the  benefits  of  the  service  to  the 
 customers, also called the overall quality experienced by the customer. The price 
 and  quality  of  the  competitors’  offerings  also  influences  the  pricing  strategy. 


(Ojasalo 2008, 97) The price-quality strategies are illustrated in the figure 5.  



(34)Figure 5. Price-Quality Strategies. (Ojasalo 2008, 98) 


For  the  each  pricing  strategy  situated  at  the  diagonal  axle  (High  value,  Middle 
 value  and  Economic  value)  there  can  be  one  or  more  companies  at  the  market. 


Against  these  strategies  the  competing  company  can  attack  with  the  strategies 
 situated on the right in the table (Super high value, Very high value, Good value). 


The  strategies  situated  on  the  left  side  (Overpricing,  Apparent  economic  value, 
 Robbery  pricing)  are  called  overpricing  strategies  and  using  these  may  cause 
 customer complains. (Ojasalo 2008, 97)  


2.4.2  Choosing the right price 


The  basis  for  the  pricing  strategy  of  professional  services  is  in  the  goals  of  the 
service  provider.  The  service  provider  himself  has  to  have  a  clear  vision  of  the 
pricing  criteria,  because  it  increases  the  confidence  in  the  selling  situation.  The 
productization of the service gives an opportunity for services’ product prices and 



(35)clarifies  the  promises  made  to  the  customer  about  the  service.  The  former 
 references help to clarify the customer benefits to the client and customers with a 
 high  reference  value  or  an  ability  to  provide  access  to  other  actors  or  markets 
 should  be  given  special  attention.  References  have  a  significant  function  in  all 
 major growth strategies of the firm. They facilitate the marketing of new complex 
 products  to  present  customers,  and  help  in  winning  new  customers  in  present 
 markets.  The  need  for  references  is  especially  high  in  companies  which  try  to 
 enter new markets where they do not have an  established reputation. All  kind of 
 statistics  and  research  outcomes  about  improving  results  and  benefits  help  to 
 convince the customer, too. (Jalkala & Salminen 2008, 3; Sipilä 1998, 88) 


Controlling  of  the  pricing  strategy  is  constant  expert  knowledge  for  the  service 
 provider  which  ensures  that  for  each  and  every  customer  can  be  given  the  right 
 price,  depending  on  the  current  situation.  Showing  the  pricing  strategy  to  the 
 customer increases reliability as such. (Sipilä 1998, 83) 


One  efficient  way  to  sell  the  service  is  the  gap-model.  The  customer  may  not 
 know accurately what the benefits of the service offered are. In order to clarify the 
 situation a seminar is arranged to educate the customer about the possibilities. The 
 goal of this seminar is to conduct a present state analyze, where the gap between 
 the present state and the possibilities is gathered up by the service offered. (Sipilä 
 1998, 89) 


2.4.3  Price as an indicator of service quality 


Customers are likely to use price as an indicator of both service costs and service 
quality. The price is an attraction variable and repellent. Customers’ use the price 
as  an  indicator  of  quality  depends  on  several  factors,  one  of  which  is  the  other 
information  available  to  them.  When  service  cues,  such  as  brand  name, 
company’s  reputation,  to  quality  are  easily  accessible,  customers  may  prefer  to 
use those cues instead of price. In other situations, when quality is hard to detect 
or  when  quality  or  price  varies  a  great  deal,  customers  may  believe  that  price  is 



(36)the best indicator of quality. Another factor that increases the dependence on price 
a quality indicator is the risk of purchasing the service. (Zeitham. & Bitner 1996, 
490-491) 



(37)
3  CREATING A MARKETING PLAN FOR SERVICES 


Developing a marketing plan for services involves two tasks: selecting the target 
 market  in  which  the  enterprise  is  to  operate  and  to  develop  a  marketing  mix  for 
 each  target  market  selected.  Marketing  plan  begins  with  the  analyses  of  the 
 current  market  and  environment  situation  and  continues  with  company’s  inner 
 analyses. These analyses can be divided into exterior and interior analyses, which 
 attempt to answer following factors (Cowell 1984, 59; Sipilä 1992, 87-88): 


•  Markets 


•  Alteration factors affecting the branch of business 


•  Success factors of the branch of business 


•  Competitor analyze 


•  Summary: threats and possibilities 


After  the  analyses  the  building  of  a  marketing  strategy  continues  with  choosing 
 the  competitive  factors  and  the  strategy  for  customer  relationship  marketing. 


According to Sipilä (1992, 48) professional service provider’s marketing strategy 
 consists of choosing the suitable mix of following competitive factors: 


1.  Customer population 


2.  Conspicuousness and the company image 


3.  The technical and functional quality of the service 
 4.  The versatility of the service offer 


5.  Price competitiveness 


Each of these competitive factors can be given a different value according to the 
significance  that  the  factor  has  in  the  business  area  the  company  operates.  After 
that  the  company  assesses  itself  and  the  major  competitors  relating  to  these 
factors. (Sipilä 1992, 49) 



(38)According to Sipilä (1992, 75-76) a professional service provider can choose from 
 three different strategies to handle its customer relationship marketing: 


•  Contact marketing 


•  Project marketing 


•  Customer satisfaction marketing 


Contact  marketer  aims  to  maximize  the  profit  of  a  single  act  of  a  customer. 


