
 

DRIVERS AND BARRIERS 

OF CROSS-BUYING IN 

B2B DIGITAL 

MARKETING SERVICES  

MASTER THESIS 

Authors: 

Ella Louise Cecilia Rhodin 125040 

Viktoria Kardum Holjevac 103648 

Supervisor: Tobias Schäfers 

No. of characters/ No. of pages: 178,839 / 83 

Date: 15.09.2020 

Cand. Merc. Customers and Commercial development 



ABSTRACT 

 

The purpose of this thesis is to identify and verify determinants that influence a digital 

marketing agency’s clients’ cross-buying intentions. Specifically, it is a case study that 

explores and identifies determinants that influence the client’s cross-buying intentions when 

they are offered to cross-buy the digital marketing agency’s newly introduced creative 

service. Furthermore, the determinants are further validated and categorized into barriers and 

enablers that influence the clients’ cross-buying intentions of the newly introduced creative 

service. The new creative service is a service that consists of developing creative content and 

creative branding concepts that can be used in digital platforms that the marketing agency’s 

clients are present on. The idea behind implementing the creative service is for the case 

company to be able to offer a complete digital marketing service solution. 

By interviewing experts both in the digital marketing field and within sales and the creative 

agency field, relevant determinants are identified. The determinants that are identified are 

payment equity, switching cost, sales expertise, trust, and perceived value. By applying 

conceptual theories and insights regarding the determinants and by using secondary data (data 

concerning relationship length and depth) from the case company’s CRM system, a 

questionnaire was created that was sent out to the case company’s clients. Based on the 

results of the questionnaire, regression models were run and the output of the regressions was 

analyzed and discussed in relation to the experts’ perspectives and the academic literature. 

The findings indicate that the strongest driver is switching costs. Other identified drivers are 

relationship length and one variable within payment equity. The identified barriers were 

perceived value, sales expertise, and one variable within payment equity. Trust was not 

considered due to inaccurate results and relationship depth (retainer size) was perfectly 

independent to cross-buying the creative services.  

 

Based on the results relevant suggestions for the case company are discussed.  
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1.0 INTRODUCTION 

1.1 Background 

 

Nowadays the practice of retaining and enhancing customer relationships has become vital 

for companies, which is referred to as relationship marketing. Relationship marketing is 

defined as “attracting, maintaining and - in multi-service organizations - enhancing customer 

relationships” (Berry, 1995, p.236). The concept relationship marketing gained attention in 

the literature in 1983 and the end goal with relationship marketing is to create mutual 

economic value, both for the supplier and the customer (Copulsky & Wolf, 1990). One 

common strategy for retaining and enhancing customer relationships that have advanced in 

the literature is cross-selling (Kamakura, 2008). Cross-selling is a technique where a supplier 

attempts to sell additional products or services to existing customers (Ngobo, 2002). It has 

further been defined as providing customers with products/services that add value to the 

customer (Jones et al., 2005). Relationship breadth occurs through the use of cross-selling 

(Soureli, Lewis, & Karantinou, 2008). Relationship breadth is defined as the number of 

services or additional products that a customer uses, in other words, the act of cross-buying 

(Soureli et al., 2008). Furthermore, it has been argued that in order to be able to cross-sell, 

companies must have a profound understanding of customer needs, and suppliers' ability to 

understand those needs depends on the extent of the customer relationship (Kamath, Shenoy, 

Kumar, Nayak & Kuppuswamy,  2003).  

There are many benefits both for customers and for supplies when both parties engage in 

cross-selling. From the supplier's point of view, it has been shown that cross-selling to an 

existing customer cost less than acquiring new ones (Rothfeder 2003) and that existing 

customers are more willing to cross-buy compared to new customers (Andrews 1999). For 

example, when selling to existing customers, less money needs to be spent on acquisition 

costs (Reichheld & Sasser, 1990). It has further been proven that cross-selling enhances and 

broadens customer relationships (Kamkura, 2008) and because of that, it has been shown that 

it also increases the switching barriers both in terms of psychological and monetary switching 

costs (Kamakura et al. 2003). Lastly, because of the relationship enhancement, the supplier 

learns more about the existing customers’ wants and needs which in turn improves the 
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supplier's ability to cross-sell (Kamakura, 2008). In summary, from the suppliers’ point of 

view, it has been shown that cross-selling generates profitability, customer retention, 

increased switching costs, and greater customer loyalty (Kamakura 2008; Kamakura et al. 

2003). 

From the customers’ point of view, there are also several benefits when purchasing from the 

same provider. It is highlighted in the literature that buying from the same service provider 

simplifies and reduces the customer's buying process (Homburg & Kuester, 2001). This can 

in turn strengthen the relationship with the supplier since the customer only needs to focus on 

a few suppliers  (Homburg & Kuester, 2001; Ansell, Harrison, & Archibald, 2007). Lastly, 

since the relationship strengthens it has also been shown that suppliers are able to create more 

value for the customer (Homburg & Kuester, 2001).  

Even though companies invest a lot of time and effort in improving cross-selling through, for 

example, programs, the selling efforts are not always successful. The success of cross-selling 

can depend on numerous factors such as internal salesforce expertise, motivational incentive, 

and knowledge transfer among departments (Ngobo, 2002). Nonetheless, the success of 

companies’ cross-selling opportunities also depends on the customer's willingness to cross-

buy. There are several factors that influence the customer's willingness to cross-buy. Cross-

buying can be referred to as the purchase of different products or services from the same 

suppliers’ product/ service portfolio (Reinartz Thomas & Bascoul, 2008). Verhoef and 

Donnkers (2005) point out that cross-buying is a part of the augmenting the relationship 

between the customer and the supplier. Thus, it is important to understand what impacts 

customers’ willingness to cross-buy.  
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1.2 Problem discussion 

Although the importance of cross-selling is obvious, the relationship breadth is a somewhat 

unexplored topic and few researchers have identified the factors that influence cross-buying. 

Those that have studied the factors influencing cross-buying are many within the business-to-

consumer setting. There are studies that investigate cross-buying within the insurance 

industry (Ngobo, 2004; Verhoef, Franses & Hoekstra, 2002), the banking industry  (Soureli et 

al., 2008), and the retail industry (Kumar et al., 2008; Reinart, Thomas & Bascoul, 2008; Liu-

Thompkins & Tam, 2013). Some studies have been carried out in business-to-business such 

as within telecommunication (Boles, Johnson & Barksdale, 2000) and general supply chain 

(Newell, Belonax, McCardle, & Plank, 2011). Furthermore, the academic literature has 

focused on different determinants that may have an impact on cross-buying such as loyalty 

(Ngobo, 2004; Kumar, George & Pancras, 2008), customer satisfaction (Verhoef et al., 

2001), trust (Aurier & N’Goala, 2008, Verhoef et al., 2002), social bonding (Paulssen & 

Roulet, 2017), salespeople expertise (Crosby, Evans and Cowles, 1990), switching cost 

(Ngobo, 2004), payment equity and relationship duration (Verhoef et al., 2001) to name a 

few.  

From those academic studies, there are mixed findings on different determinants that have an 

impact on cross-buying. In addition, to the authors of the thesis knowledge, there is a very 

limited amount of studies of cross-buying intention that have been carried out in the digital 

marketing industry. The digital marketing industry is interesting because the industry is a 

constantly evolving and growing industry where the possibility for real-time connectivity 

with the customers and consumers is bringing the opportunity of customized products, 

services, and communication (Galante, Moret & Said, 2013).  

The case company in this thesis is a digital marketing agency that has recently introduced a 

new creative service that differs from its core service offering. The core services of the case 

company are within digital marketing which entails search engine marketing and paid social 

marketing on platforms such as Google, Facebook, and Bing. The new creative service 

however is focused on creating creative content and creative branding concepts that can be 

used in digital platforms for marketing purposes which differs from its core services. The 

case company’s core services are within performance marketing (lower funnel marketing) 

while the new creative services are a softer type of service (upper funnel marketing and 
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branding). The idea behind implementing the creative service is for the case company to be 

able to offer a complete digital marketing service solution. The creative service has the 

intention to also focus on tailoring the creative content to the various digital marketing 

platforms that the clients are present in, thereby improving the overall performance of the 

digital marketing service that the case company is currently offering. With this type of new 

service, the case company’s aim is to handle all the digital channels including the creative 

content that its clients advertise on. This is because today it is very common that clients have 

different agencies when it comes to digital marketing services and creative services.  

Due to the introduction of the new creative service, the management of the case company 

plans to get the service out in the market by cross-selling the creative service to its existing 

customers. The management is uncertain of how to successfully cross-sell the new creative 

service as they have not done this before and are currently tapping into a completely new 

service area that they have not experienced selling in before. However, in order to cross-sell 

the new creative service, it is important to understand what influences customers when cross-

buying the service. As previously mentioned, the academic literature presents various 

determinants of cross-buying that can be relevant for the case company when deciding on 

who and when to cross-sell their creative services. Hence, in order to be successful, it is 

important to realize what are the barriers and drivers of cross-buying for the existing 

customers.  

Owing to the fact that there are mixed findings in the academic studies in regards to what 

impact cross-buying and the current challenge the case company faces when cross-selling, the 

authors find it interesting to study what are the determinants that impact the existing clients 

of the case company. This would in turn enlighten the case company to be familiar with the 

drivers and barriers that their current clients face when choosing to cross-buy.  

 

1.3 Purpose and research question 

The overarching purpose of this study is two-fold. The purpose is to first explore and identify 

determinants of cross-buying the case company’s clients may consider when offered the new 

creative service. Second, the purpose is also to validate drivers and barriers that the case 
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company’s existing clients face when offered the new creative service. The authors of the 

thesis intend to fulfill the purpose of the study by answering the following question:  

What are the determinants that influence the case company's existing clients to cross-buy the 

new creative service? 

What are the potential drivers and barriers the case company’s clients’ face when offered to 

cross-buying the new creative service? 

  

1.4 Delimitation of the study 

While the case company has eight offices, this thesis only focused on the Copenhagen office. 

The reason for this is because of the outbreak of COVID19 which resulted in the other offices 

having to deprioritize helping out the authors of the thesis with relevant participants for 

interviews and client contacts. This restricted access to information on clients and potential 

experts for interviews limited the ability to investigate all possible clients' perspectives to the 

different determinants when it comes to cross-buying. The authors, however, believe that the 

main perspectives have been captured by including a total of 76% of all clients in 

Copenhagen which allowed the authors to identify and to analyze the drivers and barriers of 

cross-buying creative services at the case company.  
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1.5 Structural overview 

 

The thesis consists of six chapters proceeding the introduction chapter: 

Chapter 2. Theoretical framework: Previous research on payment equity, switching cost, 

sales expertise, perceived value, trust, relationship length, and depth.  

Chapter 3. Methodology and Method: The chapter comprises the authors’ choice of research 

philosophy, research design, and strategy. Besides, the authors highlight the consequences of 

selecting that methodological approach  

Chapter 4. Empirical findings: Findings from the expert interview and questionnaire 

answers from the existing clients are outlined.  

Chapter 5. Analysis and Discussion: The identified determinants are analyzed and discussed. 

Based on the analysis, the authors categorize the determinants into drivers and barriers.   

Chapter 6 Conclusion and Limitations: The authors summarize the key findings of the 

thesis and ultimately answer the research question. In addition, the limitations of the thesis 

are outlined.   
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2.0 LITERATURE FRAMEWORK 

 

This chapter will outline concepts and arguments presented by academic scholars in terms of 

relevant determinants that have an impact on the cross-buying intention. The determinants 

that are presented were identified during the expert interviews. The structure of the chapter 

will be divided into sub-headings where the authors explore the academic perspective on each 

determinant. Specifically, the thesis will focus on the theoretical aspects of cross-buying, 

cross-selling, payment equity, switching cost, sales expertise, trust, perceived value, 

relationship length, and relationship depth.  

It is also important to highlight that the authors have used an academic study from both 

business-to-business and business-to-consumers perspectives. While the case company of the 

thesis is within the business-to-business setting, the authors believe there is relevant academic 

literature from business-to-consumers and other industries that the authors can utilize even 

for the case company. 

 

2.1 Cross-selling and cross-buying outcomes 

From the sender or the sellers’ perspective, cross-selling can be defined as the practice of 

offering additional products and/or services to an existing customer (Ngobo, 2004). Cross-

selling, however, concerns the seller’s effort to sell more products or services to the existing 

customer (Ngobo, 2004). Therefore, in order for a seller to cross-sell, the customer should be 

willing to cross-buy. Cross-buying can also be termed as relationship breadth which is the 

“add-on” buying process of a customer (Bolton, Lemon & Verhoef, 2004). Despite cross-

buying techniques being important for different sectors and contexts, the primary research on 

the insurance industry (Ngobo, 2004; Verhoef et al., 2002), the banking industry (Soureli et 

al., 2008), and the retail industry (Kumar et al., 2008; Reinarter al., 2008; Liu-Thompkins & 

Tam, 2013). 

There are numerous advantages for both the buyer and the seller when it comes to cross-

buying. By choosing to cross-sell to existing customers, suppliers can benefit from growth 

opportunities, a stronger customer relationship, and increased sales (Kamakura 2008). Cross-
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selling can also lead to improved customer satisfaction, loyalty, a greater share of wallet per 

customer, and higher customer value (Kumar, George and Pancras, 2008). The sellers get the 

benefit of the reduced customer acquisition cost, enhanced customer retention, reduced 

marketing spending, secure market share, and revenue growth (Yvas and Math, 2006). 

Customers also enjoy the advantage of cross-buying through the possibility to save on 

transaction costs, one-stop-shopping (or more efficient buying process), and minimize the 

formalities such as contracts and paperwork (Yvas and Math, 2006). Also, customers benefit 

from better customer service (if the service offered suits their needs) and gain the benefit of 

receiving more deals as the customer spends more on services or order more bulk from the 

same supplier (Schmitz, Lee & Lilien, 2014; Tuli, Kohli, & Bharadwaj 2007).   

In terms of customer relationships, cross-selling plays a vital role because of numerous 

reasons. One of the reasons is that it is known that existing customers cost less to serve 

compared to new customers (Kamakura, 2008; Rothfeder, 2003). Another reason is the 

increase in a relationship can result in an increased barrier of switching as the relationship 

builds a psychological cost of switching (Kamakura et al. 2003) (discussed in more detail 

later).  In addition, a firm is able to learn more from a customer and therefore make more 

effective marketing targeting (Kamakura, 2008). Reinarts and Kumar (2003) found that 

customers that have bought different products from the same supplier tend to have a longer 

profitable lifetime duration compared to other customers of the same supplier.  

Cross-selling is a promising technique to use by companies to gain the above advantages, yet 

many financial firms have witnessed numerous unprofitable customers that cross-buy from 

the same supplier (Shah, Kumar, Qu & Chen, 2012 sourced Brown 2003, Weissman, 2006). 

Shah and Kumar (2012) found that companies that cross-sell to every customer can be costly 

as a big portion of those customers that cross-buy tend to be unprofitable for the company. 

This has to do with the fact that some customers are “profit-destroyers”. Similarly, Liu-

Thompkins and Tam (2013) identifies consumers who fall within the unprofitable cross-

buyers and are highly habitual (has a stable and maintaining a habit) are more likely to find it 

hard to sell them new services or products compared to customers that are less habitual. 

Similarly, a study has shown that customers with unprofitable behavior tend to bring along 

the behavior when purchasing other services or products from a supplier (Shah et al., 2012). 
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2.2 Payment equity 

Payment equity, according to Bolton and Lemon (1999) can be defined as a customer's 

perceived fairness of the price that he/she pays for the product or service offered by the seller. 

Payment equity is related to customer price perception (pricing policy by the seller), 

competitors’ pricing policy, and perceived quality of the product or service by the seller. 

Through the perception of the economic benefit of buying the service or goods compared to 

the economic cost, the satisfaction assessment of the price is determined by the customer 

(Bolton and Lemon, 1999). Bolton, Kannan, and Bramlett (2000) pointed out that customers 

who compare services or goods with other buyers in the market have a notable impact on the 

customer length and depth (the relationship duration and the level of usage of the product or 

service). This may be of importance for the decision to cross-buy as well.  

There are mixed findings in terms of how payment equity contributes to cross-buying 

intentions. Payment equity has been examined to have a positive correlation with customer 

purchasing behavior and customer retention (Verhoef et al., 2001). Bolton and Lemon (1999) 

examined the effect payment equity has on customers’ service usage and retention. They 

found that customers’ perceived price fairness, which is influenced by prior purchasing 

behavior and comparisons with competing offers, positively affects satisfaction which in turn 

is essential for customer retention and the frequency of repurchases. Also, the study found 

that customers have an interest in keeping their payment equity steady with their suppliers. 

Bolton and Lemon (1999) suggest that a customer's service usage and retention can be 

achieved through pricing strategies, marketing communication, and customer satisfaction 

management (Bolton & Lemon, 1999). Moreover, Verhoef, Franses and Hoekstra (2002) 

studied the impact trust, satisfaction, and payment equity has on the number of services 

purchased by a customer from the same multi-service provider, while also examining the 

relationship age as a moderating effect. They found that payment equity is positively related 

to customers purchasing services from the same multiservice seller. However, they also found 

that there is a negative effect as relationship age increases the effect of payment equity and 

hence cross-buying (Verhoef et al., 2002).  

Verhoef, Franses and Hoekstra (2001) studied the impact of satisfaction and payment equity 

on cross-buying at a multiservice provider. They found that payment equity has a modest 

negative effect on cross-buying, meaning a seller that may have a low price policy. Hence, 
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they argue that companies need to understand that what makes a customer has high perceived 

payment equity, should not expect to see cross-buying behavior by the customers. This can be 

justified as Evanschitzky, Malhotra, Wangenheim and Lemon (2017) suggest that customers 

want to preserve the payment equity they currently have with a seller. Hence if a customer 

has high payment equity, the customer may be less interested in increasing their buying 

portfolio and in turn deteriorate the perception of high payment equity. Furthermore, 

Verhoef, Franses and Hoekstra (2001) found that payment equity has a negative effect on 

cross-buying when the relationship between buyers and sellers is lengthy compared to a short 

relationship. This negative interaction effect may result in customers that have been with a 

seller for a long time, are becoming more price-sensitive (Verhoef, Franses & Hoekstra 2001; 

Reinartz & Kumar, 2000). Another reason why payment equity can have a negative impact 

on cross-buying is customers may not have an accurate perception of fair pricing in a service 

context (Evanschitzky, Malhotra, Wangenheim, & Lemon, 2017; Verhoef et al., 2001). This 

can be due to services being very vague in terms of what is being served. For example, one 

can add more features, hours and conditions to the service offered. This makes it hard for 

customers to be able to compare such service with competitors (Evanschitzky et al., 2017). In 

addition, in nature, it is hard to know the actual outcome of a service before it is 

“experienced” or executed. Therefore, it is difficult for a customer to assess whether the 

actual service is fair for the price paid (Evanschitzky et al., 2017). Also, another finding from 

Verhoef, Franses and Hoekstra (2001) is that if the seller has better payment equity compared 

to the competition, then the customers’ willingness to cross-buy other services to the same 

seller increases. Meaning that comparing price fairness with competitors has a great effect to 

change the customers’ willingness to cross-buy. Thus, when there is a large selection of 

buyers, the competition is considered more influential to the customer’s decision making 

(Verhoef, Franses, & Hoekstra, 2001).  

Furthermore, in the insurance sector context, Verhoef (2003) explored the effect payment 

equity has on customer share development, which is defined as the change in customer share 

between different points in time. This is valuable information that one may draw conclusions 

on cross-buying, as the increase of customer share is derived from cross-selling different 

products or services (Verhoef, 2003). The study found that payment equity only plays a 

marginal role when it comes to sharing development. Verhoef (2003) points out that the study 

focused on customers' current experiences with the seller. Such an experience can be assumed 
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that it is not transferred to other products or services offered by the same seller. Also, 

customer's price fairness perception can be hard to translate into action as new events may 

occur that may result in why a customer does or does not purchase other services by a seller. 

Therefore, Verhoef (2003) argues that payment equity should be viewed as an accessory that 

shapes customer commitment and cross-buying intentions.  

 

2.3 Switching cost 

The concept of switching cost can be defined as the cost a buyer faces when switching from 

one supplier to another (Porter, 1980). In the literature, there is a distinction between 

monetary and non-monetary switching costs. The monetary switching cost is referred to the 

financial expenses when switching from one supplier to another while the non-monetary 

switching cost is referred to psychological expenses such as time and effort (Dick & Basu, 

1994). In other words, when considering switching costs, one can differentiate between the 

economic switching cost and the psychological switching cost (Jones et al., 2002). Based on 

these two perspectives the concept of switching cost has been further classified into three 

types of costs in the literature, namely procedural switching cost, financial switching cost, 

and relational switching cost (Burnham, Frels & Mahajan, 2003).  

 

Procedural switching cost refers to the time and effort it takes to switch from one supplier to 

another (Burnham et al., 2003). The financial switching cost is defined as all the monetary 

expenses incurred in switching suppliers as well as the loss of financial benefits that get lost 

if switching to a new supplier (Burnham et al., 2003). In contrast to procedural and financial 

switching costs, Burnham et al. (2003) argue that the relational switching cost is related to the 

emotional and psychological unpleasantness when changing from an existing supplier to a 

new one. Relational switching costs arise if the customer has been attached to and developed 

a relationship and social bonds with its current suppliers and starts feeling emotional and 

psychological unpleasantness when switching to a new supplier (Burnham et al., 2003). In 

addition to these three perspectives, Jones et al. (2002) divided switching costs into six 

different dimensions. According to Jones et al. (2002), the six dimensions are loss of 

performance cost, uncertainty cost, search and evaluation costs, behavioral and cognitive 
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costs, setup costs, and sunk cost. The loss of performance cost arises if the customer has 

developed a relationship with the supplier and gets certain benefits and privileges that will be 

lost if the customer changes to a new supplier (Jones et al., 2002). Uncertainty costs arise if 

the customer feels uncertain concerning the performance of a new supplier when switching 

(Jones et al., 2002). According to Zeithaml et al. (1985), uncertainty costs are higher when 

the quality is harder to determine and uncertainty costs are therefore more common when it 

comes to services due to the intangible and heterogeneous nature of a service.  Jones et al. 

(2002) further define search and evaluation costs as the cost the customer incurs when having 

to search for and evaluate potential suppliers. Behavioral and cognitive cost is when a 

customer has selected a new supplier and it requires time and effort to learn about the new 

supplier and the service routines (Jones et al., 2002). Set up costs arise when a customer has 

switched to another supplier and Jones et al. (2002) define it as the time and effort required 

when onboarding and setting up a new customer. Lastly, a sunk cost is according to Jones et 

al. (2002) defined as the unavoidable time, effort, and money that the customer sacrifices in 

order to build a new relationship with a new supplier. These six dimensions of switching cost 

can therefore be seen as costs that the customer experiences before switching to a new 

supplier (i.e. lost of performance cost, uncertainty cost, and search and evaluation cost) and 

costs that occur subsequent to switching (i.e. behavioral and cognitive cost and set up cost) 

where the sunk costs concerns costs can arise both before and after switching (Jones et al., 

2005).  

The role of switching costs and its effect on customer relationships, customer loyalty, and 

cross-buying intention has received considerable attention both in practice and in the 

literature. Earlier studies have shown that switching cost has an influence on customer 

retention and that it gives opportunities for companies to cross-sell to customers (Patterson, 

2004; Li et al., 2005; Kumar et al., 2008). Therefore, it has been argued that understanding 

customers' perceptions of switching costs is vital for predicting and understanding customer 

retention (Anderson, 1995; Fornell, 1992). Yet, in the literature, there is not clear how 

switching costs are related to cross-buying and there is no consensus regarding the 

relationship between switching cost and cross-buying. In order to understand the relationship 

between switching costs and cross-buying, it is vital to understand why the customer’s 

willingness to maintain and/or expand relationships with its suppliers (Bendapudi & Berry, 

1997).  
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Bendapudi and Berry (1997) distinguish between two types of relationships, namely 

constraint-based and commitment-based. Bendapaudi and Berry (1997) describe that 

customers stay in a relationship because they feel forced to (i.e. constraint-based) or because 

they want to (commitment-based). The constraint-based relationship is common when there is 

an asymmetrical relationship and the customers experience a high switching cost and simply 

stays in the relationship due to the high costs of switching (Geyskens et al., 1996). In other 

words, when there is a constraint-based relationship the customer may stay loyal only 

because they experience high switching costs (Geyskens et al., 1996). In contrast, the 

commitment based relationship is when the customer stays in the relationship because of the 

unique and distinctive service offering and because of that, the customer fears a loss of 

benefits if they would switch to another supplier (Bendapudi & Berry, 1997).  It has been 

argued in the literature that the type of relationships can determine if the customers are open 

for cross-buying. Customers who experience the constraints based relationship and stay loyal 

for the sake of high switching costs may be less willing to cross-buy. This is because that 

would increase the risk of being dependent on one supplier for several services and the cross-

buying will raise the barriers of switching (Ngobo, 2004). Yet, it has also been shown in the 

literature that customers with a constraint-based relationship who perceived a high switching 

cost have been willing to maintain and stay in the relationship and ultimately expand the 

relationship by cross-buying (Lijander & Sandvik, 1995). Moreover, it is argued that 

customers perceive to have a commitment based relationship with the current supplier 

because they feel they get more value compared to other suppliers and would therefore be 

open to cross-buy (Bendapudi & Berry, 1997).   

 

 

2.4 Sales expertise 

The sophistication of products and services reduces the concreteness of their value which is 

where salespersons come into play (Crosby et al., 1990). One vital attribute of a salesperson 

is the salesperson’s expertise. A salesperson’s expertise is an attribute that is positively 

correlated with influencing customers to make a purchase (Crosby et al., 1990). A 

salesperson’s expertise can be described as the attribute of having the right knowledge, 

experience, and skills for a specific topic (Crosby et al., 1990). Knowledge is associated with 
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the understanding and the perception concerning the industry and knowledge on how to 

supply the services and products that he/she sells (Crosby et al., 1990). Experience is 

associated with obtaining insights from past interactions (Rapp, Bachrach, Panagopoulos & 

Ogilvie, 2014). Skills can be teaching customers about the products and services, tailor the 

services and products towards the needs of the customer, and have control over the sales 

process (Rapp et al., 2014). A customer's perception of sales expertise is derived from the 

experience of being offered solutions specialized for a customer’s problem, which comes 

from the salesperson's knowledge, experience, and skills (Liu and Leach, 2001). Sales 

expertise can be categorized as “performance-related”, meaning the salesperson's ability to 

successfully provide service offers to customers (Coulter & Coulter, 2003; Kotler, 1997). 