Contact  marketer  does  not  care  about  the  continuity  of  the  relationship  between 
 the customer and the provider. This strategy can be good if the provider has a vide 
 amount  of  customer  contacts,  if  the  customer  needs  the  service  casually  and  if 
 there are no major competitors at the market. 


The  project  marketer  is  interested  in  only  certain  sized  of  projects.  When  the 
 project  is  over  the  customer  is  forgotten  until  the  time  the  customer  has  a  new 
 project to offer. The project marketer chooses the best customers from the market. 


(Sipilä 1992, 77) 


If  the  service  provider  chooses  the  customer  satisfaction  marketing  strategy  it 
 aims  to  create  long-lasting  and  profitable  customer  relationships.  According  to 
 this  strategy  the  service  provider  cares  not  only  his  profitability  but  also  the 
 customer’s. (Sipilä 1992, 77) 


Sipilä  (1992,  91-92)  states  that  after  the  service  provider  has  chosen  the  suitable 
 competitive factors and customer relationship marketing strategy it starts to define 
 its marketing strategy. The main points of the strategy are: 


1.  Summary of the basis of the marketing strategy  


•  Markets, potential customers, competition situation 


2.  The base line of the marketing strategy 


•  Choosing the target groups, quantitative and qualitative goals 



(39)3.  Implementation of the strategy 



3.1  Service communication 


Communications  are  a  form  of  evidence  about  the  service  offered.  These 
 communications come from company itself and from other interested parties and 
 are delivered in a variety of media and convey much about the service – for better 
 or  worse.  From  billing  statements  to  advertising,  from  customer  word-of-mouth 
 communications to company signage, from membership cards to personal selling 
 – all these various communications send clues about the service, either the right or 
 wrong ones. Service companies that effectively  want to manage communications 
 make  both  the  service  and  the  message  they  sent  more  tangible.  (Berry  & 


Parasuraman 1991, 98) 


The  aim  of  service  communication  is  to  persuade  the  customer  why  he  should 
 choose just the service provider’s offer, not the competitor’s one. The goals of the 
 service  communication  are  the  increasing  of  conspicuousness  of  the  company, 
 affecting  to  customers’  attitudes  and  to  get  sales.  The  first  phase  to  start  service 
 communication  is  to  define  the  target  customers,  the  message  that  the  service 
 provider  wants  the  potential  customers  to  know  and  after  that  some  numeric 
 targets that the communication should fulfill. The message should be well formed, 
 and differentiate enough from the competitors’ ones. The message also has to be 
 understood correctly by the target groups. (Lahtinen & Isoviita 1994, 3-5)  


Cowell (1984, 162) states that professional service communication can include the 
 following channel possibilities: 


•  Advertising 


•  Personal selling 


•  Conspicuousness in publicity 


•  Sales promotion 



(40)Using  of  many  channels  in  the  same  time  gains  better  results.  Even  though  the 
 communication  is  planned  well,  there  may  be  some  disturbing  factors,  one  of 
 them  being  the  competitors.  Service  providers  have  to  remember  that  the 
 communication  is  always  two-way,  the  sender  of  the  message  gets  feedback  in 
 return, even that the sender gets no answer is feedback, it means that the message 
 did not reach the target. (Lahtinen & Isoviita 1994, 6) 


3.1.1  Advertising 


The  main  role  of  advertising  of  services  is  to  inform,  persuade,  or  remind 
 consumers about the service being offered. Consumers cannot be expected to use 
 a  service  they  do  not  know  about;  therefore  the  primary  objective  of  the 
 promotion is to create consumer awareness. (Hoffmann & Bateson 1997, 184) 


According to Mortimer (2001, 133-134) the advertising in services marketing has 
 six roles, which are as follows: 


•  To  make  the  service  more  tangible  by  showing  physical  evidence 
 and using concrete language  


•  To encourage word-of-mouth communication. 


•  To  present  the  customer  provider  and  the  customer  in  the 
 advertisements 


•  To document the level of service being provided 


•  To show the service encounter 


•  To build a strong brand image 


The nature of advertising is that the advertiser itself tells the things it wants to the 
customers.  This  has  a  conflict  against  the  nature  of  a  professional  service 
provider,  one  can  not  define  it  as  a  professional  but  the  expertness  has  to  be 
earned. That is why all the advertising that is not produced by the service provider 
itself is effective. (Sipilä 1992, 364) 



(41)The best way to exploit advertising is to increase conspicuousness. This can be an 
 advertisement  in  the  local  news  paper,  which  only  shows  the  logo  and  a  simple 
 idea  which  aims  to  create  attention.  Advertising  may  not  be  an  efficient  way  to 
 increase  plausibility  and  trustworthy,  which  are  the  most  important  goals  in 
 advertising  professional  services.  This  is  because  the  advertisement  should  have 
 references  and  examples,  which  can  be  confidential.  The  amount  of  information 
 can  increase  to  a  great  dimension,  which  can  lead  to  that  it  is  easier  to  make  a 
 company brochure rather than an advertisement. (Sipilä 1992, 364-369) 