This can also include salesperson reliability, promptness, and the ability to customize to a 

customer (Coulter & Coulter, 2003).   

There is an extensive amount of academic research on how sales expertise makes the 

salesperson seem more trustworthy to the customers, (Crosby, Evans & Cowles, 1990; 

Newell et al., 2011; Macintosh, 2007; Coulter and Coulter, 2003; Doney & Cannon, 1997) 

and even among project participants (Park & Lee, 2014). Crosby, Evans and Cowles (1990) 

made a framework in which they found that salesperson expertise positively influences sales 

for complex services in a long term setting. In addition, sales expertise has a positive impact 

on short and long-term relationships with customers through its ability to impact relational 

quality with customers. The reason for this may be that the salesperson expertise role in the 

short term is to make sense of the product or service line to the customer while in the long-

term sales expertise is a more consultative role where the salesperson helps the customers 

overall business (Cosby, Evans & Cowles, 1990). In addition, Corsby et al., (1990) found that 

in order to make a successful sale, a salesperson level of expertise is necessary when it comes 

to selling complex goods or services. This can be justified as the salesperson offers a sense of 

assurance to deliver and not keep information from the customer (Corsby et al., 1990). 

Coulter and Coulter (2003) report that the expertise of a salesperson is a way to influence the 

customer to think that the company the salesperson is representing is credible and 

trustworthy. 

Furthermore, salesperson expertise has also been positively related to customer satisfaction, 

loyalty, and ultimately higher sales (Liu and Leach, 2001; Crosby et al., 1990). One reason 
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for this is because when a buyer perceives a salesperson to be an expert, the buyer may likely 

believe that the communication with the salesperson is productive and valuable in order to 

make a purchase decision (Liu & Leach, 2001). Woodside and Davenport (1974) showed that 

the perceived salesperson expertise by the customer has a substantial effect on purchase 

intention for a cleaning kit, compared to a salesperson that was perceived as a non-expert. Liu 

and Wu (2007) found that sales expertise has a positive impact on customer retention and 

willingness to cross-buy. In addition, they also found that with the use of a trust as a 

moderating factor, sales expertise has a significantly stronger impact on cross-buying and 

customer retention.   

While Crosby et al. (1990) discovered the importance of salesperson expertise in sales 

effectiveness, Boles et al. (2000) found that it is not the case when looking at it from business 

to business perspective. They found that salesperson expertise is of greater value in 

determining salesperson effectiveness (e.g. account penetration, cross-selling, and up-selling) 

for a consumer (business-to-consumer) compared to a business customer (business-to-

business) (Boles et al., 2000). While sales expertise is necessary for all sales 

communications, it may differ due to a few reasons. One reason may be that a consumer that 

is looking for life insurance with a bank may only have one to two meetings with a 

salesperson of the bank. Therefore, the salesperson’s expertise may have a greater weight on 

consumers’ decision making at the initial meetings. Compared to business to consumer 

settings, the business-to-business sales process requires more interaction between the 

customer and the seller before a sales pitch is closed. Which can suggest that a business 

customer does not have to rely on sales expertise for help in decision-making (Bole et al., 

2000). In addition, business customers tend to be more informative about the product or 

service they are buying compared to an average consumer. Thus, a business customer would 

not only necessarily acknowledge salesperson skills or knowledge in order to make a 

purchase (Boles et al., 2000). Similarly, Newell et al. (2011) studied sales expertise in a 

business-to-business setting. They found that sales expertise is not as vital as the need of 

having a strong emotional (personal relationship) connection with the customer in order for a 

customer to be loyal and keep purchasing from the same supplier that the salesperson is 

representing. Compared to other promotional channels, it can be proposed that a salesperson 

is involved in forming an emotional bond with the customer. By nurturing the relationship, 



18 

the customer may develop trust and ultimately become loyal and repurchase from the same 

supplier (Newell et al., 2011).  

 

2.5 Trust 

The concept of trust originates from the social exchange theoretical field where it is 

suggested that trust is vital for relationship development where trust is seen as an important 

aspect of supplier and customer relationships (Blau, 1964). Trust can be defined as the 

“confidence in the exchange partner’s reliability and integrity” (Morgan & Hunt, 1994, 

p.23). In the marketing literature, it is evident that trust is encompassed by two key aspects. 

The first aspect of trust is having the reliance on an exchange partner to be able to deliver the 

job effectively and in a reliable way based on the exchanged partner’s expertise. In other 

words, it is a belief or confidence that the exchange partner is trustworthy (Blau, 1964; 

Dwyer & Oh, 1987; Rotter, 1967). The second aspect of trust is whether the partner's 

intentions are for good and well intentional reasons (Ganesan, 1994). In other words, it has 

been argued that trust is a behavioral intention which means that it is reflected in a person's 

behavior that indicates a reliance on the exchange partner (Coleman, 1990; Schlenker, Helm, 

Tedeschi, 1973). Put in another way, Moorman, Deshpande, and Zaltman, (1993) claim that 

trust comprises two elements, namely reliability in a partner as well as 

confidence/trustworthiness in a partner. Additionally, it has been argued that trust exists at 

various levels i.e. at an individual level (Rotter, 1967) as well as on a firm-level (Moorman et 

al., 1993). This means that a person can have trust both in individual employees or in a 

company as a whole. Moorman et al. (2003) found that trust on an individual level in terms of 

integrity, expertise, and reliability weighted higher compared to trust at the organizational 

level. Trust can be enhanced through positive service assessment and pleasant experience 

which in turn can lead to more future exchanges. In addition, trust is a key factor in that 

relationship commitment is derived from (Morgan and Hunt, 1994). Trust is related to self-

reported associated with self-reported behavior (Moorman et al., 1993).  

There are mixed literature findings on the effect of trust on cross-buying decisions. Prior 

literature has examined the impact of trust on customer retention and future interactions. 

Tung and Carlson (2012) suggest that even if their findings show that relationship quality 
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attributes (including trust) do not directly affect cross-buying, their findings show that trust 

has a vital impact on customer retention which ultimately has an influence on willingness 

cross-buying.  

In a longitudinal study, Aurier and N’Goala (2008) examined how firms can have an impact 

on customer patronage behavior through the use of customer satisfaction, trust, and 

relationship commitment. They found that trust positively influences cross-buying. If a 

consumer is in doubt whether the supplier will engage in opportunistic behavior, then the 

consumer is more likely to be hesitant to use more of the service as well as cross-buy services 

or products from that supplier (Aurier & N’Goala, 2010). A long or medium relationship 

would not be sustainable if there is no trust involved between the customer and the supplier 

(Bove & Johnson, 2006). This is also agreed with Palmatier et al. (2006) that studied trust in 

a business to business setting. They found that trust has the biggest impact on sales and share 

of wallet, compared to satisfaction and relationship commitment. This suggests that trust can 

have an influence on the customers’ repurchase and cross-buying decisions. Garbarino and 

Johnson (1999) studied the impact of trust, compared to satisfaction on customer behavioral 

intentions when purchasing theatre tickets. The findings show that trust has a positive impact 

on future repurchasing.  

It has further been argued that services that are intangible in nature are hard to be evaluated 

by a customer until the service is purchased. Therefore, the service provider's integrity and 

reliability is an essential factor in customers’ decision to buy the service (Parasuraman et al., 

1988). As mentioned previously, Bendapudi and Berry (1997) also discuss different 

determinants and their effect on relationship enhancement. When it comes to trust as a 

determinant, they found that trust influences a customer's commitment to the supplier and 

desire to improve the relationship. 

Studies show that banks that are viewed as credible and show integrity, have a greater 

probability to have the customer cross-buy financial assets (Johnston & Madura 2000; 

Lymberopoulos et al., 2004). Therefore, trust can be of importance when there is a high 

perceived risk involved (Coulter & Coulter, 1990). Choosing to cross-buy may be perceived 

as tasking a risk. Intrinsically, customers that perceive a supplier to be trustworthy, the 

perceived risk related to cross-buying diminish (Morgan & Hunt, 1994). This is aligned with 
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Liu and Wu (2008) study, who discovered that trust is an important determinant when a 

customer chooses to cross-buy dissimilar or complicated products or services.   

Verhoef, Franses and Hoekstra (2002) found that trust was not an important factor to 

repurchase services from the same supplier while also considering the relationship age as a 

moderating factor. This may be because the trust factor is more important for new clients 

choosing new services since they are unable to rely on past experiences (Verhoef et al., 

2002). Moreover, Moorman et al. (1993) study also found trust not to be a significant factor. 

Similarly, Grayson and Ambler (1999) studied the purchase behavior of services of an 

advertising agency. They found that trust only has an effect on the usage of the service when 

there is a short-term relationship between the clients and the agency. However, they also 

found that the perceived quality of interaction only had a meaningful impact on long-term 

customers. Grayson and Ambler (1999) findings, therefore, suggest that trust has a greater 

positive impact on customer service usage in the short-term relationship, while older clients 

can rely on the prior quality of interaction before deciding to use a service.  

 

2.6 Perceived Value  

Customer perceived value is a concept that has been widely discussed and debated among 

scholars and in literature. The reasons why the concept of perceived value has gained 

attention in the marketing literature is because it has been shown that by delivering superior 

value to customers would result in business success (Bolton and Drew, 1991; Zeithaml et al., 

1996). Many scholars, therefore, know that customer value is vital for businesses in order to 

improve their Customer relationship management (Day, 1994; Slater, 1997; Wang et al., 

2004). It has further been argued that in business markets it is vital for companies to 

understand how their offerings create value for the customers and how this value can be 

strengthened (Anderson et al., 1994). Hence, understanding how value is created in business 

markets is vital for companies in order to stay competitive (Lichtenthal et al., 1997). 

However, there has not been a consensus among scholars how customer perceived value is 

defined and there are multiple scholars that have tried to describe the concept.  

There have been many definitions of perceived value presented in the literature. Some of the 

most common ones are the definitions by Zeithaml (1998) who define perceived value as “the 
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consumer’s overall assessment of the utility of a product based on perceptions of what is 

received and what is given” (p.14). In other words, Zeithaml (1988) defines the concepts as a 

cost-benefit trade-off. Another common definition of the concept perceived value was 

illustrated by Monroe (1990) who defined it as the difference between the quality or benefit 

that the customer perceived compared to the sacrifice in terms of the price the customer has 

to pay. In contrast to Zeithaml (1998), Monroe (1990) defines the concept as a trade-off 

between price and quality. It has further been argued in the literature that perceived value is 

not only a trade-off between benefits and sacrifices but that it also requires the customer to 

interact with a product or service (Payne & Holt, 2001). According to Sánchez-Fernández 

and Iniesta-Bonillo (2007), many authors have criticized these definitions for being too 

simplistic since they believe that the concept of perceived value is a multidimensional 

concept where perceived value includes more than just a cognitive trade-off between benefit 

and sacrifice but also other concepts such as perceived price and quality (Babin et al., 1994; 

Holbrook, 1994, 1999; Mathwick et al., 2001). Hence, Sánchez-Fernández and Iniesta-

Bonillo (2007) define these two research approaches as a unidimensional approach and a 

multidimensional approach concerning the concept of perceived value.  

The unidimensional approach has a utilitarian and economic-based approach to define the 

concept of perceived value. As mentioned earlier, this approach advocates the trade-off 

between benefits and sacrifices where both Zeithaml (1998) and Manroe (1990) definitions 

have been rooted in economic pricing theory (Sánchez-Fernández & Iniesta-Bonillo, 2007). 

However, it has further been argued that customer sacrifices not only have to be monetary but 

can also be non-monetary costs such as time/effort/energy that is spent on building a 

relationship with a supplier or obtaining a product or service (Lapierre, 2000). In contrast, the 

multidimensional approach views perceived value is a much more border concept takes into 

account additional notions such as hedonic and utilitarian value as well as intrinsic and 

extrinsic value as well as consumers’ hierarchy of values (Sánchez-Fernández & Iniesta-

Bonillo, 2007). It can therefore be argued that the multidimensional approach streams from 

consumer-behavioral psychology literature and has a cognitive-affective approach in contrast 

to the unidimensional construct (Sánchez-Fernández & Iniesta-Bonillo, 2007).  

Even though there have been various definitions of the concept Eggert and Ulaga (2002) 

identified three common elements concerning the definition of perceived value. Particularly, 
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there are multiple components of value, perceived value is a subjective construct and it is 

considered in relation to competition (Eggert & Ulaga, 2002). Firstly, as illustrated earlier, 

there have been multiple attempts to define value where the most common one is a trade-off 

between benefit and sacrifice. Secondly, value is subjective in nature which means that 

different customers perceive value differently and different purchasing decision-makers 

within an organization have different perceptions of value concerning supplier delivery 

(Perkins, 1993; Eggert & Ulaga, 2002). Lastly, Eggert and Ulaga (2002) argue that customers 

perceive value in relation to competition, which means that companies should strive to 

deliver superior value will help companies gain a competitive advantage. 

There are several studies that have examined the relationship between perceived value and 

cross-buying intention. For example, some literature found that high perceived value has 

resulted in an increased willingness to purchase (Doods & Monroe, 1985; Monroe & 

Chapman, 1987; Zeithaml, 1998). Moreover, the perceived value was shown as one of the 

key variables influencing customer choice (Sawyer & Dickson, 1984). It has further been 

shown in the literature that perceived value not only influences choice and purchase but also 

cross-buying intentions (Soureli et al., 2008; Bolton et al., 2000). Bolton et al. (2000) found 

in their study, which was carried out within the banking industry, that the factors that had the 

highest impact on cross-buying intention were satisfaction, trust, the perceived image of the 

bank as well as perceived value. Other studies have tested the relationship between other 

factors on perceived value and how that affects cross-buying intention. A study has shown 

that there is a relationship between quality, value, and satisfaction, which in turn has been 

shown to have an effect on behavioral intentions and retention (Varki & Colgate, 2001). It 

has further been tested and found that perceived quality has a positive impact on perceived 

value (Cronin et al., 1992; Lapierre et al., 1999), which in turn has been shown to influence 

cross-buying (Zeithalm, 1988).   

 

2.7 Relationship length & Relationship depth 

Customer relationship length can be defined as the duration of the relationship between a 

supplier and a customer exchanging goods and services (Soureli et al., 2008). The efforts of 

developing relationships between customers and a firm are to increase the relationship length, 
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depth, and breadth. Relationship length indicates the duration of the relationship or customer 

retention. This can also be described as the probability that the customer will repurchase from 

the same firm (Bolton et al., 2004). The reason why relationship length is of importance is 

that “keeping existing customers is cheaper than acquiring new ones and that the positive 

cash flow of customers increases the value of long-lasting customer relationships.” 

(Storbacka, Strandvik, & Grönroos, 1994, p. 31). Bolton (1998) found that customers that 

have been a customer for a long time at a firm will weigh their prior experience more than if 

given new information about the firm when deciding to repurchase. Experience depends on 

the customers having interacted and the firm has been satisfactory or a failure. Moreover, 

relationship depth can be referred to as the frequency of service or goods used over a period 

of time. The term is also considered in customer decision-making through upgrading or 

purchasing premium services or products (Bolton et al., 2004). In the study of Ngobo (2002) 

the usage was defined as a mixture of two actions; the frequency of purchasing the 

goods/services of the supplier and the share of purchase to the supplier.  

While it is relatively easy to determine the actual length of a relationship age, it is not as easy, 

however, to understand how a long or short relationship age differs in buying behavior. This 

is also evident in the literature, as there are conflicting findings in terms of how the 

relationship ages affect cross-buying. Reinartz and Kumar (2000) also suggest that long-term 

and short-term can both be profitable for a supplier. When looking at the perspective of 

management, obtaining knowledge on the difference between short- and long-term customer 

relationships can be useful to create suitable strategies based on the relationship age.  

Some studies suggest that customers will increase cross-buying or repurchase intention the 

longer the customer has been with the supplier. This is evident for banks where customers 

start their relationship with a bank with a simple cheque and while they are still with the bank 

they may continuously buy new services such as a loan or invest in pension funds (Bell et al., 

2005). Reinartz and Kumar (2000) found that the degree of cross-buying with the same 

supplier is strongly associated with a longer and stronger relationship. The extent of the 

interaction between the customer and the firm makes an important dimension of the 

relationship (Kelly & Thibaut, 1987). Therefore, a high level of relationship breadth may 

suggest that there is a stronger connection between the customer and the firm. In order words, 

if a customer buys different products or services from a supplier’s portfolio, then there is a fit 
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between what the supplier is offering and the customer's overall needs (Reinartz & Kumar, 

2000). Because of their findings, Reinartz and Kumar (2000) suggest that cross-selling is 

vital. Not long after, Reinartz and Kumar (2003) made a similar study by focusing on the 

effect of the antecedent of lifetime duration and taking into account business to the business 

setting as well. In their study, they found that there is a strong impact on customers who have 

a long customer life to cross-buying. Meaning that the customers that have a long term 

relationship are less inclined to terminate the customer-business relationship (Reinartz & 

Kumar, 2003).  

As mentioned in the payment equity sub-chapter, Verhoef et al. (2001) studied how 

satisfaction and payment equity affected the willingness to cross-buy with the relationship 

length as a moderating factor. They found that payment equity together with relationship 

length has a negative impact on cross-buying in the banking industry. This is aligned with 

Evanschitzky et al. (2017) study. They also found that relationship length has a negative 

effect on cross-buying. Evanschitzky et al. (2017) argued that experienced customers have a 

more focused buying process taking into account the prior experience with the supplier. This 

may suggest, therefore, that older customers may not be the right target customers to cross-

sell to.  

Furthermore, Paulssen and Roulet, (2017) used relationship length as a moderating factor on 

the share of wallet and cross-buying in business to business. They discovered that 

relationship age is not statistically significant to suggest if there is any effect on the share of 

wallet.  

Furthermore, cross-buying tends to occur more often when a customer buys goods or services 

at an occasional interval with the supplier over time (Kumar et al., 2008). This suggests that a 

customer that is more committed has a larger probability that the customer would cross-buy 

other goods or services. Nonetheless, customers that purchase more services of a retailer 

(increased relationship depth) are likely also willing to cross-buy other services from the 

same retailer. This can be due to customers being governed by inertial repurchasing and 

exploring of the new services (Oliver, 1999). Ngobo (2002) found that if customers have a 

high level of service usage, then those customers are likely to cross-buy from the same 

insurance firm.   
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3.0 METHODOLOGY 

The methodology will be outlined in order for the authors to provide an overview of the 

research methods that were used in order to fulfill the purpose and answer the research 

questions. The framework of this chapter is built on the Research Onion (See Figure 1) by 

Saunders, Lewis, and Thornhill (2009). 

 

 

Figure 1: The Research Onion (Saunders, Lewis & Thornhill, 2009) 
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3.1 Research philosophy 

The first layer of the Research Onion described above is the research philosophy. The first 

layer is about the author's assumptions about their perspective of the world and how they will 

interpret it. Such assumptions use particular methods. Therefore, defining in what perspective 

the authors will view the research process is vital in order to know how the research design 

and strategies of the thesis will be conducted, which are the following layers of the Research 

Onion (Saunders et al., 2009). 

Ontology is concerned with the nature of reality, or what there is in the world (Saunders et 

al., 2009; Eriksson & Kovalainen, 2008). The main two aspects of ontology are objectivism 

and subjectivism (Saunders et al., 2009). Objectivism portrays that social entities and their 

existence are independent of social actors. Subjectivism portrays that social actors are 

constructed social entities, which means that social entities and their existence are dependent 

on social actors through their social interaction (Saunders et al., 2009). 

Epistemology is what the field of study perceives as acceptable knowledge (Saunders, Lewis 

& Thornhill, 2009). The two most common research philosophies are positivism and 

interpretivism. Positivism’s objective is to uncover social phenomena with an objective lens. 

Contrary, interpretivism aims to understand the social world from the actor’s point of view. 

Interpretivism' belief is that there is no reality independent from the actors, which also 

includes that the researchers themselves take part in the social world that is being examined 

(Saunders et al., 2009). Furthermore, papers that have a positivistic philosophy tend to 

conduct quantitative methods while qualitative methods tend to be conducted when an 

interprevistisic philosophy is used. Positivists are criticized for the lack of deeper 

understanding while interpretivism lacks the possibility of generalization due to its usual 

small sample size (Saunders et al., 2009). A philosophy that is in between the two extreme 

perspectives is critical realism. Critical realism supports the idea that there is an observable 

world that is independent of social actors. Yet, critical realism is aligned with knowledge 

about the world being socially constructed (Eriksson & Kovalainen, 2008).  

In regards to the above and in order to answer the research question, this thesis has adopted 

critical realism as the research philosophy. Critical realism is promoting a pragmatic research 

approach (Eriksson & Kovalainen, 2008). The authors acknowledge the fact that there are 
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many ways to interpret reality and that a full picture cannot be captured by the use of specific 

reasoning. Critical realism, similarly to positivists, argues that there is a true reality that exists 

independent of human consciousness. However, critical realism also acknowledges that 

knowledge about the world is created within the social sphere (Eriksson & Kovalainen, 

2008). This comes from the ontological stance that there is an objective reality, yet in order to 

obtain knowledge and understand it, the knowledge goes through the social sphere (Bryman 

& Bell, 2013).  

Moreover, abductive reasoning is one of the main methodological tools used by critical 

realism (Modell, 2009). Abductive reasoning is the use of both inductive and deductive 

reasoning (Eriksson, & Kovalainen, 2015), in order to better answer the two-fold purpose (i.e. 

identify determinants and test the influence of the determinants on cross-buying intention. 

Deductive is referred to when the formulation of hypothesis or literature theories are 

operationalized and later tested (Bryman and Bell, 2013; Saunders et al., 2009). The 

inductive approach starts by collecting data and then a theory is derived from the findings of 

the data, instead of using the findings to confirm or reject a theory (Bryman and Bell, 2013; 

Saunders et al., 2009). So, with the use of abduction, the authors are able to seek out the most 

suitable choice of reasoning for data collection. 

 

3.2 Research Design  

Concerning the purpose of research, it can either be exploratory, descriptive, explanatory. An 

exploratory research design seeks to explore and understand the phenomenon in a new light 

by studying “what” is happening in order to get a better understanding of a problem that is 

not yet well-defined (Sanders et al., 2012). In contrast to an exploratory research design, a 

descriptive research design aims to describe the nature of the phenomenon where the focus is 

primarily on the “what” rather on the “why” (Saunders et al., 2012). In other words, in 

descriptive research, the aim is “to portray an accurate profile of persons, events, or 

situations” (Robson 2002, p. 59). Explanatory, on the other hand, goes even further where the 

purpose is to study a problem and try to understand and explain the relationship between 

different variables (Saunders et al., 2012). According to Saunders et al. (2012), it is common 

to do statistical tests to investigate the correlation and interrelationships between different 
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variables and even go further and collect qualitative data in order to understand the reason for 

the relationships.  

Since the purpose of this research is twofold, this research is both exploratory and 

explanatory in nature. It is exploratory in order for the authors to explore and identify 

determinants that can have an influence on cross-buying intention. In order to identify 

determinants, expert interviews are conducted, which will be described further down. 

Moreover, this research is explanatory in the sense that once the determinants have been 

identified, statistical tests are conducted to investigate the effect each determinant has on 

cross-buying intention. In order to test the relationship, a questionnaire is conducted and 

multiple linear regression is carried out, which will also be described further down. 

 

3.3 Research Strategy 

A case study is according to Yin (1984) “an empirical inquiry that investigates a 

contemporary phenomenon within its real-life context; when the boundaries between 

phenomenon and context are not clearly evident; and in which multiple sources of evidence 

are used” (p.23). By combining different types of data, such as the use of both qualitative and 

quantitative data, a case study is used for gaining a rich understanding of the phenomenon 

and its context and the process in a real-life context (Saunder et al., 2012). Yin (2003) 

suggests that the choice of the case study as a research strategy depends on three conditions, 

namely, the research question, the focus on contemporary events or historical events, and the 

extent to which the researcher has control over behavior and specific events in the study. 

Regarding the research question, a case study is suitable when the research question concerns 

the “why”, the “what” but also “the how” (Bryman & Bell, 2013; Saunders et al. 2009; Yin, 

2003). Accordingly, the case study is common in exploratory as well as explanatory research 

settings.  

Moreover, Yin (2003) suggests that a case study is relevant when the focus is on 

contemporary events rather on the historical event and when the researcher does not have 

direct control over the behavior and events that are being studied. Concerning this research, 

as mentioned earlier, it is both exploratory and explanatory in nature where the research 
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questions mainly concern the “what”. Thus, it fits well into the case study strategy. Even 

though, some may argue that research questions that concern the “what” leans towards the 

survey research strategy (Yin, 2003), the research question of this thesis can still be seen as 

exploratory in nature as the aim is to explore determinants and get an understanding of which 

determinants influence cross-buying intentions. Furthermore, since the aim of the thesis is to 

investigate cross-buying in a specific context (i.e. the digital marketing landscape) and since 

the digital marketing agency has recently introduced the new service, the research is seen as 

contemporary rather than historical, which means the case study is the right strategy. Lastly, 

due to the fact that the authors of this thesis do not have control over and cannot manipulate 

certain behaviors and events taking place in the research (such as the determinants and the 

influence of the determinants), in contrast to, for example, experiments (Yin, 2003), the case 

study is the suitable approach.  

Saunders et al. (2009) highlight that in order to answer the research question, researchers 

must be able to obtain the empirical data which is ultimately dependent on gaining access to 

such data. Gaining access to data can be a challenge, therefore Saunders et al. (2009) 

recommend using a case study. Using a case study has allowed the authors to gain access to 

field experts for our interviews, contact information for case company’s customers to send 

the questionnaire, and gain access to the case company’s CRM system as a secondary data 

source. Moreover, this has further allowed the authors to gain multiple data sources and 

ultimately for the triangulation of the data obtained.  