3.1.2  Personal selling 


The  success  in  personal  selling  depends  on  the  interaction  between  the  service 
 provider and the customer. The person responsible for the personal selling has to 
 have vide general knowledge, good knowledge of his own branch, communication 
 skills, the right attitude and activity to appeal to people. (Oikkonen 1992, 68) 


In  the  beginning  of  the  personal  selling  situation  the  seller  has  to  find  out,  what 
 are  the  customer’s  needs.  Questions  have  to  be  literal  and  the  customer  has  to 
 have the opportunity to answer inclusive rather than just yes or no. This way the 
 potential customer also tells not only about his needs but also about the hopes and 
 attitudes.  After  the  discussion  the  seller  can  perform  a  solution  for  customer’s 
 problem and the acts that needs to be done. (Korkeamäki 2000, 34) 


3.1.3  Conspicuousness in publicity 


The  conspicuousness  in  publicity  comes  about  through  long  time  practice  in  the 
business,  well-known  works  and  presenting  in  public.  The  service  company  can 
affect by its own actions to its conspicuousness: by flyers, articles, books, expert 
opinions and through the contacts it has. Even the company’s customers affect: do 
they recommend the company forward or not. (Sipilä 1992, 321-322) 



(42)3.1.4  Sales promotion 


Participating  to  the  exhibitions  is  a  part  of  sales  promotion.  Exhibitions  can  be 
 arranged  to  company’s  customers,  retail  sellers  or  to  consumer  markets.  The 
 participating  asks  the  service  provider  careful  planning  and  preparation.  Before 
 participating  the  provider  has  to  consider  whether  the  exhibition  is  suitable  for 
 company or not. The former amount of visitors, prices and other exhibitors has to 
 be found out. A specified goal, whether it is getting new customers or to present 
 the service offered, has to be set also. (Bergström & Leppänen 2001, 309) 


A lot of time is needed for the planning of the exhibit section. The section should 
 be  appealing,  original  and  the  company’s  message  to  the  customers  clear. 


Drawing  people  to  the  section  and  getting  attention  may  request  some  kind  of 
 startling thing. Both the presenter and the presenting material have to updated and 
 ready  to  answer  customers  questions.  All  the  people  who  visited  the  section  are 
 listed  to  be  used  in  the  marketing  in  the  future.  (Bergström  &  Leppänen  2001, 
 310-311) 



3.2  Managing word-of-mouth communication 


Word-of-mouth is important to the services marketers’. Word-of-mouth refers to a 
phenomenon  where  customers  informally  communicate  with  each  other  about  a 
supplier  and  its  products  and  performance.  Consumers  tend  to  rely  on  word-of-
mouth  to  reduce  the  level  of  risk  and  the  uncertainty  that  are  often  associated 
when  purchasing  a  service  rather  than  advertising.  Because  of  this  the  service 
marketers  should  make  an  effort  to  identify  the  process  how  customers  gather 
information  about  services  and  place  their  offerings  in  the  path  of  consumers 
seeking  information.  It  is  important  that  the  firms  systematically  gather 
information  from  new  clients  about  the  sources  of  information  they  used  when 
selecting the firm. (Jalkala & Salminen 2008, 2;  Kotler &  Keller 2006, 404-405, 
Mangold et al. 1999, 73-74) 



(43)In  addition  to  these  efforts,  the  service  company  should  position  itself  in  the 
 obvious path of potential customers who are seeking information. This effort may 
 involve  sponsoring,  participating  in  seminars,  workshops  and  community  events 
 related  to  the  service  provider’s  offering  and  advertising  in  local  newspapers. 


(Mangold et al. 1999, 81-82) 



(44)
4  QUALITY AND CUSTOMER EXPECTATIONS  


The quality of a service is complicated in nature. This is because the consumer of 
 a service can and will evaluate a vast amount of different resources and activities 
 in  connection  with  the  production  resources  and  the  production  process  when 
 forming  his  opinion  of  the  service.  There  is  also  a  thin  line  between  customer 
 satisfaction and the quality experienced by the customer. Customer satisfaction is 
 a wider concept and the experienced quality is an element of satisfaction. Besides 
 quality,  there  are  other  factors  influencing  the  satisfactions,  such  as  price  and 
 situation  and  personal  factors.  Customer  satisfaction  is  seen  as  one  of  the  most 
 important factors indicating company’s future. (Gröönroos 1980, 6; Ojasalo 2008, 
 252-254) 


Usually, when customers are satisfied with the quality of service received from a 
 particular  firm,  there  is  a  strong  probability  that  they  will  also  use  the  same 
 company  for  other  services.  There  can  be  seen  a  relationship  between  service 
 quality, client satisfaction and client loyalty. The figure 6 illustrates the following 
 basic sequence: service quality leads to client satisfaction, which in turn leads to 
 client loyalty. (Ismail et al., 2006, 739-742) 


Figure 6. Audit Service Quality. (Ismail et al., 2006, 742) 
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