Yin (2003) argues that a case study can either concern a single case study or a multiple case 

study. A single case study is usually used when the case in the research is unique or critical. 

Whereas in a multiple case study comparative logic is important because the researcher uses 

identical methods in different cases in order to compare and gain different views of the 

phenomenon (Bryman & Bell, 2013). In this case, it would have been interesting to conduct a 

multiple case study where two different digital agencies are investigated, yet since the newly 

introduced creative service is quite complex and it is not certain that two agencies offer the 

“same type” of creative service it will be hard to gain a comparable view. Moreover, since the 

aim is to focus on a specific context and getting a deep understanding within this specific 

context a single case study is suitable in contrast to multiple case studies since a drawback of 

multiple comparative case studies are that the focus tends to shift towards what is comparable 
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among the cases rather than receiving a deep understanding of the context (Bryman & Bell, 

2013). In order to fulfill the purpose of this research, a deeper understanding of a specific 

social context within one company is more relevant. Lastly, Yin (2003) argues that multiple 

case studies tend to be resource and time consuming, which is another reason why a single 

case study is suitable for this research. 

The case study research strategy has some limitations that should be addressed. Yin (2003) 

highlights that some limitations include potential subjectivity, hard to generalize, and time 

intensiveness. The authors know the potential subjectivism when conducting case study 

research as the authors may have strong opinions and judgment on the case company, 

especially since the authors are part-time employees at the case company. Therefore, the 

authors may have an impact on the final outcome of the research. However, case study 

research is no different from other research strategies in terms of business, and therefore it is 

important for the authors to ensure that data is processed fairly.   

 

3.4 Mixed Method Approach 

In order to better answer our research question and to be aligned with the chosen philosophy 

approach, the authors’ collection of the empirical data is based on mixed-method research. 

Mixed-method research incorporates different data sources through the use of a combination 

of quantitative and qualitative research methods (Bryman & Bell, 2013). The reason for 

choosing a mixed method is the opportunity for researchers to use the benefits of each 

research method while mitigating some of the weaknesses of the other (Bryman & Bell, 

2013). The qualitative research has facilitated the quantitative research (Bryman & Bell, 

2013) by identifying potential determinants through expert interviews which the data was 

then used to design a questionnaire. Furthermore, the mixed method allows for the authors to 

have a more wholesome picture and a better understanding of the research topic.  

The critique for using a mixed-method approach is that qualitative and quantitative research 

methods tend to have opposing philosophical positions. As discussed previously, quantitative 

tends to follow a positivist view while qualitative follows a constructivist and interpretivist 
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view (Bryman & Bell, 2013). Since this thesis uses a critical realism view, which emphasizes 

a mixed method, the mixed method is suitable in this case. 

Furthermore, where possible, the authors have triangulated the obtained data. Triangulation is 

referred to as using multiple different data collection methods in order to support the research 

findings within a case study (Saunders et al., 2009). The authors have applied triangulation, 

using three different data sources as it enhances validity (Byrman & Bell, 2013).  

 

3.4.1 Qualitative Method 

Qualitative method is relevant to use when one wants to investigate a complex topic where it 

is difficult to quantify data in a meaningful way (Dey, 2003). Qualitative methods have some 

drawbacks that one has to consider. When using a qualitative method it is hard to generalize 

the outcome or findings of the study that one is investigating. This has much to do with the 

limited samples qualitative research tends to use (Bryman & Bell, 2013). With that in mind, it 

is important to consider that the findings of this thesis are not generalizable to other contexts, 

instead, the thesis is for inspiration as well as a guide for the case company to use when 

selling their creative services to existing customers. Therefore, the small sample of five 

expert interviews is reasonable to make in finding out the potential determinants of cross-

buying creative service.  

In addition, qualitative methods can be influenced by the researcher's own biased opinions, 

such as the researcher's interpretation of the interviewee’s responses. This can, therefore, 

result in the findings being biased (Bryman & Bell, 2013). The authors understand the 

consequence that the findings may contain biases. However, the authors believe there is a 

valid reason for interviewing experts. This is because using a quantitative method for 

obtaining information from the experts would not allow for an understanding or an 

interpretation of what the experts believe are the possible determinants of existing customers’ 

cross-buying creative service from the case company. In relation to that, Bryman and Bell 

(2013) also highlight that the researchers have the possibility to discover new insights (in this 

case, potential determinants) that the authors did not consider before conducting the 

interviews. This explains why the authors chose to use a qualitative method for identifying 
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the potential drivers and barriers while a quantitative method was used for validating those 

determinants.  

The two most common types of interviews within qualitative research methods are semi-

structured and unstructured interviews (Saunders et al., 2009). Semi-structured interviews 

allow researchers to have the freedom to change the order of the questions and ask additional 

questions that are not part of the interview guide. The semi-structured interview also allows 

the interviewee to answer the question in his or her own way (Bryman & Bell, 2013). The 

authors have conducted semi-structured interviews in order to be able to direct the interviews 

towards what the authors and the interviewee seemed to value. This is an important benefit 

that researchers gain from semi-structured interviews (Bryman & Bell, 2013). In addition, the 

semi-structured interviews can help the authors to explore and ultimately discover some 

determinants that the experts believe drive or do not drive clients to cross-buy creative 

services. This can be done by the authors asking to follow up questions to a point that an 

expert has mentioned. This allows the authors to eventually discover one or more 

determinants of cross-buying.  

  

3.4.2 Quantitative Method  

In order to validate the determinants outlined in qualitative data, this thesis includes a self-

administered questionnaire responded by the customers of the case company. The advantage 

of conducting questionnaires as a method is because it is convenient in the way that a 

questionnaire can be distributed to many respondents and the respondents can answer the 

questions when it fits their schedule (Bryman & Bell, 2013). Considering that customers of 

the case company are distributed around Europe and that there are over 30 customers, makes 

it easier to receive their input through a self-administered questionnaire than setting up 

interviews. Also, the researchers can’t have an impact on the respondents' answers (Bryman 

& Bell, 2013). This is because the authors are not present nor are the authors able to lead the 

respondents to an answer.  

A common critique of using questionnaires as a quantitative research method is that the 

authors are unable to gain a deeper understanding of the topic (or the answers to the 

questions) (Saunders et al., 2009). Moreover, the authors are unable to ask follow-up 
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questions in order to, for example, justify respondents' answers. This is not a concern of this 

thesis, as the thesis is attempting to only verify the correlation between the identified 

determinants with cross-buying case company’s creative service. Furthermore, the 

questionnaire was sent through email which leaves the authors having less control of who 

actually conducted the questionnaire. This is a risk that the authors acknowledge. However, 

Saunders et al. (2009) point out that mostly, people would read and respond to their own 

emails.  

 

3.4.3 Secondary Data 

Secondary data such as academic literature and internal data from the case company were 

used. The valuable sources collected from the case company’s CRM system were used as 

additional determinants for customers to cross-buy. 

The data obtained are part of the relationship characteristics (Soureli et al., 2008). 

Specifically, the authors obtained the relationship length between the customers and case 

company (i.e. how long a customer has been a customer to case company) and the 

relationship depth (size of a customer’s retainer with case company. The relationship length 

is measured by looking at how many months a client has been with the case company. 

Relationship depth was measured by looking at the number of service hours a client is buying 

from the case company every month. The number of service hours therefore depends on how 

many different services the client currently is using. The benefit of using secondary data is 

that the authors can, to some extent, avoid biases that tend to happen in primary data 

(Saunders et al., 2009). For example, this is a reason why the authors chose not to ask the 

customers how long their relationship age is with the case company or how many hours of 

retainer the customer purchased, as customers tend not to have accurate information 

regarding that. Rather, the case company’s CRM system would be the most accurate source 

of such information. Furthermore, secondary data is beneficial because authors are able to 

gain different types of data for the research to ultimately have a more complete image of the 

research topic that the authors are studying.  
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3.5 Collecting Empirical data 

 

3.5.1 Choice of Case Study 

The research was conducted within a case company and by using one company, the aim was 

to gain an in-depth understanding of the subject. The company is a digital marketing agency, 

which operates in five countries and has 293 employees in total. The case company has in 

total of seven offices, but for this thesis, the focus will be on the Copenhagen office.  The 

company specializes in online strategy, pay-per-click advertising (PPC), web analytics, 

Google AdWords, Google Analytics, Facebook,  and Conversion Optimization. The type of 

clients of the case company varies a lot. The clients of the case company can be found within 

the retail, gambling, and pharmaceutical industry where the clients are from the public sector 

to the private sector to start-up.  

The company was an interesting choice for this case study since it has recently introduced a 

new creative service, which is a completely new service concept for the company as it has 

previously offered data-driven digital marketing solutions. The case company has always 

been positioned as a performance marketing agency, but since it has introduced the new 

creative service the case company has started to add more of the “traditional marketing 

services” into its portfolio. Since the creative service is a new concept for the company it has 

not figured out how the new service can be positioned, how to sell it. According to Saunders 

et al. (2009) the ability to be able to obtain empirical material to answer a research question 

depends on gaining access to sources. Further, gaining access to sources can be difficult and 

it is recommended to use existing contacts to gain this access. Given that both authors of the 

thesis work at the company, meaning that access to company resources such as internal 

clients’ data, employees, and client access was available. These resources were seen as 

valuable in this explanatory study since there was a possibility to observe and analyze 

different data and to obtain rich insight into the phenomenon.  
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3.5.2 Expert Interviews 

In total five semi-structured interviews were conducted with the purpose of exploring and 

ultimately identifying the potential determinants that can encourage or discourage customers 

to cross-buy the creative services at the case company. The authors chose to interview experts 

within the field of digital creative services because the experts are highly qualified within the 

matter and gathering data is much more efficient and concentrated through the use of expert 

interviews than, for example, participatory observation (Bogner, Littig & Menz, 2009). Two 

of the interviews were conducted through telephone and three were conducted face-to-face 

and all the interviews were conducted in English. The transcribed interviews can be found in 

Appendix 2.  

The first interviewee, Internal interviewee 1 (II1), is the COO and a partner of the case 

company. Internal interviewee 1 job entails overseeing the commercial side of the business 

along with selling the services to potential customers or existing customers. Internal 

interviewee 1 has been working at the case company for more than years and has a major role 

in bringing in new leads into the case company. With the importance of his/her role and the 

close interaction with customers, which justifies the role of the Internal interview 1 as an 

expert within the field of creative services.  

The second interviewee, Internal interviewee 2 (II2) is a partner at the case company. His/her 

working areas are within business development, head of most team leads which include some 

digital marketing team, measurement team, and creative team. In addition, through the 

creative commercial responsibilities, Internal interviewee 2 is also involved with the offerings 

and pitching of the creative services offered by the case company. Interviewee 2 has a long 

working history within the digital and creative marketing services from different companies. 

Therefore, Internal interviewee 2’s working experience and customer relations prove his 

expertise within the field of creative services.  

The third interviewee, Internal interviewee 3, (II3) is the team lead of the creative department 

at the case company. Internal interviewee 3 role is to build and to create a strategy and a solid 

portfolio of creative offerings. Internal interviewee 3 has a long (10+) working history within 

creative marketing as he/she has owned a creative agency and been a CMO for six years in 
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two different companies before joining the case company. Internal interviewee 3’s years of 

experience validates his/her extensive knowledge about creative services and it’s selling 

process.  

The fourth interviewee, External interviewee 1 (EI1), is head of creative production at a PR 

agency. External interviewee 1 is responsible for the operational part of the creative service, 

as well as, the pitching of the creative services to the customers. Prior to the current position, 

External interviewee 1 has worked as a creative director at a creative agency and owned a 

creative agency for six years. This demonstrates External interviewee 1’s experience and 

knowledge with producing and pitching creative services to customers.  

Lastly, the fifth interviewee, External interviewee 2 (EI2), is an account director at a content 

marketing agency. External interviewee 2 has in the past 12 years worked mostly with 

strategic creative marketing, which entailed working as project management and account 

director to act as a bridge between the customers and creative specialists. His experience and 

understanding of creative services selling is of valuable information for this thesis.  

 

3.5.2.1 Analysis of qualitative data 

One of the challenges with qualitative is that it generates a vast amount of information, which 

can be challenging for the researchers to manage (Saunders et al., 2009). Hence, Saunders et 

al. (2009) recommend using analysis techniques such as summarizing and categorizing the 

data in order to be able to analyze the data and obtain meaningful insights. Summarizing the 

data is the process of summarizing the notes and transcripts from the interviews while 

categorizing the data consists of two steps, developing categories and later assigning these 

categories to the data (Saunders et al., 2009). According to Saunders et al. (2009) 

categorizing the data is more or less the process of using themes and codes applied to the data 

(Saunder et al., 2009). Strauss and Corbin (2008) illustrate that the categories can either be 

derived from three different sources, namely from the data itself, from words and terms the 

participants use, or from the theoretical frame of reference. What type of categorization will 

depend on the purpose of the thesis since the different types of categorization will result in 

different data interpretation (Saunders et al., 2009).    
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The five expert interviews in this thesis were audio-recorded and transcribed. Both of the 

authors listened and read through the interviews individually. The process of categorization 

was used in this thesis where codes were developed and applied to the data. The authors of 

the thesis had a couple of predefined categories in mind that had been identified in the 

literature search. Yet, both of the authors were open to explore and identify additional 

categories if the interviewees would bring up an additional determinant that had not been 

identified previously. Both of the authors coded the transcripts individually and later 

discussed and compared the findings. Based on the expert interviews the authors identified 

five determinants that the experts believe influence customers when cross-buying additional 

services. The five determinants were payment equity, switching cost, sales expertise, trust, 

and perceived value. 

 

3.5.3 Questionnaire 

The purpose of the questionnaire is to verify which determinants (which have been identified 

by the experts through interviews) are considered as divers and barriers for them to decide 

whether to cross-buy creative service. Refer to Appendix 3 for the questionnaire.  

 

3.5.3.1 Questionnaire design 

The questionnaire started with a short text explaining the purpose of the questionnaire and an 

explanation of the new creative service so the clients could have the new creative services 

have in mind when answering the questions. Furthermore, it assured anonymity for the case 

company and to answer honestly, in order to minimize method bias (Bryman & Bell, 2013). 

Since the authors represent the case company, the authors made sure that they are the only 

ones that will see respondents' answers. It was necessary for the authors to see who had 

responded to the questionnaire in order to later gather the secondary data of those respondents 

and to validate the respondents were decision-makers of the client company.  

The questionnaire consisted of a series of questions that were derived from the semi-

structured interviews and comparable literature review. The first two questions were used to 

identify the respondents in order for the authors to know which client it was and the exact 
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position within the client organization the respondent had. Following, the questionnaire 

contained six sections focusing on each of the determinants (cross-buying intention, payment 

equity, switching cost, sales expertise, trust, and perceived value) in which each determinant 

had three statements where a customer had to rate from “highly agree” to “highly disagree”. 

The questionnaire was sent through e-mail from which the authors received each customer’s 

contact information by the case company.  

3.5.3.2 Measures 

The measures for each variable mentioned below are created in accordance with previously 

established research and adapted to fit into the context of this thesis. Each determinant was 

assessed using a three-items five-point Likert scale from “highly agree” to “highly disagree”.  

When measuring the dependent variable cross-buying intention. In order to explore the 

propensity for customers to consider cross-buy additional services, spend additional money 

on cross-buying more services and if a customer considers cross-buy in the future, the authors 

chose to look at Evanschitzky, Malhotra, Wangenheim, & Lemon (2017), Verhoef, Franses 

and Hoekstra (2002) and Soureli, Lewis, & Karantino (2008).  

The first independent variable, payment equity, was measured from prior research by 

Verhoef, Franses and Hoekstra (2002) and Bolton and Lemon (1999). These measures follow 

the purpose of capturing customer’s perception of fairness (for example what a customer 

considers to be “deserved” or “reasonable”) and these measures implicitly or explicitly refer 

to price (Bolton & Lemon, 1999). 

The following independent variable, switching cost was measured to reflect various aspects 

of its construct i.e. time, money, effort and risk. The measures and conceptual insights were 

based on Linjander and Sandvik (1995).  

Sales expertise is composed of having the right knowledge, experience and skills for the 

specified topic (Crosby et al., 1990). Using the definition of expertise and previous studies, 

sales expertise, as an independent variable, was measured to capture customers' evaluation of 

the sales expertise which are inspired from Liu and Leach (2001) and Park and Lee (2014) 

who based their measures on Spake and Megehee (2010). 



39 

Trust exists when a customer believes their supplier is honest and benevolent (Morgan & 

Hunt, 1994). Trust, as the fourth independent variable, was measured using three items which 

evaluated the extent to which the customer believes that the supplier is transparent and is able 

to keep its promise (Geyskens et al., 1996: Verhoef et al., 2002). The chosen items focus on 

the customer’s belief in the supplier’s credibility and reliability (Verhoef et al., 2002; 

Garbarino & Johnson, 1999). 

Last independent variable, perceived value. Measures for perceived value are based on 

Bolton and Lemon (1999) and also insight related to the concept from Eggert & Ulaaga 

(2002) and Zeithaml (1988). The items take into account the value received from services.  

 

3.5.3.3 Sample size 

The respondents of the questionnaire were the case company’s existing clients. The 

questionnaires were distributed via email where a link to the questionnaire was attached. It 

was the Team lead of each different team at the case company that sent the email to the 

individual clients. The reason why the team leads sent out the questionnaire to the client was 

to increase the response rate and in order to make sure that the decision-maker within the 

client organization was the one answering the questionnaire. Due to the fact that all team 

leads have a senior position within the case company and also have close contact with the 

clients, it was believed that it would have a larger effect on the response rate. Moreover, since 

the team leads at the case company are in close contact with the clients they could ensure that 

the questionnaire was sent to the right person within the client organization. For this study, it 

was important that it was a decision-maker who answered the questionnaire since the aim of 

the study was to identify and understand what determinants influence the clients when buying 

the case company’s new creative service. Hence, targeting the person responsible for making 

decisions concerning buying digital services was vital for this study. The decision-makers 

that have answered the questionnaire with the highest position are the CEO position and the 

lowest position is digital marketing manager, and in between are CMO position, head of 

growth, e-commerce director, brand manager, and head of the Nordic commerce. 

The number of respondents was 19 clients. This represents a response rate of 76% since the 

case company’s total number of clients is 25. The authors of the thesis acknowledge that the 
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sample size of 19 clients is rather small since it is recommended to have large sample sizes 

when collecting quantitative data. The larger the sample, the greater the accuracy of the data 

outcome (Bryan & Bell, 2013). Even though the study was conducted within a business-to-

business setting where it would be natural that the sample is smaller compared to a business-

to-consumer context, the authors of the thesis took certain actions in order to try to increase 

the response rate. Firstly, all the team leads were asked to send out a reminder email to the 

clients who had not responded to the questionnaire. Subsequently, all the account managers 

for the specific clients at the case company were asked to send a reminder to all the clients 

that had still not responded to the survey. Lastly, all the account managers at the case 

company were also asked to remind the clients who had not responded during the bi-weekly 

meetings which all the account managers have with their clients every other week.  

 

3.6 Multiple regression Analysis 

The aim of this thesis is to examine how the different determinants, which were identified in 

the expert interviews, affect the willingness to cross-buy, in the view of the case company’s 

clients. Therefore, the authors chose to use multiple regression analysis with cross-buying 

intention as the dependent variable and the other determinants as the independent variables. 

The multiple linear regression analysis is used to test if there is any relationship between the 

independent variables and the dependent variable (Wooldridge, 2016). The multiple 

regression model can be written as the following:  

 

Where y signifies the independent variable, x is the independent variable, B is the estimated 

population parameter, β0 is the intercept, k represents the number of observations and u is the 

error term/ disturbance (Wooldridge, 2016). 

In this case, the p-value and the regression coefficients will be analyzed in order to 

understand the output of the regression result. The p-value is relevant in this case because it 

shows whether the independent variable is significant to explain the changes in the dependent 

variable (Saunders et al., 2009). In this thesis, the authors decided to use statistical 
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significance criteria of 0.1. This level was chosen because if there is a lower p-value, the 

relationship between the dependent and independent variables may not be reliable and 

explained by certainty (Saunder et al., 2009).  

Furthermore, in order to determine if the regression model itself has enough explanatory 

power, R
2
 and adjusted R

2
 will be considered. This is in order to determine the explanatory 

power i.e. how much the variation in the dependent variable is explained by the independent 

variables (Gurajarti & Porter, 2009). If the value of the R
2 

is zero it means that there is no 

correlation at all while a value of 1 indicates a perfect correlation (Gurajarti & Porter, 2009). 

The authors of this thesis will also look at the adjusted R
2
. This is because the adjusted R

2 

takes into account the number of variables in the regression as R
2 

tends to increase when 

more variables are added into the model (Saunders et al., 2009). Therefore, the adjusted R
2
 

will be in focus when analyzing the regression.  

 

3.7 The Credibility of the Study 

Byrman and Bell (2013) suggest that validity and reliability are the two essential criteria that 

one should consider when assessing the credibility of a thesis that is within the business and 

management scope. 

 

3.7.1 Reliability 

Reliability is “...the degree to which a measurement reflects a true score rather than 

measurement error. Reliable measures are stable, consistent, and precise” (Cozby, 2009 

p.114). There is an internal and external reliability type. External reliability is concerned with 

having similar outcomes if the study were to be replicated with a similar environment and 

methods (Bryman & Bell, 2013). While internal reliability is concerned about the need for 

stable internal measurements (Bryman & Bell, 2013). 

As the thesis uses qualitative research as a part of the mixed method approach, the thesis is 

subjected to not satisfy the external reliability criteria. As Bryman and Bell (2013) describe it, 

qualitative research is hard to replicate as it is impossible to replicate the same social setting 
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as when the interviews were conducted. The last interview as well as the questionnaire were 

sent out during the COVID-19 pandemic. This could reflect respondents' responses 

differently than they would in a normal situation. For example, questions from the 

questionnaire that questions respondents’ purchase intention in the near future or the cost of 

switching may be affected by the current situation. Therefore, the authors believe that it is not 

possible to use the same social setting when interviewing experts, which may lead to different 

outcomes.  

Yin (2003) argues that when using case studies, the thesis should not be inspired to replicate 

results, but instead by doing the same methods. So, when the results are considered coherent, 

then the thesis is reliable. Therefore reliability was attained by precisely indicating the 

author's procedure of collecting data, how data was analyzed, and describing the outcome of 

the data.  

 

3.7.2 Validity 

Validity can be described as the extent to which the data or the findings of the study 

accurately reflect the real world (Bryman & Bell, 2013). As opposed to reliability, validity 

does not involve getting data constant, but instead, true results. Therefore, an inquiry can be 

considered reliable but simultaneously not be valid  (Bryman & Bell, 2013). Bryman and Bell 

(2013) distinguish between three types of validity, namely measurement validity, internal and 

external validity. Measurement validity, which is usually referred to as construct validity, 

concerns whether the measure in question in fact reflects the concepts it is supposed to be 

reflecting. Internal validity relates to the issue of casualty and concerns whether or not the 

results hold true when the study incorporates that an independent variable causes the effect on 

the dependent variable. In contrast, external validity can be defined as “the extent to which 

the research results from a particular study are generalizable to all relevant contexts.” 

(Saunders et al., 2009 p.592). In order to ensure measurement validity, the authors of the 

thesis asked experts for their feedback on the questionnaire before sending it to the 

respondents. Specifically, the authors were interested in the wording of the questions/ 

statements and whether the experts believed that the underlying construct was covered. One 

of the experts was an internal employee of the case company who has a close relationship 
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with the customers, and the second expert is the author's supervisor who has an academic 

background in conducting questionnaires. Moreover, the authors operationalized the 

measures and used already established questions in the questionnaire in order to ensure that 

the measures accurately reflect the concepts in questions. The authors also included three 

questions per measure in order to ensure that the questions covered all aspects of the concept.  

Concerning the external validity, the authors acknowledge that the thesis provides little 

external validity. This is because the thesis focuses on a single case study of one company 

and therefore the thesis is not supposed to be generalized, but rather to unveil concepts for the 

case company.  

Furthermore, the thesis can be prone to biased data from respondents of the interviews and 

the questionnaire. Since the authors are representing the case company and the questionnaire 

is sent by the point of the contact person of the case company, this can result in bias since the 

respondents may be hesitant to provide information as it may hurt their interest and relations 

with the case company. Saunders et al. (2009) suggest protecting the respondents' identity, by 

making them anonymous, which can reduce biases from the respondents. This may improve 

the internal reliability.  

Also, triangulation has been used to improve both the validity and reliability of the thesis. 

Any strengths of one data can make up for the weakness of another data, which in turn 

increases the validity and reliability of the data outcome (Saunders et al., 2009). 

 

  



44 

4.0 EMPIRICAL FINDINGS 

The empirical findings chapter aims to present the results of the qualitative and quantitative 

data. Firstly, the result of the interviews with the experts will be presented. After that, the 

regression of models will be presented. 

 

4.1 Qualitative Findings 

 

4.1.1 Cross-selling 

The reason why the case company decided to introduce the new service was that the 

headquarter of the case company spearheaded the idea. The new service was offered as an 

additional service to the client because they saw a great interest from their clients. The case 

company then decided to also take the opportunity to introduce the creative service. The case 

company had also realized that many of the clients lacked experience in-house and were not 

able to provide high-quality creatives to the digital specialists at the case company. II1 

described his experience with some of the creative content that clients have sent and stated 

the following: 

 “... a lot of our clients either do not have the resources internally to deliver good creative, or 

they lack the understanding around what constitutes good creative in the realm of digital.”  

In addition, the case company asked numerous of their own clients whether they would be 

interested in buying the case company’s creative service and the response was deemed very 

positive from the clients. Because of that, the case company decided to hire two new creative 

directors (II1). 

Much of the work that the digital specialists do at the case company has to do with having a 

creative content. Some examples of creative content could be YouTube videos, 

Facebook/Instagram pictures/videos or website design and structures. This also means that 

the creative content has a large effect on the performance that the digital specialists do when 

distributing and implementing the creative content on the different digital marketing channels 

(II1; II2). As II1 describes it:  
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“So there's like different formats for what would work particularly well for Facebook and 

Instagram. In order to deliver the best possible performance of those channels. We would 

obviously need creative assets that have been adapted to the channel, and so, long story 

short, is that we just found that a lot of the material that we were handed over by the client or 

by their creative agency wasn't read was really subpar.”  

According to II1, creative content has the biggest influence in terms of return on investment 

in marketing:  

“Do clients need creatives? If you look at ROI from advertising, return on investment from 

advertising. It depends a little bit on the format, but around 50% ROI comes down to 

creative, 15% to brand, and around 35% to targeting. So for the targeting piece we're pretty 

good at, the brand is the clients predominantly like the client's core area of responsibility. 

But then there's like this massive piece of 50% that comes down to creative. So do all clients 

need good creative? Yeah, they do need a good creative because that's what ensures the best 

ROI.” 

Since the creative service will be considered as an add-on to the contract of existing clients, 

the case company sees this as an advantage over other creative agencies as the case company 

is already familiar with the client and understands what their needs are. II1 points this out:  

“As a performance agency is that clients do not have any other partner that is as close to 

their business performance as we are because we are managing the single most effective 

marketing channel that they have. We see their return on investment and we know their profit 

margins. We pretty much know everything that really drives their business forward or 

backward for that matter. So that in and of itself is a unique position to be in. Pitching on the 

basis of wanting to improve those numbers is also a phenomenally strong position to be in.” 

Moreover, II2 also points out that many creative agencies are today tapping into the 

performance marketing area and introducing the creative service is therefore a way for the 

case company to stay competitive is to introduce a relevant creative service.  

Where the II1 and II2 believe that the existing client should be considered easier to sell to due 

to the possibility of the case company to be able to pinpoint problems or opportunities with 

the use of data and insights. With the additional service that the case company is offering as a 
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part of the digital marketing service portfolio, the case company is finding new ways to help 

the clients’ improve their digital marketing and grow their business. In other words, 

according to II2, the strategy behind introducing the new creative service is horizontal value 

expansion as well as a retention strategy where the case company wants to be able to increase 

the control of what they are delivering to the clients. Ii2 states the following: 

“I’m kind of bored in that sense but I think that I just see creative service as a means to sell 

more”.  

 

4.1.2 Payment equity 

Payment equity was a determinant that was identified during the interviews. Some 

interviewees pointed out that there tends to be a mismatch in terms of the pricing of the 

creative service between the creative agencies and the clients. EI1 believes that clients have a 

different price perception of creative work than what an agency would have. This was 

highlighted by EI1 who pointed out the following:  

“I think that they [the clients] think they can receive everything for paying pennies. This can 

be related to the idea when people are creating content for their social media using an 

iPhone. Customers would use that as an equivalent to what we provide, which is in any way 

not the same. They don't understand why a real film production can cost up to half a million 

krones.”  

II1 and II3 mentioned that clients tend to get frustrated when negotiating the prices of the 

creative service due to the big difference in price expectation. Also, EI1 even mentioned that 

clients end up losing interest in the creative service once the budget or prices of the service is 

brought up:  

“Also, when you manage to present a very bold and different concept and convince the client 

with the idea, all falls apart when the budget comes into the conversation and the interest 

fades away.” 

Furthermore, comparing prices among different creative services can be difficult due to the 

ambiguousness of the creative outcome. To compare competitor prices is an element of 
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payment equity. The EI2 points out the clients naturally do compare prices even though it is 

difficult to do so with creative services:  

“It is hard to compare different creator agency pricing, because the end product is very 

different, and different creative strategies are used by the different agencies. This is maybe 

not really understood by the clients as it is very natural to make price comparison. I have 

experienced clients saying “You are much pricier than the other agency we talked about”, 

which I then ask “is it the same end product?” and the answer is usually no”. 

 

4.1.3 Switching cost 

A third determinant that was identified during the interviews was switching costs. Yet, it 

seemed that the belief about switching cost having an influence on purchase intention 

differed among the interviewees. Some of the interviewees indicated that switching costs is 

something that clients consider when purchasing services from agencies. They believed that 

switching costs have an influence on purchase intention because of the convenience and 

easiness of having many services within one agency. II2 pointed out that by having many 

services in one agency it saves time and effort and makes it easier. II2 stated that it for 

instance saves a lot of time when it comes to communication because clients do not have to 

email and align various agencies for the different marketing activities.  

Some of the interviewees further stated that by switching from one agency to another when 

purchasing creative services is much more common today than what it used to be some years 

ago. EI1 stated that he has been working with clients that have stayed with the same agency 

for more than 15 years but that it is uncommon to be that loyal today. EI1 further states that 

because of the vast amount of creative agencies that exist today it is often the case that clients 

tend to switch among agencies. EI1 stated the following:  

 “Nowadays there are a lot of new creative agencies. So, clients tend to just switch agencies 

as they switch socks.” 

II2 agreed on this end and explained that he/she has not experienced a problem of making 

clients switch from their classical creative agency to the case company for the same type of 

services.   
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Yet, there were some of the interviewees that had experienced the opposite and they believed 

that switching from one agency to another does have an influence when it comes to clients 

buying services from agencies. II3 mentioned that he/she has been pitching to clients that 

have been unhappy with their current agency and complaining about the services they are 

doing for them, but in the end, they still choose to stay with their current agency. II2 further 

stated that he/she has experienced two different scenarios among clients. He/she calls it the 

modern approach and the old school approach, where the modern approach is when clients 

are open and willing to switch among agencies while the old school approach is when clients 

stay loyal to their current agency. II2 expressed the following:  

“So I would say there's to me like the modern approach, and the old school approach. The 

old school approach is that you're or you're like, almost married to your, you know, agencies, 

both media and creative, basically”.  

II2 further states that it is not difficult to pitch to the clients that follow the old school 

approach, but closing the sale is another matter.  

 

4.1.4 Sales expertise 

The fourth determinant that has been identified is the role of the salesperson and its expertise 

when selling creative service. The salesperson has the responsibility to educate or make sure 

that the clients are well aware of the service that the salesperson is presenting. If the client 

does not understand the service and its true value, then there is a high chance that the client 

ends up not buying the service. This was highlighted by II1:  

“People don't buy stuff they do not inherently understand and that goes for clients and digital 

specialists alike. So if you don’t understand what we're trying to sell, there's no way you're 

going to buy it.” 

EI2 suggests that a salesperson that is able to translate the technical and sophisticated slang of 

the creative industry into words that a client understands is an important skill that a client 

expects.  



49 

Moreover, the challenge to showcase the intangible service seems to be pretty common 

among the salespeople selling creative work according to the experts. One of the reasons 

pointed out by EI2 is that it can be tough to sell intangible services since a client is not able to 

see the actual finished product. Therefore, it is necessary for a salesperson “to be good at 

selling it [creative service],.... this usually comes with experience” (EI2). 

 

4.1.5 Trust 

The fifth determinant that has been pointed out by interviewees is trust. During the 

interviews, it was evident that transparency and good chemistry, which creates trust among 

the client and the creative agency, are important factors for clients when making a decision to 

purchase creative service. II2 believes that trust is a determinant that makes clients buy 

creative services: 

“... I think that trust is a factor that can successfully close a pitch.” 

Transparency is a vital factor to ensure that there can be trust between the customer and the 

agency. As EI2 highlights:  

“... transparency is what makes customers trust us. And that is because transparency removes 

any suspicions that a customer could have of the creative pitch [that] you are presenting.” 

Therefore, by avoiding customers feeling left behind in the process may ensure that the client 

feels safe with the agency to perform well (EI1).  

Moreover, good chemistry between a client and an agency is important in order for the 

agency to gain trust from the clients (II2; II3; EI1). According to EI2, clients consider an 

agency more trustworthy if there is a good chemistry:  

“There must be the right chemistry between us, the creators, and the clients buying the 

service. It may seem a little silly, but it's pretty important that it's not all about the product 

but also the people that are to execute the creative service so that the clients can rely on 

those people to deliver.” 
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4.1.6 Perceived value  

Ultimately, the perceived value was identified as a determinant to have an impact on the 

purchase decision making (EI2). Therefore, agencies have the responsibility to point out the 

visible business value that the creative service provides. As II1 explained:  

“One of the first challenges we realised that we're facing is that we do not only have to 

convince our clients that they need this particular service, we also need to explain to them 

what that actually means and particularly, we need to explain to them what that means in the 

context of the case company.” 

This may suggest that it may be a challenge for the person of the case company selling the 

creative services as the person needs to not only point out the overall value of creative 

services, but also the value of using the creative services of the case company.  

Furthermore, many clients strive for the ability to measure ROI or quantify the value of 

advertising, which is possible through performance channeled advertisements such as 

Facebook. However, creative performance is not as easily measurable (II1). This can be a 

challenge for a salesperson selling the creative service as he/she must convince the client that 

the creative work is making a difference for the client’s business (Internet Interviewee 2). 

This challenge was also outlined by EI1:  

“The challenge is that the clients may not see or understand what the end result will look like 

and how that will help the clients business.”  

In addition, II3 pointed out, if a customer is already familiar with the work of an agency and 

the way that the client gained great value from their services, then the client may have a 

higher incentive to also try out the agency’s other services and may expect similar value out 

of the other services (II3). II3 further explained that if he has the experience that some clients 

perceive great in the case company in one part of the agency’s business, will most likely 

believe the case company is good at creative services as well.  
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4.1.7 Summary of the qualitative findings 

Based on the interviews with the experts, the authors found five determinants that have an 

influence on the willingness to cross-buy creative services. The determinants are payment 

equity, switching cost, sales expertise, trust, and perceived value. The author can therefore 

hypothesize that these determinants have an effect on cross-buying. Once the determinants 

had been identified, the authors decided to conduct a questionnaire to identify which of those 

identified determinants are considered drivers and barriers for cross- buying the case 

company’s new creative service. The quantitative findings will be presented in the next 

section.    

 

4.2 Quantitative Data 

This section will present the empirical findings that have been derived from the questionnaire 

that was sent out to the case company’s existing clients. In addition, the authors will 

introduce the data selection process and the models results. Note that only the results from the 

regression analysis will be presented. The interpretation of the data is discussed in the 

analysis and discussion chapter. 

 

4.2.1 Process of Analysis  

The data set for the qualitative part consisted of one dependent variable (cross-buying 

intention) and seven independent variables. The independent variables were identified by 

using qualitative data in terms of expert interviews, as mentioned in the previous sub-chapter.  

Five of the independent variables, namely switching cost, payment equity, trust, sales 

expertise, and perceived value were collected from the questionnaire while the retainer size 

and relationship length variables were obtained from the case company’s CRM system. As 

mentioned in the method chapter there were in total 19 questionnaire answers from the clients 

of the case company. Additionally, each determinant, except the retainer size and relationship 

length, had three questions in the questionnaire; the final data set consisted of 380 data 

points.  



52 

After the questionnaire results were collected and the data set was created which, as 

previously mentioned, consisted of 380 data points, each determinant was labeled and the 

Likert scales were turned into numbers between one to five. The Likert scale was a five-point 

scale consisting of a scale that ranges between highly disagree to highly agree where highly 

disagree represented 1 and highly agree represented 5. After the data set was set up it was 

imported to R programming software where the authors of the thesis ran four different 

regressions models (See Figure XX). The result of the models is described below.  

 

4.3 Quantitative Findings 

4.3.1 Model 1 

In the first model (Model 1) the authors of this thesis took the average of all of the three 

variables for each determinant. As mentioned previously, in the survey each determinant had 

three different questions, so for Model 1 the average of the three questions was taken, which 

represented the value for each determinant. The output of the regression can be found in the 

table below (See table 1).  
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Table 1: Model 1 

 

 

Model 1 has an R
2
 of 0.653 and adjusted R

2
 of 0.432. It can therefore be concluded that 

approximately 43% of the variations in cross-buying of creative services are affected by the 

determinants. How much effect each variable has will be presented below.  

As the table shows payment equity has a negative impact on the willingness to purchase 

creative services (β = -0.124, p = 0.427). This means that if clients perceive they pay a fair 
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price for the services they currency they would be less willing to cross-buy creative services. 

Yet, the result is not statistically significant as the p-value is only at 43%.  

The next determinant is switching cost and as can be seen in the table switching costs have a 

strong positive effect on clients’ willingness to cross-buy the creative service (β = 0.437, p = 

0.955). This means that the higher the perceived switching cost the more likely the clients are 

willing to cross-buy the creative service. Furthermore, the results concerning switching costs 

are significant at a significant level at 96%. 

Regarding trust, the result shows that it has a positive impact on clients’ willingness to cross-

buy the creative service (β = 0.257, p = 0.687). In other words, if the more trust the client has 

in the digital marketing agency they are more willing they would be to cross-buy the creative 

service. However, the significance level for trust shows a value of 67%.  

Sales expertise is the next determinant and the results show that sales expertise has a positive 

impact on the clients’ willingness to cross-buy creative services (β = 0.266, p = 0.697). This 

means that the higher the clients perceive the salesperson to be an expert the more willing the 

client would be to cross-buy the creative service. The significance of trust shows that the 

significance level is at 70%.  

The result from the regressions shows that perceived value has a moderate negative effect on 

clients’ willingness to cross-buy the creative service (β = -0.386, p = 0.678). In other words, 

the higher the perceived value the client realizes the less likely they would be willing to 

cross-buy creative services. Yet again, the significance of this determinant shows a result of 

68%. 

The next determinant is relationship depth which, as mentioned earlier, represented the 

retainer size in terms of how many monthly service hours the client currently has (average 

number of hours of the sample is 70). The results show that the number of service hours has 

no effect on client willingness to cross-buy creative services (β = -0.00, p = 0.49). 

Lastly, the relationship length was measured in months in this study (average of 17.5 

months). The determinant has a weak positive effect on client willingness to cross-buy 

creative services (β = 0.067 p = 0.678). This means that the longer the clients have been a 

client of a digital marketing agency the more likely they would be willing to cross-buy the 
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creative services. Compared to most of the other determinants in this study the significance 

level of relationship length was high (93%).  

The result of Model 1 shows that switching cost, trust, and relationship length have a positive 

impact on clients’ willingness to cross-buy creative services where switching cost has the 

strongest impact on cross-buying. In contrast, payment equity, sales expertise, and perceived 

value have a negative influence on clients’ willingness to cross-buy creative services. 

However, the significance level for all determinants except for switching cost and 

relationship length was below 90%, which means that it is questionable if those results 

represent the population. On the other hand, switching cost had the highest significance level 

while relationship length had an acceptable significance level as well. 

Owing to the fact that the sample size in this study is quite small and also due to the fact that 

taking the average score of each determinant can leave out some information, the authors of 

the thesis decided to run another model (Model 2). In contrast to the first model that took the 

average of the determinants, the second model is more detailed and looks at the variables 

individually within each determinant in order to determine if they have an impact on the case 

company’s clients' cross-buying intention. In other words, to obtain a more granular view the 

authors of the thesis decided to carry out a nuanced analysis. The result of the second model 

is therefore described below. 

The relationship length and depth is only included in Model 1 because the determinants were 

obtained as secondary data and do not have three variables associated with them. 

 

4.3.2 Model 2  

As mentioned previously, each determinant has three-items that was used to assess whether 

the determinant is a driver or barrier for cross-buying creative services according to the 

existing customer of the case company. Three different sub-model was created where each 

represents the three different variables of the dependent variables (i.e. cross-buy more money, 

cross-buy open, and cross-buy future buy). The items that are included in the linear 

regression are outlined in (see table 2). 
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Table 2: Items 

# Determinants Items 

1. Cross-buy_more_money We are currently considering to spend more 

money on creative services 

2. Cross-buy_open_buy We are open to buying new types creative 

services that we do not use today 

3. Cross-buy_future In the future, it is very likely that we will buy 

additional creative services 

4. Payment equity_compare Before purchasing a digital marketing service, we 

always compare prices across agencies 

5. Payment equity_fair_price Digital marketing agencies most often charge a 

fair price 

6. Payment equity_satisfaction Overall, we are most often satisfied with the 

price digital marketing agencies charge us 

7. Switching cost_money It would cost my company a lot of money to 

switch from one digital marketing agency for the 

same type of service 

8. Switching cost_time_and_effort It would take my company a lot of time and 

effort to switch from one digital marketing 

agency to another agency for the same type of 

service 

9. Switching cost_uncertainty If my company changed from ne digital 

marketing agency to another agency for the same 

type of service, we would feel uncertain because 

would not know what to expect  

10. Sales expertise_presentation When buying digital marketing services, we base 

our decision on the sales representative 

presentation of the service 



57 

11. Sales_expertise_expert We believe that the sales representative must be 

an expert to sell the digital marketing services 

12. Sales_expertise_experience We find it very important for the sales 

representative to be experienced with the digital 

marketing service he/she is selling 

13. Trust_judgement With all the digital marketing agencies we have 

worked with, we always trust the digital 

marketing agencies judgment to deliver good 

services 

14. Trust count_on We find it utmost important that we can count on 

digital marketing agencies for good service 

15. Trust_promise With all the digital marketing agencies we work 

with, we always rely on them to keep their 

promises 

16. Perceived 

value_reasonable_prices 

In general, digital marketing agencies provide 

good services for reasonable prices.  

17. Perceived value_sacrifice Overall, we feel it is worth to sacrifice time and 

effort for the services we receive from digital 

marketing agencies 

18. Perceived value_tradeoff Overall, the chance of receiving reliable and 

consistent service outweighs the risk of receiving 

poor service when we work with digital 

marketing agencies 

19. Relationship_length The duration of the relationship between the 

client and the case company (number of months). 

20. Relationship_depth The size of the retainer at the case company 

(number of service hours per month)  
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Table 3: Model 2 
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Model 2 was divided into three sub-models that have three different dependent variables (i.e. 

cross-buy_more_money, cross-buy_open, and cross-buy_future). The first sub-model of 

Model 2 has cross-buy_more_money as the dependent variable and all independent variables 

were included (except the relationship length and depth due to the reasons mentioned above). 

The model has an R
2
 of 0.859 and adjusted R

2
 of 0.515. This means that approximately 52% 

of the change in cross-buying in terms of willingness to spend more money on creative 

services is explained by the determinants.  

Furthermore, the second sub-model of Model 2 has cross-buy_open as the dependent variable 

and all independent variables included. The second sub-model has an R
2
 of 0.852 and 

adjusted R
2
 of 0.110. This means that approximately 11% of the change in cross-buying in 

terms of willingness to spend more money on creative services is explained by the 

determinants.  

Lastly, the third sub-model of Model 2 has cross-buy_future as the dependent variable and 

also all independent variables included. The third sub-model has an R
2
 of 0.885 and adjusted 

R
2
 of 0.313. This sub-model has the strongest adjusted R

2
 and therefore indicates that 

approximately 31% of the change in cross-buying in terms of willingness to spend more 

money on creative services is explained by the determinants.   

Furthermore, the results from the regression show that payment equity_fair_price has a strong 

positive impact on clients’ willingness to cross-buy in the future (β = 0.819, p =0.85). Even 

though the significance level is below 90% for the variable, the significance level is still 

moderately strong. This result means that the more the clients perceive they pay a fair price 

for digital marketing services today the more willing they would be to cross-buy creative 

services in the future. Moreover, the results show that payment equity_satisfaction has a 

strong negative impact on cross-buying in terms of being willing to spend more money on 

creative services now (β = -0.848, p = 0.83). Even though the significance level is below 90% 

for this variable it is still moderately high at an 83% confidence level. This result is therefore 

interpreted as the more the clients are satisfied with the prices they pay for the digital 

marketing services today the less they would be willing to cross-buy creative services in 

terms of considering spending more money on creative services. The last variable in relation 

to payment equity is payment equity_compare, this variable has a moderate positive impact 

on cross-buying in terms of consideration of spending more money on creative services and 
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also considering buying creative services in the future (β = 0.409, β = 0.537). However, the 

significance levels of this variable were quite low (p = 0.40, p = 0.62).  

Moreover, the variable switching cost_time_effort has a strong positive effect on cross-

buying in terms of consideration of spending more money on creative services (β = 0.819, p < 

0.1). This means that the higher the perceived switching cost in terms of time and effort to 

switch the more likely the clients would be willing to cross-buy creative services in terms of 

being willing to spend more money on creative services. Additionally, switching 

cost_uncertainty also has a positive on cross-buying in terms of buying creative services in 

the future (β = 1.094, p = 0.803). Even though this determinant does not have a significance 

level above 90% it is fairly close with a confidence level at 80%. The last variable that is 

related to switching cost is switching cost_money has a negative effect on cross-buying in 

terms of willing to spend more money on creative services (β = -0.648, p = 0.625) and cross-

buying in terms of considering buying creative services in the future (β = -0.78, p = 0.79). 

Yet, the significance levels are still below 90%.  

Sales expertise_presentation and sales expertise_expert has no statistically significant results 

(all p-value were below 0.60). It is also true that sales expertise_experience has no 

statistically significant data from the regression model 2. However, one can say that sales 

expertise_experience has a moderate negative impact on cross-buying_future_buy with a 

78% statistical significance (β = -0.576, p = 0.786). Therefore, a client that believes it is 

important for the salesperson to have experience with selling digital marketing services, is 

very likely to cross-buy creative services in the future. In addition, sales expertise_experience 

has a statistical significance of 73% of having a strong positive effect on spending more 

money on cross-buying creative services (β = 0.744). This suggests that a client that believes 

salesperson experience of selling digital marketing services is important is less likely to 

spend more money on cross-buying creative services.  

Trust_judgement has no statistically significant result on any cross-buying variable, however 

trust_judgement has a very strong positive effect on cross-buy_future_buy (β = 1.869, p = 

0.87). While there is a statistical significance of just below 90%, it indicates that a client that 

has a high level of trust for the digital specialists to make a good judgment to deliver good 

services is more likely to consider cross-buying creative services in the future. The cross-

buying_more_money and cross-buying_open have a p-value of 0.306 and 0.429 respectively 
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with the trust_judgement variable. Similarly, trust_promise has no statistically significant 

result on any cross-buying variable. Interestingly though, Trust_promise has a very strong 

negative effect on cross-buy_future_buy (β = -1.893, p = 0.88). This in turn suggests that, 

with a 88% statistical significance, clients that rely on the digital marketing specialists to 

keep their promise are most certainly not inclined to cross-buy creative services in the future. 

Lastly, Trust_count_on has low statistically significant results to be taken into account in this 

case. However, due to the high regression coefficients of the variables trust_judgment and the 

cross-buying_more_money (i.e. β = 1.869 and β = -1.893) there may be an issue of 

multicollinearity. Multicollinearity is defined as when the independent variables in the 

regression model are correlated with one or another and it occurs when the independent 

variables are measuring the same concept (Daniels & Minot, 2019). Therefore, it is important 

to be cautious when interpreting the results as multicollinearity may distort the values of the 

regression coefficients. 

Perceived  value_sacrifice has no statistically significant result on any of the cross-buying 

variables. However, the perceived value_sacrifice has a strong positive effect on cross-

buying_more_money with a p-value of 0.746. Therefore, one can say with a 75% statistical 

significance level, that a client that perceives it to be worth sacrificing time and effort in 

order to receive the services from marketing agencies is likely to be more willing to spend 

more money on cross-buying creative services. Perceived value_reasonable_price has only a 

statistically significant result in cross-buying_more_money. Perceived 

value_reasonable_price has a very strong negative impact on cross-buying_future_buy (β = -

1.745, p > 0.1). Meaning, clients that perceive services to be good for the prices they pay, 

will most certainly not be interested in spending more money on cross-buying creative 

services. It is worth noting that perceived value_trade off has no statistically significant result 

on any of the cross-buying variables (i.e. cross-buy_more_money, cross-buy_open, cross-

buy_buy_future) as the p-value are 0.502, 0.227, 0.350 respectively. 
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5.0 ANALYSIS AND DISCUSSION 

Thus far, the thesis has focused on the theoretical aspect of the different determinants of 

cross-buying and how experts view the different determinants when it comes to cross-buying 

creative services. In the following chapter, the authors are going to analyze the results from 

the questionnaire, the literature review, and the experts' view on the identified determinants 

that influence cross-buying. The intention is to analyze whether the experts and literature 

studies are aligned with the existing clients of the case company.  

Going further, the analysis of the quantitative results starts with analyzing the average results 

of each determinant (Model 1), if the average results lack statistically significant outcome, 

the authors go step further to analyze individual variables within the determinant (Model 2) 

which may have a higher level of statistically significance in order to provide deeper and 

accurate analysis.  

Lastly, the authors end the chapter by discussing whether the determinants are classified as a 

driver or barriers for cross-buying creative services of the case company and suggested 

actions for the case company.  

 

5.1 Payment equity 

As mentioned in the empirical chapter Model 1, shows that there is no statistically 

significance in the result regarding payment equity. This means that the authors are unable to 

provide an accurate analysis of the payment equity determinant. Therefore, the authors have 

looked at the individual variables within payment equity in Model 2. Here, the authors found 

that two out of the three variables are closer to 90% statistical significance compared to the 

outcome of the average determinant statistical significance. Previous studies have argued that 

payment equity can both have a positive (Bolton & Lemon, 1999; Verhoef et al., 2002), 

negative (Verhoef, Franses and Hoekstra, 2001) or no effect on cross buying (Verhoef, 2003). 

Intuitively, one may think a client that has high payment equity is more willing to also buy 

other services from the same supplier. The first finding within Model 2 of payment equity 

that has a close statistical significance to 90% show that clients that perceive they pay a fair 

price for the digital marketing services are likely to spend more money on cross-buying 
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creative services. However, the findings also show clients that are satisfied with the price for 

the digital marketing services they pay today have a negative impact on willingness to cross-

buying creative services in the future (with also a close statistical significance to 90%). This 

may suggest that clients that have a high level of payment equity may not be willing to 

currently spend more money on cross-buying the new creative services, but would be more 

interested in cross-buying the creative services in the future. This is also an indication that 

there are other factors that influence cross-buying than just perceived payment equity.  

Verhoef, Franses and Hoekstra (2001) have argued that a negative effect on payment equity 

to cross-buy, with relationship age as a moderating factor, may be because customers that 

have been with a supplier for a long time become price-conscious overtime. The customers 

can become more familiar with the services of the seller overtime (Reinartz and Kumar, 

2000; Evanschitzky, Malhotra, Wangenheim, & Lemon, 2017). This suggests that “customers 

with lengthy relationships are increasingly sensitive to the retention of payment equity” 

(Verhoef et al., 2001, p. 347). This is consistent with the Model 2 findings in terms of 

customers that are satisfied with the price they pay are less likely to spend more money on 

cross-buying new creative services. The reasoning to this could come from the relationship 

age of the existing clients. From the secondary data given by the case company, it is evident 

that the customers that took the survey have been with the case company over at least 17 

months. This is enough time for a client to be familiar with the process of how the digital 

specialists provide the services to the clients.  

In relation to the findings that customers that are satisfied with the price they pay are less 

likely to spend more money cross-buy, Bolton and Lemon (1999) point out that customers 

want to keep stable payment equity of a supplier. When choosing to purchase other services 

of the same supplier the customer risks losing the stable payment equity of a supplier. The 

existing customers of the case company may consider the current prices of the services they 

are currently using to be fair. Actually, some customers may have been attracted to the 

services due to the appealing price deal in the first place. II1 has mentioned that new clients 

are offered more hours of digital marketing for the same price at the start of their relationship 

(II1). That being said, the existing customer may not be as interested to try new services that 

do not provide such deals which may potentially ruin their payment equity. One of the 

experts pointed out that the topic of bringing the budget of creative service into the discussion 
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when cross-selling tends to result in customers being less interested. Their creative and 

innovative ideas that the clients may have had during the discussion with the salesperson of 

the creative services simply is no longer considered when prices of the services come into the 

conversation (EI1). However, while the clients may not be interested in spending more 

money on cross-buying at the moment, they are likely to do so in the future.  

Another reason why there may be resistance for clients to cross-buy when it comes to 

payment equity is that customers do not have a true overview of what justified a fair price. 

This may, therefore, lead to customers hesitating on cross-buying more services of the same 

supplier (Evanschitzky et al.,. 2017; Verhoef et al., 2002). EI1 highlighted this by saying that 

customers may not understand that creative content that is made by an amateur provides 

dramatically different results in terms of return on investment compared to a creative content 

that is made by a professional creative team. This implies that the client’s pricing perception 

may be a mismatch to the creative offering. This is aligned with the fact that services that are 

complex in nature can be hard to have an accurate price perception of (Evanschitzky et al.,. 

2017; Verhoef et al., 2002). Creative service within a digital marketing agency is very broad. 

The case company’s creative service covers areas from creative ideation, video and image 

production, content development and communication, website solution, and branding. The 

creative team of the case company is highly flexible and skillful within a large area of 

creative services (II3). Because of that, a client may find it hard to justify what a fair price 

would be for a final creative service outcome. In addition, as the creative service is 

intangible, and therefore, invisible until the service is executed or created, it makes it also 

hard to make a fair assessment of what a fair price would be for such creative service. This is 

because the costs are not visible, and therefore a customer is unable to make a fair assessment 

(Evanschitzky et al., 2017).  

Verhoef (2003) pointed out that a reason why payment equity may not have an effect on 

cross-buying at the moment is that the experience the customer may have with the supplier at 

the moment may not translate to the same experience by cross-buying additional products or 

services. This could be the case in the case company as there are different people executing 

the creative service compared to the paid search and social digital marketing services. There 

is a need for different expertise needed in creative services compared to the other services. In 

addition, Verhoef (2003) argued that it may be difficult to justify how payment equity is 



65 

translated into action, other factors may emerge during the time that results in customers 

making the decision to cross-buy. While this thesis found that payment equity has a strong 

negative impact on the willingness to spend more money on cross-buying and a strong 

positive impact on the willingness to cross-buy in the future, the authors acknowledge that 

there are other factors that can contribute to the willingness to cross-buy by a customer.  

Interestingly enough, the Model 2 findings also show a positive impact of payment equity in 

cross-buying, specifically clients that consider they pay a fair price for the digital marketing 

services are likely to spend more money on cross-buying creative services. This is in line 

with some literature that argue that payment equity has a positive effect on the willingness to 

cross-buy (Bolton & Lemon 1999; Verhoef et al., 2002). Therefore, it is vital to understand 

that clients seem to be likely interested in cross-buy creative services in the future instead of 

spending money now on cross-buying creative services now. This indicates that there may be 

other factors that contribute to clients making their decision to cross-buy now.  

 

5.2 Switching cost 

Regarding switching cost the result from Model 1 shows that switching costs has a strong 

positive correlation with cross-buying intentions at the same time as it had a high significance 

level (β = 0.437, p = 0.955). Therefore, the results demonstrate that the higher the perceived 

switching cost is the more likely the client is to stay with their current digital agency and 

cross-buy creative services instead of turning to competitive agencies. Additionally, by 

looking at the result from Model 2 it is also evident that switching cost in terms of time and 

effort has a strong positive impact on cross-buying creative services in terms of currently 

considering more money on creative services. Based on the result of the two models it can 

therefore be concluded that when clients perceived a high switching cost and more 

specifically in terms of time and effort they likelihood of them cross-buying creative services 

increased.  

The fact that the result shows that switching cost has a positive effect on cross-buying is in 

line with what some experts illustrated during the interviews. The experts illustrated that they 

have experienced that clients tend to stick with their current digital marketing agency if they 
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have been with that agency for many years or if they already have many services within the 

same digital agency. The experts explained that the reason behind clients staying with the 

same agency is either due to the convenience of having many services in one firm or because 

of their reluctance of breaking a relationship. It was also stated that and when clients stick to 

their current agency they are very hard to cross-sell to.  

The above mentioned findings are also in line with the literature regarding switching costs. 

As mentioned earlier in the thesis it has been shown in the literature that customers who 

perceive a high switching cost tend to stay with their suppliers and are more open to cross-

buy (Lijander & Sandvik, 1995; Ngobo, 2004). By analyzing the findings further and more 

specifically through the lens of Burnham et al. (2003) who, as mentioned previously, 

differentiated between three types of switching costs, namely procedural, financial and 

relational, the findings showed that both procedural and relational switching cost is evident. 

For instance, owing to the fact that the result of the regression showed that clients that 

perceive a high switching cost in terms of time and effort indicate that when clients perceive 

high procedural switching cost they are more likely to cross-buy creative services. By looking 

at the result from the expert interviews it is evident that the experts believe that clients also 

perceived relational switching costs if they were to switch to another agency. Interestingly, 

these are two types of switching costs that the findings show are relevant, yet the perception 

of the type of switching cost seems to differ between the experts and the clients of the case 

company. Particularly, from the experts’ point of view it is evident that relational switching 

cost seemed to be highly considered, but not as much as procedural switching costs in terms 

of time and effort. Furthermore, the financial switching costs, which are defined in the 

literature as the financial loss and benefit loss customers risk when switching to a new 

supplier (Burnham et al., 2003; Dick & Basu, 1994), does not seem to be considerable in this 

study. For instance, the financial switching cost was not mentioned in the expert interviews 

nor did it seem to be relevant from the client's point of view. The reason for why there is no 

perceived financial switching cost in this case could be due to the nature of the digital 

marketing service. Burnham et al. (2003) argue that product complexity has an influence on 

perceived switching cost. Hence, it could be that due to the digital development it is today 

fairly easy to switch from one digital marketing agency to as the only set-up requirements are 

to give the new agency access to all digital platforms that the client is using such as Google 

Ads, Google Analytics and Facebook business manager and so on.  
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Another interesting finding is that even though it was evident from the result of Model 1 and 

2 that high perceived switching cost and also switching cost in terms of time and effort has a 

positive effect on cross-buying intention in terms of currently considering spending more 

money on, the experts in this study also argued that they believe the opposite. This also 

means that concerning switching costs, the result from the experts' interviews shows that it 

can have both a positive and a negative effect on cross-buying. For instance, the experts have 

experienced that it does not seem that customers perceive a high switching cost because today 

there are many clients that switch from one agency to another for creative service. As 

mentioned earlier, some experts believe that the reason for this is because there are many 

creative agencies that offer similar services. The reason for this misalignment in findings 

could be due to provider heterogeneity. Provider heterogeneity is defined as the variations 

among the suppliers in the market and to which extent they differ in terms of product/service 

offerings (Schmalensee 1982). Hence, it could be that the expert believes that there are many 

creative agencies that offer homogeneous services. Yet, this did not seem to be the case by 

looking at the findings from the regression Model 1 and 2.  

Moreover, based on the above findings from the regression models it has been shown that 

high switching costs have a positive effect on cross-buying. Yet, the opposite has also been 

evident in the literature. It has been argued in the literature that one of the reasons why 

customers are not open for cross-buying is because they want to avoid having many services 

within one company considering that would increase the switching barriers further (Ngobo, 

2004). What is also important to remember is that the literature, as mentioned previously,  has 

shown mixed findings in terms of switching cost and its effect on cross-buying. Hence, in 

order to understand why the perceived switching cost had a positive effect on cross-buying in 

this study, it could be important to understand the nature of the relationship the case 

company’s clients have with digital marketing agencies. One way of understanding what type 

of relationship the case company’s clients have with digital marketing agencies is to use the 

framework by Bendapudi and Berry (1997) who distinguished between a constraint-based 

and a commitment-based relationship. By looking at it from the case company’s clients’ point 

of view it could be that they experience a constrained-based relationship to some degree. This 

is because if they perceive it takes time and effort to switch to another marketing agency for 

the same type of service they rather stay with their existing one and are open to cross-buy. 

Yet, even though customers are staying with a supplier due to constraints they may still not 
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be open to cross-buy (Ngobo, 2004). In this case the findings show the opposite and the 

reasons for that could be that the case company’s clients are committed to stay in the 

relationship. In other words, they are motivated to stay in the relationship because of the 

service excellence or the benefits, which would be a commitment-based relationship in the 

view of Bendapudi and Berry (1997). Furthermore, due to the fact that it was mentioned in 

the expert interviews that many clients tend to switch agencies today because they experience 

the switching barriers are low, this could also indicate that the case company’s clients are 

committed to stay and cross-buy from the same agency, despite the low exit barrier, due to 

the great service being offered.  

 

5.3 Sales Expertise 

The author is only considering the Model 2 and variable salesperson experience towards 

cross-buying in the future. This is because the Model 1 of sales expertise has a low level of 

statistical significance and may not be able to provide accurate finding. Therefore, the authors 

find it important to explore in more detail within the sales expertise determinant, which are 

the three variables of sales expertise.  

In the academic literature, there is a general consensus that a high level of perceived sales 

expertise has a positive effect on cross-buying. Interestingly, this thesis found that sales 

expertise experience has a strong negative impact on cross-buying creative services in the 

future. The findings indicate that clients that find it important that salespeople have 

experience in selling digital marketing services are less likely to cross-buy in the future. More 

specifically, clients are interested in the level of skill set which comes from experience of 

selling digital marketing services before choosing to consider cross-buy. While the Model 2 

results show a negative impact on cross-buying, the authors believe that it is never a bad 

thing to have a level of sales expertise when selling. That being said, the sales expertise is not 

considered to be an important determinant for the clients' interest in cross-buying in the 

future. 

One of the reasons for salesperson expertise through experience may not have an impact on 

cross-buying is that especially in business to business settings, a customer and a salesperson 
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have numerous meetings before a sales deal is closed. This may imply that a business 

customer can rely on other factors when making a decision to cross-buy rather than few 

visible factors from one or two meetings. This tends to be the case for business to consumers, 

where consumers are forced to choose from limited options to make their purchase decision 

(Boles et al., 200). The case company always goes through a long pitching process before a 

customer has signed a contract with the case company (II1). For every step of the process, 

new information is provided to the customer that allows them to make a decision that does 

not weigh much on the salesperson's expertise. Furthermore, Boles et al. (2000) pointed out 

that business to business customers are more educated than business to consumers customers, 

which may lead to business to business customer findings it less relevant to rely on sales 

expertise for decision making. In the context of the case company, the reasoning may not be 

justifiable in this case. This is because creative service is a “fluffy” concept and it is hard to 

know what the end result will be (II1). In addition, II1 pointed out that many times, the case 

company’s customers are not aware of the importance of creative services and that they are in 

need of improved creative services in order to improve their return on investment in digital 

marketing. Another reason why sales expertise may not be considered as an important 

determinant for cross-buying is, according to Newell et al. (2011), sales expertise is not as 

important factor as the chemistry between the customer and the salesperson. The need for 

chemistry between the clients and a salesperson was also highlighted by few of the experts. 

II3 pointed out that chemistry allows the client to open up which creates a useful dialogue 

where the clients can express their frustration or a problem they are currently facing (Internal 

Interviewee 3).  

As mentioned previously, many academics have found that sales expertise has a positive 

impact on customers to cross-buy. This has also been a general agreement between the 

experts that the authors have interviewed. Crosby et al. (1990) found that sales expertise has a 

positive effect on influencing sales. One of the suggestions mentioned by Crosby et al. (1990) 

is that a salesperson can use its expertise to assure that a complex product or service is 

understandable in terms of its benefits and how that can solve a customer's problems. This 

ultimately can lead to a higher probability of sales. This is aligned with what II1 and EI2 said 

about the need to clarify to a customer what the salesperson is trying to sell. According to the 

experts, clients are less interested in cross-buying new services if they do not understand 

what the service entails. It is too big of a risk to buy something that the client does not grasp 
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how that fits to the client's needs (II1; EI2). Interestingly, the existing clients do not see such 

traits to be of importance. While in the case of Crosby et al.  (1990) the reason for the 

different findings compared to the thesis findings, can be because of the different relationship 

settings. Crosby et al (1990) examined business to consumers relationships, while this study 

has a business to a business relationship focus. As highlighted previously, business to 

business customers, and the sales process differ from business to consumers, which could 

have an effect on the result. In addition, there is a possibility that the existing clients of the 

case company may not value or lack the trust of salespeople. Martin (2017) discusses the 

reasons for why customers chose not to purchase from a salesperson. One of the reasons he 

mentions is that customers may lack trust and respect for the salesperson that was presenting 

the service or product they are trying to sell. (Martin, 2017). In addition, another reason why 

the literature and some experts are in a disagreement with the existing customers of the case 

company is the customer's perception of the complexity of the creative service. As mentioned 

by EI1 who mentioned that customers do not understand the complexity of executing a 

creative service. This could justify why an existing customer may not see the importance of 

having a high level of salesperson expertise, since the creative service is not considered so 

complex from customers.  

 

5.4 Perceived value 

Regarding the perceived value the result from the regression Model 1 shows that perceived 

value has a moderate negative effect on cross buying (β = -0.386, p = 0.678). However, since 

this result does not have a high significance level (68%), it is difficult to draw certain 

conclusions as the finding may not represent the population. Hence, regarding the perceived 

value it is useful to examine further and evaluate if some of the individual variables of 

perceived value have an effect on cross-buying. By looking at Model 2 the result shows that 

perceived value in terms of reasonable price has a strong negative effect on cross-buying 

creative services in the future. In other words, the more the clients perceive they pay a fair 

price in relation to the benefit they receive the less likely they would be willing to cross-buy 

creative services in the future.  
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In contrast to the above mentioned finding, this is not in line with what some of the experts 

stated in the interviews (II3). As mentioned earlier it was illustrated that if clients are familiar 

and perceive great value in the services they have today they have a higher incentive to buy 

other services as well. In other words, from the experts’ point of view, it seems that the 

clients transfer the perceived value of one service to another. For instance, II3 stated the 

following: 

“Okay, clients sometimes think if they [the case company] are as good as they are on this side 

of the business, then they must be good at creatives as well”.  

Furthermore, the above mentioned findings from the regression Model 2 is not in line with 

the literature where it has been shown that perceived value has not only to influence 

willingness to purchase (Doods & Monroe, 1985; Monroe & Chapman, 1987), but also that it 

has been evident that high perceived value has a positive impact on cross-buying behavior 

(Soureli, Lewis & Karantinou, 2008; Bolton, Kannan, Bramlett, 2000). Interestingly, based 

on the results from regressions Model 2 it is evident that the higher the perceived value from 

the clients’ point of view, the less willing they would be to cross-buy creative services in the 

future. Hence, this finding is not in line with what Doods and Monroe (1985) and Monroe 

and Chapman (1987) nor is it in line with what Saourlei, Lewis and Karantinou (2008), as 

well as Bolton, Kannan and Bramlett (2000), proposed.  

Interestingly, a noticeable finding that it was evident by some experts, and what could also be 

the reason why perceived value has a negative effect on cross-buying, is that clients do not 

seem to understand or see the value of what a creative service will do for them or how they 

can benefit from the creative service. For instance, II1 mentioned that clients are struggling to 

understand the potential return on investment for creative services and therefore struggling to 

understand the benefit of the creative service. It was further mentioned by II1 that it is 

difficult for clients to fully understand how the creative service will impact and grow their 

business. This finding from the experts’ point of view also shows that there is also 

misalignment among the experts where some experts believe that perceived value has a 

positive influence on cross-buying the creative service while others argue that they 

experience that clients are struggling with understanding the value of the creative service.  

By looking at this misalignment through the lens of the definition of perceived value, which 
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is defined as the perceived trade-off between benefit and monetary as well as a non-monetary 

sacrifice (Zeithaml, 1998; Manroe, 1990; Sánchez-Fernández & Iniesta-Bonillo, 2007; 

Lapierre, 2000), it could be that the experts believe that clients do not fully understand the 

benefit in relation to the monetary sacrifice. In other words, in the view of some experts, 

some clients do not understand the value of the creative service and therefore they perceive 

that the clients’ monetary sacrifice exceeds the benefits, which means that clients are resistant 

to cross-buy the creative service. Furthermore, since services in comparison to products are 

intangible in nature, it is argued that it can be difficult to see the outcome of a service prior to 

the service has been experienced and it is therefore difficult to assess whether a fair price has 

been paid for the service (Evanschitzky et al., 2017). Due to the fact that digital marketing 

services, and specifically digital creative services are intangible and owing to the fact that 

clients are having a hard time understanding the creative service, it can be the reason why it 

has a negative effect on cross-buying. In other words, if clients believe they pay a fair price 

for the services today but at the same time can not see the benefit of creative service, that 

would mean that the benefit does not exceed the sacrifice and hence the clients can not see 

the full value. 

 

5.5 Trust 

Concerning trust determinant, the results from Model 1 shows that trust has a weak positive 

effect on cross-buying (β = 0.26, p = 0.69). However, since the result form Model 1 does not 

have a high significance, it is difficult to draw conclusions. Accordingly, looking into each 

independent variable, and determining if they individually have an effect on cross-buying can 

be useful. When looking at the result form Model 2, as mentioned earlier, the regressions 

coefficient is very high, close to 1 and -1, and the reasons for this could be due to high 

multicollinearity. As a result, the authors of the thesis found it difficult to draw certain 

conclusions regarding the trust determinant and the individual variables. Therefore, it can be 

interesting to analyze what the experts argued regarding trust.  

From the experts’ point of view, they find it utmost important to be transparent in order to 

enhance the relationship commitment and increase trust among clients. This in turn, 

according to some experts, has a positive effect on cross-buying. It was for instance 
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mentioned that trust can help to close a pitch (II2). These findings are in line with the 

literature concerning trust and the effect it has on cross-buying. As mentioned in the literature 

chapter there are studies that show that trust is a key factor in relationship commitment 

(Morgan & Hunt, 1994) and several studies have shown that trust has a positive effect on 

buying intention (Palmatier et al., 2006; Bendapudi & Berry, 1997) as well as on cross-

buying intention (Aurier & N’Goala, 2010; Liu and Wu, 2008; Johnston & Madura 2000; 

Lymberopoulos et al., 2014). Moreover, the literature shows that there is a distinction 

between having trust on an individual level in the exchange partner or the organizational level 

(Moorman et al., 2003). Moorman et al. (2003) found that trust on the individual level was 

more important than trust at the organizational level concerning marketing research. From the 

experts point of view it seemed that they put effort in trust in the individual level. This is 

evident because it was mentioned in the interviews that there must be the right chemistry 

between the client and the creative specialist/directors and that sometimes it is not all about 

the product/service but more about the relationship between the client and the employees that 

execute the creative service (EI2).  

In contrast to the above findings, it has also been argued in the literature that trust is not an 

essential determinant that influences intentions to buy or cross-buying. Verhoef, Franses and 

Hoekstra (2002) argued that trust was not as essential to repurchase intention when 

purchasing services from an existing supplier and that trust was more important among new 

customers rather than existing ones. Additionally, it has been shown in the literature that trust 

has been an important determinant for service usage among customers with short-term 

relationships. Yet, it seems like the experts argued that trust is important in order to enhance 

relationships, and from their experience trust has had a positive effect on cross-buying and 

that they have experienced that clients buy services then they trust the agency. The reason 

why there may be a misalignment between the experts’ point of view and the literature could 

be because of the nature of digital marketing services. For example, it has been argued in the 

literature that services that are intangible are hard to quantity and therefore trust in the 

supplier is vital (Parasuraman et al., 1988). Since the creative services are intangible and it is 

difficult to measure the outcomes, especially compared to other digital marketing services 

where it is fairly straightforward to measure the outcome, trust may be necessary. It was for 

insurance mentioned in one of the expert interviews that clients sometimes are having a hard 

time understanding the benefits and impact of creative services on their business.  
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5.6 Relationship length and relationship depth 

Relationship length and relationship depth has also been studied in order to determine if they 

have an impact on the case company’s existing clients willingness to cross-buy creative 

services. As mentioned in previous chapters, the relationship length and relationship depth 

were obtained from the case company’s internal CRM system. Hence, the two determinants 

were not identified during the expert interviews and were not included in the questionnaire. 

The determinants did have additional three variables within the concept which explains why 

the determinants are only found in Model 1.  

The findings of the Model 1 shows that relationship length has a weak positive impact on the 

willingness to spend more money on cross-buying creative services. This suggests that a 

client that has been a customer and been purchasing digital marketing services at the case 

company for a longer time, is likely willing to spend more money on cross-buying creative 

services compared to a client that has not been a client of the case company for a long time. 

In addition, the Model 1 showed that relationship depth had no effect whatsoever on cross-

buying creative services. This means that no matter how many services or many service hours 

an existing client retains, there ís no impact on whether the client would be interested in 

cross-buy creative services. 

Similarly to the results above, as a customer becomes involved in a lengthier relationship 

with a supplier, Bell et al., (2005) study shows that the customer has a higher intent to cross-

buy new products or services from that supplier. While Bell et al., (2005) study was 

conducted in the banking industry, this is relevant for the case company as well. This is 

because the case company’s clients tend to become more digital savvy during its time with 

the case company. It is part of the case company’s goal when working with a client to 

improve clients digital maturity level and synchronize its digital marketing performance with 

the rest of their business performance (II1). In addition, all of the services that the case 

company offers work hand-in-hand with each other. Therefore, it is very natural that a newly 

onboarded client starts with a contract of a few hours of paid search (Google search and 

Google shopping). If a client is interested in, for example, improving its performance 

reporting then new service is added to the contract that has that outcome.  
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In contrast to the regression findings, Verhoef et al. (2001) and Evanschitszky et al. (2017) 

found that relationship length has a negative impact on cross-buying. They argue that mature 

clients have an established relationship and buying process with the supplier which may 

indicate that such customers are harder to challenge when it comes to trying a new service or 

products. The reason why the above mentioned findings contradicts the findings in this study 

could be that, as highlighted previously, the case company is very dedicated to making a 

client become digital savvy by introducing as many platforms and services offered by paid 

media and social channels as possible. This involves introducing the case company’s own 

service that provides the client the opportunity of scaling their digital marketing presence. In 

addition, another potential reason could be that in Verhoef et al. (2001) and Evanschitszky et 

al. (2017) studies relationship length as a moderating factor to another determinant, which 

then has an effect on cross-buying. This may suggest why the result of this study can not be 

directly comparable to in relation to relationship length findings from Verhoef et al. (2001) 

and Evanschitszky et al. (2017) studies.  

Furthermore, relationship depth has also been studied as a moderating factor to cross-buying. 

While the findings of the questionnaire show that relationship depth and cross-buying are 

independent, Ngobo (2002) found that relationship depth does have a positive impact on 

service usage. Ngobo (2002) basis its reason that a customer may be governed by inertial 

repurchasing and curiosity. However, the Model 1 shows that the relationship depth is not a 

determinant that is relevant when cross-buying for the existing clients. Inertial repurchasing 

does not seem to be relevant in this case, could especially be the case when it comes to the 

business-to-business due to its rigorous purchasing process. In addition, it is important to note 

that the data scale of the retainers size is very large, this may have an impact on the final 

findings of the retainzer size in Model 1.   
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5.7 Drivers and Barriers 

 

Figure 2: Determinant drivers and determinant barriers (authors illustration) 

As mentioned previously, the purpose of the thesis was to identify determinants that the case 

company's existing clients are faced with when offered the new creative service. Moreover, 

the purpose was also to validate potential drivers and barriers the case company’s existing 

clients face when offered the new creative service. This is important because, as mentioned 

previously, the case company is currently facing challenges in regards to selling the new 

creative service. Therefore, if the company is aware of the determinants that influence the 

clients as well as the potential drivers and barriers clients are facing concerning cross-buying 

creative services, the case company can adopt its cross-selling strategies and techniques 

accordingly. This part of the thesis will therefore discuss the driver and barriers in the 

direction of the arrow in Figure 2 and present practical suggestions the case company can 

adopt to reinforce the drivers and reduce the barriers.  

 

Based on the results it can be concluded that the strongest driver in this study is switching 

cost. This is because switching cost shows a strong positive impact on cross-buying as well as 
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a high significance level. In other words, the higher the perceived switching cost the more 

likely the client will stay with the agency and cross-buy creative services. Even though the 

client and the experts seem to view switching costs a bit different, the results show that 

switching costs in terms of time and effort has a strong influence. Therefore, the case 

company should adopt relevant strategies that increase the switching barriers or in other 

words, the perceived switching barriers. In the same manner as  Google, Microsoft and Apple 

apply strategies that lock in the users (Hagiu, 2007) and make it difficult to switch to another 

operator, the case company should strive to do the same with its service portfolio. For 

instance, the case company should communicate and make the clients understand how they 

can benefit from allowing the case company to manage and leverage all their digital 

marketing channels such as Google Ads, Google Analytics, Facebook, the website etc. 

Furthermore, as mentioned earlier, the case company’s aim with the new creative service is to 

make the service data driven. More specifically, leveraging the clients data and using insight 

form the data and by that tailor the creatives accordingly. Hence, the case company should 

therefore communicate how clients can benefit from having the creative service that the case 

company offers and since the creative service will be data driven that can in turn increase the 

switching barriers once the client has bought the creative service.  

A second driver that has been identified in the study is relationship length. Even though 

relationship length had a weaker positive impact on cross-buying, it still had a high 

significance level and is therefore seen as an driver as well. This is relevant for the case 

company because, as mentioned in the expert interviews ,concerning all the case company’s 

clients the aim is to grow the client and make them more digital mature. In other words, the 

longer the client stays with the case company the more digitally mature it usually becomes, 

which it becomes by using more services the case company provides. What the case company 

therefore should do is to nurture the relationships with the clients and make them more 

digitally mature and eventually open the discussion about cross-selling the creative service.  

 

Since the above mentioned determinants were the only one that was statistically significant in 

Model 1, the rest of the driver and barriers will be discussed by looking at the individual 

variables.  
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In contrast to drivers, a barrier that was identified was sales expertise and more specifically 

sales expertise in terms of experience. This is because sales expertise in terms of experience 

had a strong negative effect on cross-buying the creative service in the future. As mentioned 

previously, this finding indicates that, the more the experience the client perceives the 

salesperson to have, the less likely the client would consider cross-buying in the future. This 

finding is interesting since it seems like the salesperson’s experience does not have an 

influence on clients willingness to cross-buy. This suggests that the sales expert of the case 

company that is selling the creative service does not necessarily need to be experienced, 

which gives the case company the opportunity for every employee, including the account 

managers to sell the creative services. Hence, a suggestion for the case company would be to  

teach/coach the account managers on how to sell the creative service. This can be relevant 

because the account managers are the ones that are in close contact with the clients on a daily 

basis and are usually the ones that open a discussion with a client for a potential cross-sell 

before a salesperson takes over. Due to the fact the case company does not have more than 

two salespeople in the Copenhagen office today it would be relevant to educate the digital 

marketing specialists in how to sell the creative service.  

Another barrier that was identified was perceived value. Surprisingly, perceived value and 

more specifically perceived value in terms of the perception of reasonable prices had a strong 

negative effect on cross-buying. This means that the client's perception of benefits from the 

creative services does not exceed their perception of fair price. In other words, it would 

require more than just a fair price in order for clients to consider cross-buying.  However, as 

mentioned in the analysis chapter, one potential reason for this could be due to the 

intangibility of the digital marketing services. In other words, the client may not be able to 

understand the creative service and what impact it will have on their business. Hence, it 

seems to be more of a communication problem as the client may not fully understand the 

creative service. The case company should, therefore, focus on accurately tailor the sales 

communication to individual clients’ business and work more towards solution selling where 

the case company explains how the new creative service can impact the clients business. 

Additionally, having a portfolio of success cases of clients that have been using the creative 

service can be relevant as well as that could enhance the client's understanding of the creative 

service. This could be vital because in contrast to other digital marketing services where it is 

easy to measure the return on investment, the creative service is more intangible. By 
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following the above suggestions the case company should therefore strive to make the 

creative service more tangible so the client can see the full value and benefit of the service. 

Which, in turn, could hopefully exceed their barriers of not understanding the benefit of the 

service in relation to the prices they pay today. 

Payment equity is considered to be both a driver and a barrier. Specifically, payment equity 

in terms of clients that perceive they pay a fair price for the creative services is considered a 

driver to cross-buy creative services. Whereas, the payment equity in terms of clients being 

satisfied with the price they pay for the digital marketing services is considered a driver to 

cross-buy creative services. This is another interesting finding, which can indicate that 

payment equity may not have an influence on clients willingness to cross-buy creative 

services now , but rather contributes to a bigger influence in the future. Since the payment 

equity is not relevant for cross-buying at a current state, but rather at a later state, the case 

company should consider pushing and reminding the clients of the importance of a relevant 

creative service and how important it is today.  
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6.0 CONCLUSION 

The overarching purpose of this study was two-fold. The purpose was to first explore and 

identify determinants of cross-buying the case company’s existing clients face when offered 

the new creative service. Second, the purpose was also to validate drivers and barriers that the 

case company’s existing clients face when offered the new creative service. 

Firstly, by using academic literature, conducting semi-structured interviews with experts 

within the creative industry field and using secondary data through the case company’s CRM 

system, the authors identified seven determinants. The seven determinants were payment 

equity, switching cost, sales expertise, perceived value, trust, relationship length and depth. 

Secondly, by using a questionnaire that was responded to by the existing clients of the case 

company and by running regression models, drivers and barriers of cross-buying of the new 

creative service of the case company was discovered. The findings indicate that the strongest 

driver was switching cost. Other identified drivers were relationship length and one variable 

in payment equity. The identified barriers were perceived value, sales expertise and one 

variable of payment equity. Trust was not considered due to inaccurate results and 

relationship depth (retainer size) was perfectly independent to cross-buying the creative 

services.  

According to the data, with its limitations, switching cost is considered to be the strongest 

driver for the existing clients to be willing to cross-buy the new creative services. Hence, the 

greater the lock-in effect to the clients, the more likely the case company will succeed with 

cross-selling to those clients. The case company needs to be familiar to what extent and how 

difficult it is for a client to switch to a different digital marketing agency before cross-selling 

the creative services.  

Relationship length is also another important driver that has a positive impact on the existing 

clients willingness to cross-buy the new creative services. The longer a client has been with 

the case company, the more willing the client is to cross-buy the new creative services. The 

case company is, therefore, responsible for nurturing the relationship with its clients and 

attempt to drive the client’s digital maturity which will provide a better possibility for the 

existing clients to be willing to cross-buy the creative services 
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Payment equity is a determinant that has a variable that is considered a driver and a barrier. 

The payment equity is considered a barrier to cross-buy creative services in present, but has a 

driver effect on cross-buying in the future. 

Furthermore, sales expertise in terms of experience is considered a barrier to cross-buying. 

This suggests that an existing client that perceives the salesperson to be an expert will not 

necessarily cross-buy the creative services. While the authors can acknowledge that 

experience can be good, it is, however, in this case not an important determinant for cross-

buying creative services. The case company can consider providing training to all employees, 

including the account managers, on how to sell the creative services.  

The perceived value in terms of perception of reasonable price is considered a barrier for 

cross-buying creative services. One way for the case company is to avoid the client finding it 

hard to perceive the value of the service and in turn the reasonable price of the service. This 

can be done by tailoring the sales communication to the client's problem and make creative 

services more tangible by having a visual service portfolio.  

Furthermore, relationship depth was the only determinant that has a perfect independent 

effect on cross-buying creative services. Hence, the case company should not necessarily 

segment clients based on retainer size when planning to cross-sell creative services.  

Lastly, trust is a determinant that the authors were unable to provide accurate findings from 

the regression models. Hence, no conclusions can be drawn for trust determinant.  
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7.0 LIMITATIONS AND SUGGESTIONS FOR 

FUTURE RESEARCH 

As mentioned, one of the limitations in this study is the small sample size. The main reason 

for this is that the authors only took into account the clients of the Copenhagen office, rather 

than all offices of the case company. Yet, the authors took proactive actions to ensure as high 

a level of response rate as possible.  

Furthermore, the thesis studied only one digital marketing company, which may not 

accurately represent all digital marketing agencies facing the same challenge.  Therefore, for 

future research one could consider using multiple digital marketing agencies. This could 

provide further insights on the similarities or differences in drivers and barriers between 

different digital marketing agencies.  

The thesis did not offer information about interrelationships among the different determinants 

and variables. The determinants and variables may interrelate in different settings which can 

be interesting to study. This can contribute further on how such combinations of determinants 

may have an impact on the willingness to cross-buy creative services.  
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9.0 APPENDIX 

9.1 Appendix 1 P-Value of each sub-model Model 2 

Model 2 P-value 

 

Repurchase more money  
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Repurchase open 

 

Repurchase buy 

 

 

 

9.2 Appendix 2 Interview transcripts 

Internal Interviewee 1 

Interviewee 0:00 

Firstly, thank you for having us here Anders, we're very excited to have this interview with 

you. Just to give you a quick insight of what our thesis is going to be about. It's basically 

cross selling opportunities in the context of process digital. And we as we all know that 

process digital has just recently introduced a new creative service. And we are definitely 

interested to examine what would be the drivers and barriers of actually pitching and selling 

this creative service to our existing customers. So the first question is more what is your 

position and what is your role in business? 

 

Interviewee 0:39 

I'm part of the senior management team at CASE COMPANY. I mostly oversee activities in 

Denmark, so the Danish office for Copenhagen owes. My title is Chief Operating Officer, but 

I actually mostly deal with the commercial side of our business. So that means I'm overall 

responsible for selling and upselling and cross selling and hiring and some HR stuff, but I am 
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a jack of all trades, I guess, but I'm not. I'm not a digital specialist and I don't do a lot of stuff 

on an operational level. 

 

Interviewee 1:23 

Okay. So how would you say mostly your role relates to the creative service? 

 

Interviewee 1:31 

So I think, first and foremost, I was, I was part of identifying that there was a potential, and I 

was also part of hiring against that. So when we hired Colleague X it was because we saw an 

opportunity in the market. We had some experience from the HQ office that spearheaded the 

idea and also they were a few months ahead of us in terms of hiring creative specialists. They 

had a really good experience with demand and positive reactions from their customers. And 

that was sort of what inspired us to, to move on the creative side as well. 

 

Interviewer 2:22 

So how would you say the creative service fits into the process Digital Service portfolio in 

general? 

 

Interviewee 2:32 

It fits really nicely. Well, maybe a little bit of background on why we saw the need for for 

creative in the first place. So we are first and were born as a performance agency. And a 

performance agency would typically focus their efforts where you can drive sales, so direct 

response really, that started out with the search, which is a phenomenal marketing channel. 

Some would argue that it's the same sales channel more than the marketing channels because 

you're effectively reacting to existing demand, people actively looking for your services. And 

that's sort of that was sort of the bread and butter and has been sort of DNA proceeds for the 

majority of our of the time that we've been around. However, as we've moved up the funnel, 

as we started managing, for instance, Facebook, we found that there was a, there's a pretty big 

challenge when it comes to delivering on the expectations pertaining to performance. 

Because when you do, and this is particularly true for our professional activities, performance 

really relies heavily not just on an execution structure, data feeds etc, but also on the quality 

of the creative assets that you have. And a lot of our clients either do not have the resources 

internally to deliver good creative, or they lack the understanding around what constitutes 

good creative in the realm of digital. So that could be anything from having some being 

overly tactic, tactical and everything that they communicate, say. They expect for anyone 

across the internet to just react to a 50% off before even knowing the brand, before even 

understanding what they're actually selling. Or it could come down to something which is 

slightly more operational, which is making sure that your creative assets are adapted to a 

particular channel in question. So there's like different formats for what would work 

particularly well for Facebook and Instagram. In order to deliver the best possible 

performance of those channels. We would obviously need creative assets that have been 

adapted to the channel, and so, long story short, is that we just found that a lot of the material 
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that we were handed over by the client or by their creative agency wasn't read was really 

subpar. And so we needed to take control of that if we wanted to be able to, you know, be 

held accountable and deliver the best possible performance for our clients. 

 

Interviewer 5:31 

But what would you then say is important when you actually start pitching this creative 

service now that you haven't established yet? 

 

Interviewee 5:43 

Yeah, there's a lot of things that are really important. So first and foremost, I think there's a 

lot of very different connotations in association connected to creative and soul. One of the 

first challenges we realised that we're facing is that we do not only have to convince our 

clients that they need this particular service, we also need to explain to them what that 

actually means and particularly, we need to explain to them what that means in the context of 

the case company. Yeah, and I mean, we can talk about strategy about having a creative 

service offering, but the reality is that when it's a very small, nimble creative team, and 

currently we have two people, it ultimately depends a lot on their particular skill sets. And so 

one of the first things we set out to understand was how, in this case, Colleague’s skillset was 

different from the skill set that they have in Stockholm, where again, they spearheaded the 

initiative. And it actually turned out that there was a pretty big difference between what those 

two capabilities were and then we also needed to with this is not really just an educational 

journey for our clients but also far as specialists, because we actually surpluses we, we are, 

we're trying our best to empower all of our judicial specialists to be able to cross sell and, and 

for them to do that efficiently, they obviously need to understand at least the basis of what 

they're selling. So the first challenge I think, has been to really help people understand what 

exactly we're capable of delivering and roughly how we can scope that like, how we can price 

that and what particular services that we can offer to our friends. So, yeah, the first challenge 

was definitely defining creative service in the context of case company, both internally and 

externally. Good answer to the question. 

 

Interviewer 8:19 

Alright. Okay, but what would you say when would you pitch the creative service? How do 

you identify the right fit for those customers? 

 

Interviewee 8:30 

Before hiring a Creative colleague, we asked a few clients whether they would potentially be 

interested in getting creative services from us. And the early indications were quite clearly in 

favour of hiring creative because a lot of clients are really struggling with this. And they're 

also fairly frustrated about the pricing of the more pure placed creative agencies that 

apparently seem to be very expensive. Expensive is always relative, but regardless, both very 

expensive but also often not really particularly capable or knowledgeable when it comes to 

digital. 
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Also, it is important that I mention that the goal of the CASE COMPANY is to make sure to 

bring the customer through the digital maturity phases, and hopefully reach the highest phase 

of being digital savvy. One way of going through the digital maturity level, according to 

BCG consultancy firm, is to have a solid creative in place.  

 

Again, a lot of clients are aware that they need Creative Services and, a lot of clients 

therefore would be relatively easy to sell this to, because they understand that they need this. 

So we've, I guess, the first many projects that we've been doing and really been sort of the 

low hanging fruits, clients were already where they needed it and didn't necessarily have a 

particularly good appreciation of what they needed. The early projects have been addressing 

sort of clients who knew that they needed it, but didn't know exactly what they needed to, and 

then, trying to clarify which resources they have available, where we can chip in and run sort 

of smooth as possible projects with them. But then, I guess there was something that goes 

alongside this and that is actually positioning creative and making the market aware that we 

have Creative Services. And so we have, I think we've informed most if not all of our clients 

that we have this capacity now. And, and in turn, and we're now also in the process of 

actually showcasing some of the work that we have done to to our clients that's happening 

both at sort of in a quarterly meeting. Which we have with most of our clients strategic 

meetings, where we try and help them identify areas where we think we could help in, in 

creative.  

 

We are also doing it with events. So events are more of a way for us to position case 

company in the market. And so, a few of the events that we have recently have actually had 

this added angle of creative An example would be, we are now hosting events around, we call 

it the post cookie era. So what will happen in the world of digital advertising, when there are 

stricter privacy laws, which I think seems to be sort of a given. And one of the things that we 

are arguing is that the importance of creativity will increase. So the importance of what you're 

communicating and how you're communicating will inevitably be bigger, when you can 

target less screen, so you can see so there's like a few things that you can then change, you 

need to double down on measurement. So you really make the most of all data you can still 

collect. But you also need to be conscious and, and and double down the efforts on what 

you're saying how you're saying and where you're saying and where how engaging with your 

customers 

 

Yes. So, we also pitch it that way to the clients in that but I mean, this is just to say that this 

would be more sort of in a strategic conversation with our clients, right. One of the things I 

see one top of our tasks is not just to address what lies immediately in front of our clients, but 

also help educate them on what do we think will characterise customers' success two years 

from now in digital advertising, and looking at sort of like the entire landscape of the 

ecosystem, the platform owners and and what seems to be trending, I think that that's a pretty 

massive part of it. 
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Interviewer 13:20 

So you definitely move the customers from starting off by pointing out that “Hey, this 

creative could actually help so on your purpose…” just because, as you said, this is a 

customer we probably worked with, and we would probably know from experience being 

with them. So now also giving them a chance to also implement creatives. Giving them a 

chance to come to us? Yes, well, 

 

Interviewer 13:40 

You can see creative as two different things. You can see creative as a standalone service 

where we bill an hourly basis. So we sell additional hours by producing better creative 

content, but it has the added benefit that if we are create the new ads or concepts or ideas for 

our clients, then we obviously also need to execute that media buying. And that's where 

digital specialists come in. Example we've recently from CLIENT 1, we've done a series of 

YouTube videos, right? So and that's a project in and of itself, we delivered like three bumper 

ads and an edited version of their old video. But then that also obviously needs to be executed 

that needs to be delivered. We need to optimise on data and targeting which then adds hours 

to our overall contract. So it's a gift that keeps on giving. At least in some cases. We've also 

liked the process thus far has been a lot. We've done a lot of testing with our creative services 

to figure out what our clients actually want and where we can make a decent business. So, 

again, this does come back to what are the what is the skill set of the people responsible for 

our greatest service. Colleague 1 has a very agile skill set. And so he's effectively also been 

doing things like webshop, optimization, US optimization, etc, which I wouldn't necessarily 

say that it maps to creative, but it's definitely a new capacity that we have acquired and a new 

way for us to help our clients. So we're still in the process of throwing a lot of stuff against 

the wall to see what sticks but it's been a very promising process thus far, also financially. 

 

Interviewer 15:57 

How do you attract existing customers then? How do you attract existing customers to 

purchase more services in general and then relating them back to create a service and how 

today may be different? And how do you do so with new customers? 

 

Interviewee 16:18 

Okay, so the first question is not in Creative Services, it is in general? How do we do that? 

 

So, I mentioned earlier that I think what we're trying to do is we're trying to make the the 

organisation less dependent on myself and partners of case company, less dependent on us 

being present across all meetings and pitches, but rather to have an empower our digital 

specialists to be able to position and cross sell Other services and or hours for our specialists 

across various different functions. Now, how do we do that? Well, this is a pretty big 

question because it affects like our entire business model relies on our ability to constantly 

identify new projects that we think can benefit our clients' businesses, right. Yeah. And so 
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how do you do that? Well, we tried to establish the best possible collaborations. We try to 

make it as flexible as possible. So we've effectively over the past year and a half, we've added 

more than just creative service offering we also added SEO, we're doing conversion rate 

optimization studies with some clients. Even working as a strategy consultant actually trying 

to steal away some market share from the consumer consultancies. And the way that we're 

doing it is actually we're testing this right now is it used to be when you made a concert with 

policies that you would make a contract for, let's say paid search. So you would say there's a 

retainer for 15 hours per month, dedicated to paid search. And then we developed the service 

around paid social, and then we will be, let's add 20 hours dedicated to paid social. That has 

worked fairly well. But as our business becomes more complex, and as we can embrace more 

and more varied projects, we've also seen The need for a more flexible kind of contract. So 

what we've done is effectively, we're saying you're buying X amount of hours from CASE 

COMPANY. But then those hours could be spread across any of the business areas that we 

can cover and that we can help you with. And so we're sort of moving the responsibility to 

let's say, it could be the individual team lead, to run a project with the client, where each 

month they will try to identify what are the which projects should be running to have the 

biggest possible impact on your business, right here and right now, regardless of whether 

that's paid search, paid social, or creative, for instance. And that is that has a couple of 

advantages. It has the advantage that we actually need to keep frequent to close dialogue with 

our customers. It also has the added advantage that we can affect the pull-in other services or 

other capacities and specialists without having to rewrite the entire contract because we're not 

locked in to doing paid search or paid social. And I think that's that I believe in this way of 

doing a contract. It does require a certain mindset with our clients because they really also 

need to be open. They need to trust us, and they need to be actively engaged in the project 

management side of things. 

 

The second question is how do we sell creative services to new customers? Well, it is 

similarly how we do with current clients. But also in a way to attract a client to collaborate 

with us is by giving them some deals as a start package. This would typically include an 

audit, a discount on the number of hours spent on restructuring the account and so on.  

 

Interviewer 20:33 

But if you introduce the new contract with new customers, what do you do with an existing 

customers’ contract? 

 

Interviewee 20:39 

Good question. What a great question. We are doing it with maybe five or six customers now. 

And from to them, it was something that was there established from the get go so that those 

have been like new customers. But we're actually, I think, COLLEAGUE 1 he is currently 

pitching the contract to an existing customer to change the current scope of the contract to 

this much more flexible setup. Yeah, we've done it with I think we're also doing it with 

CLIENT 2 and where we were pitching into CLIENT 3, which is one of our biggest 
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customers and the new contract is effectively moving away from saying, well, we're doing 

100 hours of paid search to doing 250 hours of, you know, wherever we think we can have 

the biggest positive impact in your business. So it's, I think it's working progress, but it's, it's, 

it's very promising and I and I, what I also like about it is that actually does empower the 

individual team and specialist and that figure out what's For the client, we will have the 

resources available for you to pull in people from multiple different teams. So yeah, let's see 

where that let's see where that goes. 

 

Interviewer 22:11 

Would that mean then that creative colleague will be at more places as well, at the same time 

since team leads will probably see the opportunity of having Creative Services? 

 

Interviewee 22:22 

Yes, very good point. But that's also if, if we want to understand the true potential of the 

creative service, both in you know, immediate impact in terms of hours and projects that we 

can sell, but also in what it might open up in terms of opportunities for working upper funnel 

with clients. I think we need to democratise the process of selling this and talking to our 

clients about this and this is just one way of making it alive. One of the most important 

principles when you talk about the commercials is to make it easy for a customer to buy, 

you'll probably have learned this as well. And this is a way to make it a lot easier for 

customers to buy. If it's in the contract, they would be more likely if it's potentially in the 

contract, they would be more interested in understanding what it means. And it gives us the 

opportunity to pitch to any of the old clients creative or SEO or whatever.  

 

Interviewer 23:30 

From your experience so far, what have you seen, when pitching creative service to a 

customer, has been really working? What has been the best approach to sell creative service.? 

 

Interviewee 23:54 

What has worked… well, I think it's... That was the first thing that came to mind is that the 

creative service is fun because it's very different from what we normally sell. I'm not saying 

the paid search is not fun. Paid search can certainly be fun in and of its own right. But when 

you talk about creativity, you're effectively talking about like, what's the what's the 

fundamental idea? Like, what is the feeling we want to invoke in our clients, clients? Right, 

right. How do we want to talk about our brand? And so and this ties into one of the biggest 

challenges that we have is that when you talk to a performance agency you would expect to 

get a well structured excel sheet and data driven point, right? And then when it comes to 

creative service, you can't necessarily start with the data from point A, because there might 

not be any data, there might not actually be any creative assets that you can sort of analyse. 

And be because it does fundamentally come down to an idea. Sso there's, there's a lot more, 

it's a lot more sort of opinion, and taste, like a lot of other factors that we'd never had to deal 

with as a performance agency before. Because everything effectively comes down to data, 
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whether it's CPCs retribution models or, or whatever. So while there's obviously still you can 

do data driven creative, you just can't do data driven creative until there's a creative to test, 

which means that for ideation, creative etc. it is a very different kind of conversation to have 

with clients. But that is a very fun conversation to have with clients as well. But it's a very, 

it's different, but it's also very fun and it's super engaging. So sitting down and having these 

conversations with clients, for me at least has been inspiring and a lot of fun. Okay, that's the 

academic answer. That's 

 

26:21 

That kind of answer touches upon whether a client even needs a creative service. But then the 

follow up question would be; why from us? 

 

Interviewee 26:37 

Do clients need creatives? If you look at ROI from advertising, return on investment from 

advertising. It depends a little bit on the format, but around 50% ROI comes down to 

creative, 15% to brand and around 35% to targeting. So for the targeting piece we're pretty 

good at, the brand is the clients predominantly like the client's core area of responsibility. But 

then there's like this massive piece of 50% that comes down to creative. So do all clients need 

good creative? Yeah, they do need a good creative because that's what ensures the best ROI. 

 

Why from CASE COMPANY? So, because I think we have a phenomenally strong bond to 

be able to build between targeting and measurement and the creative assets, right. So, where I 

think we have a fantastic opportunity is really, if we can tie how we operate with KPI 

frameworks, instance, which means that we want to be held accountable for driving digital 

activities, regardless of where they belong in the funnel, whether it's if you look at upper 

funnel, if you look at the prospecting of new customers, you need to establish a set of KPIs 

that you can measure on. That's that actually hasn't been the norm. If you look at how 

companies have done branding, traditionally, particularly on digital, they would typically 

measure on, say, a reach. So they would just have a reach and say we want to reach 40% of 

all women between 30 and 40. What we're trying to do is we're trying to quantify reach by 

adding additional KPIs. So that would be something like say we make a creative asset, which 

is a video, what we would do is monitoring how long people spend with this particular video? 

How many percent of this video are they actually watching if we have and we would always 

do that and if we have multiple videos which video is performing better against one segment? 

And then how can we optimise in terms of targeting based on that or even actually optimise 

in terms of creative based on that so actually taking all the data is available feeding that back 

into our systems and then adapting creative relative to that is a massive I think the forward 

for industry and could set a new benchmark toast I work with creative. 

 

Interviewee 29:30 

Why does a potential customer choose CASE COMPANY over their current creative agency? 
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Interviewer 29:49 

The multitude of reasons, best one would be trust, where we've established trust. That's pretty 

strong reason for people to leave companies to try our our service. It's many of them also 

understand that what they have been giving us so far has been bad, not great. 

 

They will predominantly buy it because it was a compelling idea. And I mean, I guess the 

amazing advantage that we have as, again, as a performance agency is that clients do not have 

any other partner that is as close to their business performance as we are because we are 

managing the single most effective marketing channel that they have. We see their return on 

investment and we know their profit margins. We pretty much know everything that really 

drives their business forward or backwards for that matter. So that in and of itself is a unique 

position to be in. Pitching on the basis of wanting to improve those numbers is also a 

phenomenally strong position to be in. We're not coming at this from the perspective that we 

want to sell them a big big TV ad or something like that. We effectively want to maximise 

ROI, all the way down the funnel. That's a really good starting point. And so I think that if we 

can manage to have our POC so client PCs and client teams, brief the creative team based on 

what they think is the main challenge that this particular client is facing, based on their 

understanding of the client. I mean, that's a, that's an incredible resource to have for the 

creative team. So normally again, like normally creative It would be a completely separate 

company and or department. Whereas in CASE COMPANY, we're actually trying to have it 

be as integrated as possible. We've also hired people for creative who have have a history of 

working with the performance side of the business as well. So I think that that angle resonates 

really well with our clients, because they understand that we're not just doing creative to earn 

more money, but it's that it's really tied to the business performance. 

 

Interviewer 32:44 

Since you don't have much to showcase in terms of creative services already made, how do 

you go about that? For example, I know in creative agency, they can always show their 

portfolio so that it is kind of more tangible. How do you go about that? 

 

Interviewee 33:00 

Yes, that's a that's another good question. Well, we're in the process of building our portfolio. 

And a lot of different client cases. But the, the process with creative is, is this is slightly 

different as we would you would present an idea before, as nobody just signs up for like 15 

hours of service. So you will need to sort of lead with an idea. So what we can definitely do 

and where we're better positioned than, I think any other agency, is that we know that there's 

a problem. We can pinpoint the problem with data and insights and that would always, in my 

view at least, be the best possible way to start a pitch. Understand the context, understand 

what the client thinks and they want, and then pitch based on that. So that's sort of how it's 

worked thus far. But then the initial pitch from the creative team, again, has a very strong 

foundation in that it's not just out of thin air, but based on insights from both the client team 

and data.  
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Interviewer 34:48 

Have you experienced it being more difficult when the client already has a creative agency? 

 

Interviewee  

And I think that I don't know that that is working pretty well. I think we've had a failure for 

some pitches by X amount of customers, don't have the number. It is hard to convince a client 

that already has another creative agency to come to us. Because they're already paying for 

that service. So, I think that that has primarily been the challenge with the need to distinguish, 

like, where do we see the market opportunity, like I don't see a major market market 

opportunity for us when it comes to massive household brands that run TV ads, and have a 

creative agency that is tasked with identifying their entire brand, and, you know, guidelines 

and vibe and campaigns and TBS and stuff like that. So where there is a large client that is in 

need of big TV advertisement by their creative agency, I think it's going to be really hard for 

us to come in and steal away a lot of the creative agency business. However, with smaller 

brands it is a phenomenal opportunity. One of the things I recently spoke about when we 

when we talk about, like, what is the next era of digital advertising going to look like, up until 

maybe up until like this year, it was possible to build a solid business if you were good at 

Google X, which sounds like super boring, but it's been such a massive competitive 

advantage to know how to structure your accounts, and thereby get the the most cost efficient 

set up, you know, good quality score, etc. And so it was possible to build a company, 

profitable company online, just by being good at Google Ads and having a product. And I 

think today and going forward, if you don't also have a brand, like if there's not an additional 

reason to buy, other than, it's cheap, for instance, I think it's gonna be really hard to survive. 

For a multitude of reasons. One of them is the auction intensity and Google and other and any 

other search engine. The auction intensity means that this is like there's a lot more players 

bidding, which means it'll get more expensive. You also have a more price sensitive customer 

segment shopping predominantly through Google Shopping for products, where price is the 

single most efficient driver in terms of the sale. So I think businesses in general need to think 

about what they can add value to their brand. So they don't end on this endless spiral of death 

or race to the bottom. Which, I think we're going to see a lot of businesses. 

 

Interviewer 37:53 

But from your experience then, what would you see as a challenge pitching the creative 

service or maybe why didn't our client actually proceed the creative pitch of ours? 

 

Interviewee 38:05 

They didn't accept the pitch because we did a shitty job. Sorry. They didn't accept the pitch 

because we didn't do a particularly good job explaining what it is that we want to do and what 

the deliverable would be.So there's been a few challenges around that. We've had other 

challenges where the client would in house that - that's another challenge, which is I mean, 

it's great because then overall, they at least did something. I think that if we're not winning 
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clients as of yet, it's because we are, we just we're not good enough at explaining exactly 

what they'll get. So I've been participating in a few pitches, where the feedback from the 

clients was that they didn't really understand what we were going to deliver. Because we have 

a lot of legacy performance clients, they're not used to buying this. They are rather used to 

being able to put a very, at least accurate guess, on what the return investment is going to be. 

It's more fluffy. It's a new sales channel where you need to be able to come up with a 

compelling sales deck enough, and ideally have enough cases that also prove the like how 

that had an effect on the ROI, make it tangible. 

 

Interviewer 40:05 

Are there any challenging, convincing CASE COMPANY internally to engage in creative 

service pitching?  

 

Interviewee 40:18 

Well pretty much the same challenge. I've learned one thing. People don't buy stuff they do 

not inherently understand and that goes for clients and digital specialists alike. So if you don’t 

understand what we're trying to sell, there's no way you're going to buy it.  We have a 

challenge in that a lot of our employees are very good with numbers and very logical and not 

particularly creative. We don't have a lot of really creative people. I don't think that's a bad 

thing. I think that's also like a direct consequence of asking people to spend time in interfaces 

and excel sheets and optimising for a particular number, right. So there is a major challenge 

for us in educating our specialists, not just on the value of creative, but also on the challenge 

that we would be managing if we were serving more like creative video images like upper 

funnel related creative. And that that has that remains, I think the biggest challenge. So from 

a management perspective, with the great help of you, obviously, we need to bring about as 

much collateral as we possibly can, right we need to change. We need to slightly actually 

change the narrative of what CASE COMPANY can do for our customers. And we need to 

help people understand enough for them to go out and with some level of competence, 

position this to our customers related to their business, and then least open up the opportunity 

for our creative team to come in and pitch more specifically what they would be doing for 

them. 

 

Interviewee 42:30 

So this the reason why we had the workshop with Google was to educate us, digital 

specialists regarding the creative service? 

 

Interviewer 42:43 

So the reason we had it was to educate everyone again, we think there's something refreshing 

and fun about working with upper funnel and and I want everyone to feel that and be excited 

about it. But it obviously starts with addressing our own internal biases. There's a lot of 

people, including our own head of programmatic who doesn't really believe in our funnel. So 

that's, that's a pretty big deal. That's a pretty big challenge to have to overcome. But the fact 
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of the matter is that branding does work, it just takes a lot longer to prove. And it is also more 

difficult to prove. Because we're used to dealing with the reality where you put up a Google 

ad and the day after you sell a pair of tennis shoes and it's pretty easy to see the correlation 

and justify spending additional money on that. But if you create a video, nobody's going to 

watch the video and then go buy a car within 24 hours. So it's a different logic. It's a different 

sort of field. 

 

Interviewee 44:21 

Okay, well, honestly I think you did cover all of my questions. 

 

Internal Interviewee 2 

Interviewer 0:00 

Firstly, thank you for being here with us here today. And I thought I'll just quickly give you 

an introduction to the thesis topic so it's basically us exploring the cross selling opportunities 

in the context of offices digital sales we know that process digital has recently introduced a 

new creative service to its portfolio, and we're definitely wondering. Want to examining what 

are the drivers and barriers of the existing customers willing to purchase this creative service. 

So then we can start off. What is your position and position in case company. 

 

Interviewee 0:38 

I am a partner, which doesn't say a whole lot. It just means that I kind of CO-own the case 

company. But I think my areas of work, our business development, amongst other things, and 

then the head of most team leads here, regardless of which team they are. So that would be 

like the overall lead for our measurement team. And for our creative team as well. And like 

half or even more three thirds of digital marketing teams as well. 

 

Interviewer 1:35 

How would you then, more specifically, how does your role relate to creatives creative 

department? 

 

Unknown 1:44 

Mainly through our creative lead COLLEAGUE reporting to me. And then, I guess, to the 

same extent, through the commercial responsibilities that I have, which wouldn't be titled 

anything to do with the offering of creative, so the product ification of it. And the processes 

around selling, basically, which could either be selling to existing clients or to new clients. 

 

Interviewee 2:30 

Okay. And, since the service was just recently added, what do you see are the main reasons 

for adding this new creative service into case comapny's digital portfolio. 

 

Unknown 3:19 
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I think it's sort of like a horizontal value chain expansion of our service. Yeah right yeah so 

definitely like horizontal value chain expansion would be one, but also in increasing control, 

both in terms of, like campaign results and things like that, but also increasing the control of 

what we have of the delivery to clients. 

 

Also, I think that it might also have an effect in terms of defending, you know, client 

portfolio. 

Because there's a lot of creative agencies that try to like dig into what we're doing. Yeah, so I 

guess there's a bit of a like a retention play as well, in it. 

 

And then I also think there's more like, I think, strategy can go sort of two ways. It can be 

kind of the strategy that pertains to execution, which would be like where we came from. And 

then there's a strategy that pertains to more, you know the business development side of 

things. And I think creativity tends to go closer to that. 

 

Interviewer 4:53 

Looking at it from the selling perspective, what are the most important things to consider 

from the sales perspective when selling the creative services. You could also consider in 

general.  

 

Interviewee 5:07 

Okay, good question. I think digging very deep into the business. I mean, that's my take I 

know like some creative agencies are very sort of driven by just being creative. For me it's 

more. 

 

I’m kind of bored in that sense but I think that I just see creative service as a means to sell 

more. Mm hmm. So, that's why I say I think the main thing is to really understand how to 

sell, maybe that's not even just selling creative, just selling anything. The main thing is that 

you want to sort of have a very very deep understanding of the business that you're trying to 

sell to. Because if you have a really deep understanding of the business. Then you can create 

problems. And to me, especially when it comes to things like consulting, which is basically 

like a knowledge service. If you can’t create problems then you have no product. Like, give 

me your product needs to solve for something, because if it doesn't then why would they ever 

invest in it or choose you over their existing partner or agency like if you don't show up with 

some sort of problem that you have the answer to that and then you have no value. 

 

Interviewer 6:42 

What do you see a difference between selling creative service, compared to an SEO service? 

 

Unknown 6:50 
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No, not really. I mean it's just a matter of the framing of the problem. To me, even though 

this is obviously something that we are not not really familiar with in the sense that it's more 

fluffy, I guess the outcome is different compared to the other services that we currently have. 

 

Interviewee 7:08 

Yeah, I mean, that's for sure. I mean, I mean, a lot of. To me, sort of, the whole selling 

process is kind of one, creating some sort of problems so that you have some sort of solution. 

And then it's packaging it right so you can bring in the right components to that and if you 

really understand the business and you set up, like the correct problem to that, then that 

should be very easy. And then the final part is, is explaining it to the furthest extent possible, 

in order for you to sort of set expectations, because that's where it always kind of. Well I 

guess there's not. If it turns ugly that's usually where it turns on me. It is hard to have the 

client on your side unless you convince the client that your work actually matters. So, 

sometimes, their expectations that they wanted to have delivered are different from what you 

deliver and then you, then you got a real problem right. So I think that that's sometimes easier 

with some of our other services, and a bit harder sometimes with creative, because it's, it is. I 

guess you said, it's fluffy and sometimes even the delivery. 

 

I mean, I think sometimes people have a very vague idea of what we mean when we say like, 

we'll deliver a sketch for a concept direction. In some people's ears that's like a finished 

movie, and to other people's ears that, like, a mood board. So I guess like really setting up 

like setting expectations. We're not really there yet, because we're still in very early stages, 

very sort of, I will say exploratory, about it right now. Yeah, but I have worked for creative 

agencies where everything was mapped out as steps, and every step had like a spec list of 

deliverables. So you knew exactly like you're getting like 15 to 20 page PDF. You know, like, 

very very very clearly articulated, obviously, because they have some pretty bad experiences 

with, you know, expectations for what would be delivered. 

 

Interviewer 9:32 

Would you see that to be a possibility in this case? 

 

Interviewee 9:39 

Huh, I think so. I think it's probably like a natural next step. 

 

Interviewer 9:51 

When and why do you see customer choosing to buy a creative service, taking into 

considering your previous experience and experience at the case company? 

 

Interviewee 10:02 

There's a few different ones I think. I think that sort of where we set off was digital adaption, 

which would be, you know, the classic case of a customer having an overall concept, maybe 

even a few assets like let's say like a video and a print ad or something like that. Maybe even 
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a few social posts or something like that. And then, us taking whatever assets they had, and 

then making them more digitally ready, or  making them into a more native digital format, 

regardless of what that might be. 

 

Interviewer 10:50 

Is this something you suggest or is it something customers will proactively reach to you 

about? 

 

Interviewee 10:57 

I think ever since we kind of told customers about our great team they would have had a few 

reach out, practically, but I think the main way that we've sold has been actually through 

activating a lot of our digital specialists to kind of own the client relationship, and then kind 

of telling the clients that the assets that we got from them, or maybe not up to par. But that we 

have, like, a creative department that can help them out if they want to. Which I guess fits 

pretty well into the whole getting some sort of problem, and then being able to sell the 

solution 

 

Interviewer 11:46 

Awesome, makes sense. Further on, how would you usually map out the existing customers 

on cross-selling creative services? 

 

Interviewee 11:54 

So, could be, you know, a bad quality of assets in terms not being tailored for the platforms 

where they're running. ie like a YouTube video or Facebook story or Facebook post or banner 

or whatever it might be.  

 

Another one would be to dig even further up the value chain would be customer needs like a 

revamp of their brand or website or. Yeah, kind of like the whole sort of revamp, which 

would be more of a more encompassing task, taking into like the brand and the direction of 

the brand and, you know, we've had a few cases with that as well. Which is interesting. And, 

yeah, I don't know maybe those are kind of the main ones, I would say… 

 

Actually, there is also campaigning, which would be customer coming to us with a product 

market, and the need for a summer campaign, or something like that. 

 

Interviewer 13:23 

So, basically proactive action comes from their side and as well as from our sides. 

And then, you kind of have answered what the buying process of a customer would be like. 

Could you possibly further elaborate on that? 

 

Interviewee 13:48 
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Well, campaign adaptation and and kind of revamp or word positioning, things like that. 

Yeah, I think those are those the, I guess those are pretty exhaustive 

 

Interviewer 14:08 

Could you also elaborate further on how you usually attract existing customers to try out the 

new creative services? 

 

Interviewee 14:23 

Well, so it kind of differs. Sometimes it's just like I mentioned, like very like simple like a 

you know we haven't liked the creative service so far that the customer has provided us. So, 

maybe you want to hear about our creative services. I mean, but that's I guess that would be 

like the very very informal way of talking about it. 

 

And it's not as such as that it would be more of a, like a door opener than a pitch. And 

sometimes we might like, you know, there could be a critique of their assets that could sort of 

be the centre of the problem. And we also had some brands that were for customers, where 

they kind of, there's a lack of cohesiveness across platforms. So like their Facebook cause one 

expression website has a completely different expression. Video is super old and needs like. 

So, that's also like a door opener I would say in terms of talking to them about our creative 

service and how they really understand, you know, the whole value chain from website to AD 

impression. Yeah. 

 

Interviewer 15:56 

When it comes to the clients that already have creative service. Why do you think they would 

buy from us, not other agencies? 

 

Interviewee 16:03 

I think a few things for sometimes it's the whole notion of having like data insights execution 

and creativity in one place where like they, they can see like the value of that. To some, 

perhaps less missionary claims. I mean, to me that's like the grand vision is obviously that, 

like when you have strategy. Inside measurement, you know, everything in one place. That's 

a really strong suit, I think. I think for some other clients, it's just like, it's a process, thing it's 

just easier right, I guess it's less. It's less emailing around like different agencies. You have 

more services in one agency and that you save a lot of time by having many services in one 

agency.  

 

So, for some clients it's been more of a, like, Oh, that's easy kind of pitch work to some others 

it's been more like a vision. It's like a, this is like the vision we have for how we want to do 

things and why creative should be at proceeds and like, and they can, you know, I don't 

know, it's weird like sometimes you can sense that but that's like their interest, And they're 

more like visionaries, then that I guess like as a gut feeling I would more rely on that type of 

pitch, again you know we have Creative Services now. I really believe in the notion and the 
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idea of joining together, inside with strategy with creative service, and a more like a much 

more modern approach to, you know, to running campaigns and running marketing more 

testing more you know, the holes of grand vision. If you could call it that. That's one pitch. It 

really fits well with some with some types of time. And then there's others I think the higher 

up the hierarchy you are and the more overall responsible you are for like the business side of 

things and sales and like the better that pitch works, it's worked really well and I would like 

to see CMOS and. And then, when like the responsibility area of the decision maker that 

we're talking to, is perhaps more like operational that is more like the fast paced process that's 

kind of winning card. Like they kind of. It's not that we would completely deviate from 

talking about division and how cool it would be, you know, but I think it's pretty clear that 

the, the main problem that it's solving for them. It's more of a like, Oh, that's pretty easy to 

execute on, then I don't have to talk to like free agencies, I can just talk to, to one. And a lot 

of those types of claims are like, like, either way they're talking a lot to us already. 

 

Interviewer  19:18 

Makes it easy. Have you encountered any resistance to some of the pitches that you've done 

for Creative Services? 

 

Interviewee 19:28 

Yeah… well  I don't know, maybe not like a resistance, but there's been like a few ideas that 

we didn't win. 

 

It has mainly had to do with us, not offering like everything. So it's like, I think to some 

items, just impractical if they're in store material has to be done by someone else, and like 

that whole hour then I need like two great agencies and one per day to to learn one four, and 

one for like traditional media. 

 

Interviewee 20:13 

That's for some clients that's good like, I don't know I guess it's okay to bother. But otherwise 

have this problem with the credit service being a new thing or what about our two in house 

people only being two of them or no really actually no, because you I mean we're pretty 

transparent about how we like to rely on freelancers and things like that. No, this hasn't really 

been a big problem, so far. 

 

Interviewer 20:51 

What about employees internally how heavy as their burn challenge of them, communicating 

the Creative Services that compared to you, would you, what was the problem they were 

facing compared to you and maybe under those pitching. In general, 

 

Interviewee 21:26 

I maybe there's been like one or two cases where they might have, kind of, you know, 

answers anticipated, a certain, you know, level or, you know, need for hours time was off the 
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mark in terms of how much time it would actually take. So maybe like they already told the 

client oh yeah we can probably do that for like 40 hours. And then it was like 100 hour 

project or something. 

 

But yeah, I mean not too much of that was many more questions. 

 

Interviewer 22:16 

But then, maybe from your own previous experience, have you, what have been, let's say, the 

youth, otherwise the usual resistance, or or maybe. What have you seen but then a main 

important factor for a customer to really choose or not to choose a creative service. 

 

Interviewee 22:33 

Oftentimes it's the idea, like the creative idea that's done been pitched or the outcome. 

Yeah, because I mean, so when you pitch Creative Services sometimes you get invited to 

pitches where they expect to see like some sort of creative idea at the page. Yeah, and is that's 

just kind of like a tough one, sometimes, you know, you might have a great idea. But it's such 

like it's such a subjective thing. And also there's a lot of, like, because there's not there's in 

my, in my, in my experience, when you present creative ideas to clients. There's always some 

sort of power struggle going on in the room. Maybe not between you and the client, but really 

oftentimes amongst the client team, like in that team there's always you know, you know, 

some different energies going on, could be someone who really wants to prove themselves, 

could be like the big boss who always loves to say no to everything you know. Like there's 

always like some roles, going on, and some power struggles and someone who just wants, 

maybe just wants to like show he or he just may want to show that, you know, they're running 

the show. Right. Okay, so I've seen some really really weird things pan out as a really weird 

really weird. I got I've even been. I think my by far the weirdest. Try was presenting a visual 

identity to an owner and his team. But then he brought his wife and child to the thing as well, 

and the wife didn't like it. That was weird. And then, she didn't work there. So there was him, 

cmo his head of marketing, a few different people and then his wife and his kid who was 

looking at an iPad all the time. And then, and then the wife didn't like it. And then it kind of 

fell through, like it didn't work out. 

 

Yeah, so, they're irrational sometimes I guess it is like super rational because there's no facts 

to rely on like you might have a really really strong. Like documentation, like, you know, it 

could be that you come in with like great insights around the target audience and, you know, 

a great like, I don't know, modern approach to what the campaign could be like and things 

like that. I mean, the more the stars align the better obviously like the more like rational and 

factual you can make your pitch. And then, if, if you haven't read a strong alignment. And 

like, this is how your business works, this is your audience. This is your product. And then 

this is the trade idea that sort of aligns really well. And obviously diminishes the risk of 

subjective ness in the assertion of the, you know, of the creative. But it doesn't completely 
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like raise it like so. So it's always like a bit of a subjective like I like this idea, I don't really 

like that idea kind of thing. 

 

Interviewer 26:19 

Yeah. But would that be then a benefit from the get-go. 

 

Interviewee 26:24 

Yes, we have. Definitely because we do have the whole value chain and we have a lot of 

really often we have a lot of documentation around what has worked historically what hasn't 

worked historically. What do you sell a lot off, what do you put what don't use it a lot of. 

Who do you sell it to blah blah blah blah and etc etc etc. Right. 

 

Interviewer 26:45 

It hasn't been a challenge. Making customers switch from their classic creative agency to us. 

Since I'm sure a lot of them already have something. 

 

Interviewee 26:55 

Yeah, I think it. I don't know it kind of depends. SSo I would say there's to me like the 

modern approach, and the old school approach. The old school approach is that you're or 

you're like, almost married to your, you know, agencies, both media and creative, basically 

 

And I think in those cases, it hasn't been difficult to like get the chance, but it's been difficult 

like removing them completely from their existing agency, call that.  

 

Yeah, but, you know, kind of, like, they're stuck there yeah they're kind of stuck like they're 

considering it, but then they don't really do anything about it or, you know, we get to pitch 

and then they kind of they really like the idea but it's like again back to the with them who's 

gonna do like our in store stuff. Okay, no we're rated weird reasons like that where it's just 

like, I think like the biggest barriers just breaking old habits, which is a weird barrier. But it 

isn't a barrier. Yeah. 

 

Interviewer 28:23 

Have you had any examples that you managed it? 

 

Interviewee 28:30 

I mean we've had plenty of cases where it's worked out. So, that would definitely be 

examples of where we where we managed to do it. But then maybe the decision maker was a 

bit more. I don't know, adventurous, you could say, and then it came easier. I think there's 

some. I also think it's like his timing thing right. You might find them at a time where there is 

maybe a bit stressed out or you know they're super busy. And then the whole like they like 

the idea but when when push comes to shove, it's gonna be a lot of work and you know I have 

to like call them, even to tell them I don't want to work with them anymore, you know, and 
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there's always like, I mean it's really important not to forget that the personal relationship that 

we have with our clients makes them have more faith in us. That is why I think that trust is a 

factor that can successfully close a pitch.  

 

Obviously that also exists between them and their creative agency I really like you can't 

undermine that personal connection like sometimes it's just there. And then it's so difficult to 

remove them. I have a lot of clients who do nothing but complain about the creative agency 

and the third reason how not so savvy they are etc etc. But then, you know, they don't read it 

with, because like we've been working with them for 11 years now. They're trying harder. 

They promised me they would try harder and you know, that kind of weird argumentation. 

 

Interviewer 30:07 

But then again, you're talking about trust would you see a difference between pitching the 

creative service to an existing competitor, a new customer from pusses. Yeah. 

 

Interviewee 30:23 

Well, for once I think that the you know, the existing clients. It's a lot easier. It's a lot easier, 

because we have all like we have so much history with them both in terms of like the 

personal relationship but also just in terms of the documentation of our work and, you know, 

it's also just easier to get the good ideas, you know, and it's also easier to see the problem. 

You need to solve for, like, say a client has like a declining. You know, declining brand 

traffic. You know, well why might that be, I don't know, probably because demand for your 

brand is declining, which is. That's a branding problem. And then you need some creative 

services, and then we can bring that. So like this just like to exemplify how easy it is to figure 

out those trigger points or data proxies that help you create a problem. Right, demand 

represents drop down, that's the problem, we can all agree to that. Like no one would ever 

question whether that was a problem or not. But if you don't have the relationship and you 

don't have the insights and you can look into the data and see what's going on. Then it's 

harder then, you know, it will be more based on assumptions and maybe a bit of market data 

but sometimes you know market data is like sometimes. Yeah. But then, that's not really how 

they're feeling it right. Yeah, well it's when you're working with their, let's say, Google 

Analytics data. And that's definitely how they're feeling. That's their everyday life. That's the 

reality that they live in, which makes sense.  

 

 

Internal Interviewee 3 

Interviewer 

Thank you for joining us, Martin Yeah. So just a quick about our thesis, it's basically we are 

examining cross selling opportunities in the context of case company which is the case 

company, and I will refer to as PD, if that's okay. And so P has recently, as you know, 

introduced a Creative Services and we would like to examine and validate what are the 

drivers and barriers of the creative service, of selling it, basically. So yeah, we would like to 
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have a perspective from your side, being the creative guy who actually does the creative 

services. Basically the product expert point of view. 

 

Interviewer 0:46 

So first of all, we would like to know what your position is in case company, PD. 

 

Interviewee 0:52 

My position is team lead for the creative department, and my role is to build and make the 

strategy for our creative offerings here at case comapny, more specifically, in Copenhagen 

and Aarhus because they are doing it a bit differently in the other offices. Yes, so the early 

stages of my vision of creating a creative agency within the PD agency. 

 

Interviewer 1:30 

What would the creative service entail. With other words, what do you offer within that 

specific service to customers. 

 

Interviewee 1:40 

That's a lot. But we could turn it around and see what we have been doing so far for our 

clients. So far, we have done several things locally. But a good example is the latest, what I 

call, like 360 client project which was with one of our smaller clients called CLIENT X, and 

they make these meal boxes. So, we have had them as a client for a long time, and have, but 

we have only been on the media buying part of their business (setting Facebook up and doing 

all the). We can call the media buying side, the business.  

 

This is often with our clients that they have an agency. But, today still a lot of agencies don't 

really understand the work the media part of what PD is doing. So we get a lot of content 

from the clients, which they got from their creative agency that we cannot use or it's not the 

right message or the data is not made correct and so here's a lot of, like, back and forth with 

us, and then from the client to the agency. So that's like it's a long communication tale, back 

and forth, where we can now as PD step in and advise the client what exactly to get from 

their creative agency, but we can also do it, so that's like in lot of cases are like hook into 

taking over more and more of the creative agencies work because we are experts, as, as of 

delivering the right assets to our DM teams.  (convenience) 

 

Did that answer the question? 

 

Interviewer 4:09 

Yeah, yeah. It pretty much did and you definitely answered the other one which was, 

basically, how the creative service would actually fit into the PD service portfolio. 

 

Interviewee 4:15 
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So, yeah back to the 360. So, this was a really good case because he came to us with “we 

want to spend money on YouTube and this is what we got. You need to use that material”. 

There was a video made by their current creative agency. So, we got this final film. He said 

“its okay, to activate this on YouTube, and let's have more brand awareness”. I was like, “but 

that video is not made for branding or brand awareness purposes”. This is just like an 

explainer video and not well executed if that is the objective is to educate people on it, again, 

explaining what current CLIENT X is and what they can do. So I went back to them and said 

“okay, if you want to, like, spend a lot of money on YouTube and this is the only thing you 

have, I recommend not to do it, because it will not have an impact”. And then they said 

“okay”, and of course I had an idea that I wanted to pitch to them so “how about doing it this 

way…” So I made a concept around their already existing content, but I made three new film 

concepts that should be the hook element for getting more brand awareness. 

 

So, we made it to a bigger content for them and we ended up persuading the client that this is 

a good idea so they're buying into it. So we went out and then shot the film using my 

daughter for it and my apartment and made these three small films. Already now we can see 

that, if user sees these three new movies, which we call the hook elements, and then see the 

old content, which we also made an edit to (so, it is more like an educational track, what we 

call it so it's like, step one, pick your meal. Step two, our chefs cook for you, make the food 

and package it and step three you open the box, and so on). So, we can already see now if this 

is one of the hook films. Well, the thing for them. We made the view-through-rate bigger 

compared to the old material. And also, Sean from the DM team showed me some of the 

brand recall or something, numbers, which is way better now compared to last year. Yeah, so, 

having good numbers already. Yeah. So this was from: idea to concept, execution and, then 

delivering the right material to the DM team.  

 

Interviewer 7:52 

So, would you say, then, that you can, pretty much, be flexible on the way you provide a 

service that customers asked for, just because you have the knowledge from PD of what 

usually would be a good performance content.  

 

Interviewee 8:05 

Yes, yes. I have the knowledge of what the DM teams want and how the platform works. I 

think that's one of the biggest barriers for agencies like single agencies, because they're not 

working “in” the platforms. Yeah, we are closer to the insights and the source. So, I can 

create better concepts, because I get those insights and I know how the platform works. 

(convenience) 

 

Interviewer 8:40 

Okay. Next part is where we're going to focus on the positive side of the Creative Services 

just to get more on that. I have two questions, one is how familiar do you have to be with the 

client and how familiar does the client need to be with you and the creative services? The 
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second question is why do you think existing customers would be willing to actually buy 

their creative service from PD and not another, more established, creative service? 

 

Interviewee 9:08 

I have to be very understanding of the clients that i am pitching the creative services for very 

obvious reasons. You need to be able to understand the customers perspective so that you can 

customize and sell the right creative services. I think as a digital agency you need to know a 

client from day one. However, clients understand how we work takes time. I would say a few 

months before they get a grip of what we do. It takes a lot of questioning from their side 

which is good, but also takes a lot of our time. But, how familiar a client needs to be with us 

depends, but the more familiar the better, which makes communication and alignment of 

priority easier.  

 

The second question… I, actually, have been around that question a lot. And I think why it's 

easier for me to sell the creatives, is because the customers have such a big belief in what 

case comapny, like what they have been buying into case comapny for a long time. For 

example, they see us are very professional and we have a good track record with the clients 

on the media side of the business. And then when I come aboard and offer them creative 

services, they are like “Okay, clients sometimes think if they are as good as they are on this 

side of the business, then they must be good at creatives as well”. That's one of the good 

things, as I say, when I sit in a meeting, because the trust is already there. Also, then you have 

to focus more on the portfolio or “what have you done before”. I also get those questions, so, 

at the moment we have some stuff we have done. Otherwise, I just show like my previous 

work within other agencies (when I was at CREATIVE AGENCY X, for example). But, we 

can't show big things done within case company for other companies because we've just 

started, right, so yeah. So it's about being a good and passionate sales guy within the creative 

space. 

 

Interviewer 10:46 

When do you then usually see creative service being pitched to an existing customer? For 

example, I mean, you just mentioned that the recent customer CLIENT X, when did they get 

pitched about this creative service and was it them who approached you about this right? 

 

Interviewee 11:05 

It was actually our colleague, from the DM team. Sean said “okay I don't think this will 

work”, but you have a personal feeling that it will not work, and then he talked to me and I 

said “okay, it will not work. I think we should do it like this…” Yeah, so it also really 

depends on how our DM teams like Sean understand the creative part of the business right. 

This is because they are the ones that confronting the customers, each day, so they can see 

some kind of loophole or opportunity for pitching in the creative part then, then I would come 

in. 
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Interviewer 11:44 

The ones that already bought the creative service. What were their main reasons for actually 

buying the service? I guess you already said something about their trust and resistance, so, is 

there anything else that you could think of? 

 

Interviewer (2) 12:05 

Have you seen any new clients buying the creative server, right away, without having had us 

before? 

 

Interviewee 12:24 

Hmm, I don't think we had. 

 

Then it's been my network, I would say. This is because they know me, and then they buy 

into me more than they buy into case comapny. But it's funny because it's also the other way 

around. When we talk to new clients, we might be talking about creatives with new clients 

and then we also tell them that we are really good at getting their brand out there. Like, “oh 

you can also do that…” because like, the starting point was creative service, and then we tell 

them about the rest of the company, like offerings and they are like “okay, now it's starting to 

make sense”. This is because, at the end of the day, the creative or the campaign. isn't better 

than the,the media spent you have behind it. It is like you're just making a fancy hotel in the 

middle of the desert, nobody sees it.  

 

Interviewer 13:33 

What is an estimate of how big of a budget would the customers use in the creative compared 

to their spent on the other services that case comapny offers.  

 

Interviewee 13:42 

One of our clients for, for instance, CLIENT 2, it's always like chicken and the egg when you 

talk creative with client, because it's like, I want to have some kind of budget framing, 

because then, we can go back and do brainstorming and, like, what can we do within this 

budget. Usually, the client will always keep the money close. This is because, “what if I say 

500 and the [interviewer name] only does something for 50,000” (but it's not like how it 

works), but that's how every client thinks. So, it's like a game getting to know the client; are 

they budget wise-ready and what have they done before and what have they paid for that. 

There is a Danish saying which translates to everybody walks around and the both parties 

want to know, I want to know the budget but the client wants me to tell them what the budget 

is for the good creative idea. So, he wants me to make that first move, of what it would cost 

and then he can say “Yeah, I don't have that kind of money”. So I end up spending like 20 

hours on something that is really good and really clever and blah blah and now he doesn't 

have the money but only half that amount. Then I need to go back and change the idea 

because it can't be done for half the price, right, so that's why I need to have some kind of a 

budget estimate, like a number that client has in his or her mind. (price?) 
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Interviewer (2) 15:38 

Is that a reason why, maybe, some clients said not to buy the creative service? 

 

Interviewee 15:46 

Yes. Yeah. But we haven't had a client yet didn't buy it. 

 

Because… yeah, and why is that? 

 

Interviewer (2) 16:02 

So, all the clients you've been pitching to, they decided to go for the creative service? 

 

Interviewee 16:06 

Yeah, almost all. I think, 90%. 

 

Only the ones we had when we were both pitching for case comapny, the media part and then 

the creative as well but didn't get neither. 

 

Interviewer 16:26 

And then as you said the main reasons were mostly the trust and the image that case comapny 

has, as well as your background, but would you say, since now we have another member in 

your team (case comapny employee name), do they care about his background as well as 

media creator? 

 

Interviewee 16:42 

Not really. At the moment it really relies on what I say. So, if we don’t win it, it is my fault. 

(sales expertise) 

 

Interviewer 17:05 

What are the things that you really have to think of when, for example, pitching the product 

or the service? What are your go-to things that you say to a customer? 

 

Interviewee 17:18 

A good case was with CLIENT 3. So I've been talking a lot with one from their team. Such as 

explaining what we can do, and she had some ideas and back and forth. However, this would 

not be possible when somebody else is talking about my ideas. Rather, I tell them to give me 

the room with the client, because then I can feel what he wants and I can talk to him and get 

ideas in the meeting and, having this chemistry. A lot of times, if there is chemistry between 

the client and me, I can start understanding what their frustrations are with the current 

agency. So, I know where to, like, use my energy and say “Okay, then use us for this…” or 

“let us advise your creative agency or whatever”. And now. This was also the case with 

CLIENT 2. They also had a creative agency, but they're not strong digitally. So, I went in as 
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an advisor to advise the digital creative agency on what to deliver and how to deliver, how to 

work with YouTube, when they're creating the concept. 

 

Interviewer (2) 18:50 

But does it work when you join the meeting with CLIENT 3? 

 

Interviewee 18:53 

He postponed because he gave their current agency the 13th chance or something. Yeah, so 

the meeting got postponed. (switching cost?) 

 

Interviewer 19:09 

Well that was nice to see the positive side but then more maybe into the reasons why a 

customer doesn't buy creative service. Maybe from your past experiences, since we don't 

have much experience from case comapny to derive from, what would that be? 

 

Interviewee 19:21 

Some clients that we have already pitched for still goes like “Okay, what have you done 

before?” So, that's definitely one of the downsides of starting something, that's if you're like 

in a startup of creating an agency leads to “what have you done before?” “Yeah, I did some 

school projects way back”. When I started my own agency back in 2009. I did a lot of free 

work, because that was the kind of thing you needed to do as you went to pitch your new 

company. The first question is “okay What have you done before?”, so it is like… “yeah, not 

a lot but I know a lot about, the creative website, logo and films”, but hadn't had nothing to 

show. Like I was saying, almost the entire first year was just really cheap stuff. But with high 

value and I managed to create a portfolio (like cases to show, right).  

 

And I know that this was also the idea when I joined that we should do a lot of free work for 

clients to build up internal portfolios and cases to pitch to a client. However, they quickly saw 

that we can easily just like earn money from the get go, because it was good talking to the 

clients and was quick to make stuff. However, that's actually how Stockholm did it with a 

bigger team in almost a year. I think they know how to do free stuff. While, we started 

already paying.  

 

Interviewer 21:08 

And the reason for that was trust, again or…? 

 

Interviewee 21:12 

Yeah yeah. But also it was for me to be able to show and tell the client and also internally, it 

has value. So we need to create a business around creatives, otherwise you would get an 

unhealthy relationship with the client because at one point we need to tell them that this cost 

money now. So if you're always already on a path that they just think we do it like for free 



119 

then it's like, you can’t create a business around it. Rather, you have to show the client that it 

has a value. How do you do that…?  

 

Interviewer (2) 21:44 

But how do you show them that there is value to it? 

 

Interviewee 21:53 

Yeah. Yes, it also involves internally. We did this for CLIENT 4. In the beginning we 

created, which was for free, YouTube film. But I emphasise a lot when I talk to the client that 

what is the value of this, like, what it really costs, like next time. What the cost would be if 

you do it with another agency. Because I know how pricing works for creative agencies. I 

think that they are fucked up, like, because the pricing is still as it was, like, 20 years ago. 

And it's like, all the stuff you could do now and setting up an agile team and all that. So yeah, 

I really want to give the finger to the creative agencies, because the prices are, like, not 

healthy and that fucks up the relationship to clients. It's too expensive and doesn't need to be 

expensive. (price?) 

 

Interviewer 23:16 

Okay, so that's maybe an image you're trying to persuade, that we could actually do maybe a 

better price? 

 

Interviewee 23:23 

Yeah for sure.  

 

Interviewer 23:43 

But do you see as well the pitch being a high impact into all this, I guess, or do you see 

actually something else, or what, like if you would rank let's say three things that you would 

see as being really something that would be important? 

 

Unknown 24:03 

At the moment, another downsides is like, even a client that talks to us as a creative entity 

and also talks to a born and raised creative agency which have a lot of, like, people that do 

like several things. So, in their mind they are more creative because they have all the 

competencies that they can buy into, even though they can buy the same stuff from me. But 

I'll rather set the right team. Like, that's also why I can do it at another price because they 

have like 20 head counts which they need to pay. And here, they can within, let's say the 

videos, we are not hiring a guy to control the light and the set, instead I find the guy that does 

that. So setting the right team and being more agile towards the projects. It's a way we can do 

everything within our offerings. We don't develop, like the html5 banner for instance, but we 

create everything that concept of design, because that's our main focus we have, we have 

strong and concepting ideas and design. (sales expertise) 
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Yes, healthy growth within the department, I think is really important. But again, back to how 

clients see it: “okay how many are you?” “We are two”. Okay. But how can you so this really 

like how I like (trust) like passionate about the work I do and like telling them, Like, we can 

do everything like the concept and be honest about how we do, and how it work. But, one of 

my best cars. Also when I'm out like pitching creative, is that I have all the insights. Because, 

especially for clients that already are a client of ours. I have all your data that I think can 

build good data, good data, good content based on data with the agency cut. We can't do that. 

And they more like this industry of creative agency, they more like thinking, Okay, this is a 

cool idea, this we can win prices and blah blah blah but really not benefiting the client, 

because I hope that so they build a concept create a super cool TVC or whatever YouTube 

thing and then hope the data proves that it is right where I like to use the data to prove this is 

the right direction. And then create it 

 

Unknown 27:15 

is also how many of the same customer you pitched and I've actually created the creative 

service have come back to you. percentage wise. 

 

Unknown 27:35 

Really. 

 

Unknown 27:37 

So they were pretty happy then I guess with a service. How much do you work with them I 

guess did they see you as being the part of success of this or is this just the company itself. 

 

Unknown 27:51 

One of the be clients that we work with at the moment, so it's started out me just sitting in a 

meeting with them at a QPR and talking about creative and how I think they could optimise 

their look and feel and be more consistent. Just talking passionate about it and. (sales 

expertise). And then they bought into me doing their web design, then you ecommerce site. 

And then, just having a good relationship. So Jacob he's like calling me four times a week or 

something, just to chat about nothing and everything. And I'm getting some my opinion on 

stuff. So, so it is really like the connection with the clan that okay Martin knows what he's 

talking about. So that's also why we now got the, the opportunity to pitch their new brand 

DNA or not. Yeah, yeah, but brand communication and strategy that the venture point oh, 

which we are pitching next week. Yeah, so they like they come back because they think that 

like the work we have done so far is (satisfied) 

 

Unknown 29:22 

good. And this is mostly based on, again, the data they've seen being good, or is it No, 

 

Unknown 29:30 
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actually they haven't like seen anything, working yet because now it's over to developers is, 

but I think it's because, again, they believe in the, like, all the work we have done so far on 

the media side, then me joining, then they can see okay, I can have, I can talk to only one 

agency. About everything I do. (convenience) 

 

Unknown 29:57 

So that's, 

 

Unknown 29:59 

but you also mentioned that some clients you're pitching to, they look at other agencies, and 

they see that they have all the competence and expertise in house, or in that agency. So, do 

you think it's harder to sell to these type of clients that already have like a trust in other 

agencies, yeah for sure when the moment. 

 

Unknown 30:20 

Yeah, it is definitely in the CLIENT 5 is a good example. But how do you do then to actually 

convince them to buy from us instead of been in a meeting with CLIENT 5. I think they are. 

Because they have no real makers and they've been doing their stuff for years. So it's more 

for Demis night. Yeah, but you're really good at that. And, and especially with Mater's, we 

didn't have a track record for created that we have been doing or concepts and so on. So they 

like this so married with their current creative agency that will take us like more convincing 

and convincing is cases. (switching cost) 

 

Unknown 31:15 

So one way of you doing it you were doing a bit of creative rise to prove them, but still like 

that was more for their first meeting was just like talking about it and how to do more 

specifically how to make Google Shopping ads more sexy and that's really hard to do because 

there's not a lot to do work with within the platform there. And then we did some quick mock 

ups on the two for the QPR meeting. 

 

Yeah, so that's when I'm not in the room it's hard to like, read the pitch. The strong benefits 

of, of what we can do. 

 

 

External Interviewee 1 

Interviewer 0:14 

In short, case comapny just introduced a new creative service and we want to investigate 

what could be the drivers and barriers of selling the creative services. Since this is a new 

thing for CASE COMPANY, we want to explore how we could possibly do this the best 

possible way. So we have interviewed a few people internally of the CASE COMPANY, 

who've been either pitching the creative services or creating the creative service. Now we 
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would like to get a more external perspective on it and I guess you would be a perfect match 

for this.  

 

So to start off, could you maybe explain who you are and your position in “INTERVIEWEE 

COMPANY”. 

 

Interviewee 1:19 

I'm in charge of all the different aspects of the creative output that we deliver to our clients, 

and I'm in charge of the quality of the creative work. Originally, I am educated in selling 

creative assets. I am also very experienced in communicating with different kinds of creative 

people, and knowing how to get the best prices out of the people that you interact with, so we 

could receive as much as possible for as little as possible, but still with the creative quality 

checked.  

 

Previously, I stayed in charge of all the creative production and the coordination between 

client service departments, and a big agency called “AGENCY NAME”, here in Copenhagen. 

This is where I coordinated between the client service department, and the creative people. 

Also, I've been in charge of ordering Production Services, photographers, trademark rights 

and events, and illustrations and so forth. 

 

And then I've had my own company a creative agency for three years. I started from zero - 

with one desk and two computers. And then, after two years, we became 70 people in the 

office, so that was kind of a big leap in headcount, definitely. 

 

So, again currently I'm in charge of making our creative department bigger and having a 

bigger impact in the company. It's a fun position, really.  

 

Interviewer 4:43 

If we can go more in depth about the creative Services, that you are currently selling, what 

would that entail? Could you give us examples? 

 

Interviewee 6:15 

We sell all kinds of creative things: we sell the concepts, based on the insights. We are very 

insight driven. 

 

You know, if you get a good idea, good insight and then you add the creative concepts on top 

of that, and that's when different creative approaches and creativity can be explored. I mean 

these are deliverables. You cannot pick and choose from what you want, because you have to 

buy the insight, the strategic work. If you buy a concept you have to buy the entire process, 

so the strategic work that leads up to the conceptual work. And then after that, we are able to 

deliver a complete creative work. So at the end of the pitch, the client has to decide whether 

to buy it all.  
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Interviewer 8:17 

But then, would you say that the creative service is part of the bigger concept or the bigger 

sell that you are offering to the customer? 

 

Interviewee 8:20 

Yes, it is. However, you could come as a client and say, “we have this great speech that we 

want you to, to make even better and then make a film out of it”. We don't have to write the 

concept everytime. So a customer could also call us and say “hello we want, 10,000, internet 

banners”. 

 

Interviewer 9:02 

Okay, so you're pretty flexible with how you can provide creative service.  

 

My next question would be, does a lot of customers buy creative services additional to the 

service that they have purchased from your company? 

 

Interviewee 9:29 

Yes, I mean, as COMPANY NAME is a PR agency so we always have clients seeking first 

the PR services that we offer. We, the creative side of COMPANY NAME, have a much 

broader service to give to our customers. We are currently three people sitting there full-time.  

 

With my 20 years of experience in this industry, we definitely are leveraging my network in 

order to easier gain trust of the customers that we are selling the creative service. It is a very 

very thought out strategic approach so that we can use the right creative and the right cases, 

so we don't use the same creative for the different customers. Also, when in the making of a 

piece it makes perfect sense to have access to this big pile of people that you can use for.  

 

There's a lot of agencies doing that, but I think that I, I know a lot of people that are behind 

all the creative skills and I consider that to be that's really important to me. TThere must be a 

right chemistry between us, the creators and the clients buying the service. It may seem a 

little silly, but it's pretty important that it's not all about the product but also the people that 

are to execute the creative service, so that the clients can rely on those people to deliver. 

 

Interviewer 14:01 

Interesting! So, would you say are you then responsible for pitching the Creative Services to 

the customers, or is it someone else taking that role? 

 

Interviewee 14:12 

It is not me that does all of it, but rather the whole creative team. I would be the one choosing 

the right concept developers, the right art directors or the right creatives to do the work to 

help me with the pitching.  
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Interviewer 14:42 

You did mention that you have experience with pitching from your past companies or in your 

own company; what would you say is really important when pitching a creative service? 

 

Interviewee 14:54 

Firstly, the insights and then, of course, the creative concept has to be strong. The concept has 

to be visioned throughout the whole process of making the concept until the tangible 

creatives are agreed upon. And then, as mentioned previously is the need to it to be chemistry 

between us and the customers. I really think it's important to set the right mood. You must 

find out what kind of language you can use towards the client, even if you don't know them. 

But that would usually never be the case, then you wouldn’t pitch the service in the first 

place.  

 

So, I mean it's all about the people, presenting to you you have to present with, a price, your 

voice and your gestures.  

 

Interviewer 16:05 

So, creative service can be fluffy, as you pointed out, so there needs to be a specific concept 

that customers can visualise. 

 

Interviewee 16:12 

Yes, exactly. That is why the creative concept has to be clever, it has to be thought through, 

and also it has to be put on top of an insight that you have found. 

 

Unknown 16:27 

Creativity and creative outcome can sometimes be pretty fluffy, that's why you have to be 

good at selling it. I think this usually comes from experience, but also a very important thing 

today is that there are so many agencies out there which means that you have to be different 

than the others to make a client buy your services. This again leads back to, one way of being 

different, is the people. If you trust the people at the agency as a client, you are then willing 

to work with such agency then. From experience, I have seen that a lot of clients change their 

creative agency if the creative director changes their job to another agency. So it's very 

personalised. 

 

Interviewer 17:30 

How often do you have to do the cross-selling of Creative Services? Is that something that 

you face often when selling creative service to clients of COMPANY NAME? 

 

Interviewee 18:01 



125 

I mean if you already have a client that buys PR, press releases. It is easier to convince that 

client and say “hey, don't you want this and this…?, because that would enhance your brand 

position.” 

 

Interviewer 18:21 

How would you usually map out these existing customers by choosing to sell Creative 

Services? 

 

Interviewee 18:29 

When you have existing customers, then you have the advantage of already having an idea on 

what they are in search for. Sometimes we would know more than they do know themselves.  

 

So, you can take the advantage by looking at trends and relate that to the client on how that 

would be a google deal with you. and so on then you could say this this trade would be good 

to deal with, with this client, or maybe make another kind of approach in terms of how to tell 

the story of the company terms of motion pictures or sound or whatever so I mean if you 

know the client and you're able to upsell or 

 

Interviewer 19:49 

So, more from your experiences so far with selling the creative service again. What, what did 

you notice to be of importance, except from as you mentioned the idea to create chemistry 

with the customer, when pitching the creative services to clients? What does usually work? 

 

Interviewee 20:17 

The way that you persuade the client to buy service, simply. If you would put it in another 

way, the way you can communicate that you are able to deliver the desired creatives or the 

concept.  

 

That's very important that the client doesn't feel that they are left behind in the middle of the 

process. If you, as an agency, can explain the entire process, which is not easy, then the client 

will feel safer with you. Also, as a very important thing is that you have to be a trusted 

adviser. You have to be on the same side as the client. Trusted agency should be able to say 

no to a job because it doesn't make sense to execute it. Even though the agency can earn 

100,000 kronor. You should be able to say no because in the long term that benefits your 

relationship to the client, because they understand that you're not here for the money but 

you're there for them. So to be transparent is pretty important. 

 

Interviewer 22:02 

What would you say is a typical challenge that you face when you sell creative services? 

 

Interviewee 22:14 
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Many times, the customer would say “yes, we like it a lot”. Then they go home and show it to 

their wife or husband and then they return and say that everything needs to be changed as 

their husband/ wife did not like the idea. I mean, I think that the biggest problem is that you 

sell a very bold and different in a positive way, creative idea. Also, when you manage to 

present a very bold and different concept and convince the client with the idea, all falls apart 

when the budget comes into the conversation and the interest fades away. 

I think that they think they can receive everything for paying pennies. This can be related to 

the idea when people are creating content for their social media using an iphone. Customers 

would use that as an equivalent to what we provide, which is in any way not the same. They 

don't understand why a real film production can cost up to half a million krones. 

 

Therefore, having the power of being able to sell creativity and concepts, not only as an 

execution job but also something that will advance the customers brand image.  

 

Also, when I started my business about twenty years ago. It was very very normal to pay one 

and a half million for a 30 seconds video on TV. Today you can pay for the same content for 

maybe 250,000, or 500,000 kronor maximum because of the increased supply for such 

content.  

 

Interviewer 26:04 

Would you say there's a resistance when customers already have a creative agency? How do 

you deal with such situations? 

 

Interviewee 26:15 

I mean I find myself in such positions all the time. Actually it was CLIENT NAME, who 

started out as one of the big clients in Denmark, buying services from different agencies at 

the same time. Back in the days, when I worked for Coca Cola, you had to work with other 

agencies and be friends with them. This is what the customers demanded.  

 

Interviewer 27:32 

How do you approach a customer that is resistant to transfer their creative work to your 

agency? 

 

Interviewee 28:29 

You must be able prove that the clients are in safe hands. You have to prove it, and that is 

why you have to deliver much more than what you get paid to do.  

 

Also, we have clients that have been with AGENCY NAME for 15 years. That's a very long 

time 

and that's not very common to be so loyal anymore. But back in the days, when I was at the 

AGENCY NAME, we had clients that were with us for over 10 years. Nowadays there are a 

lot of new creative agencies. So, clients tend to just switch agencies as they switch socks. 
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Nowadays you get to do one project, and then you are out. Clients are becoming more 

flexible on who they choose to work on what project.  

 

External Interviewee 2 

Interviewer 0:18 

Thank you for taking your time to do this interview with us. Today, we will have a talk about 

how you believe customers think about creative services. 

 

Okay, so the first question is your experience with creative services and what your role is at 

the moment in AGENCY COMPANY? 

 

Interviewee 0:58 

I've been doing creative marketing or strategic creative marketing for a little bit more than 12 

years. This included working in both the strategic part of agencies as well as the project 

management side of it.  

 

I've worked at the second biggest advertising agency in Denmark for four year. I actually 

started there as a student helper. Then i moved on to AGENCY COMPANY which i took the 

role as a partner. My daily tasks were to sell the creative service and also support the strategic 

customer development in the creative perspective. 

 

Finally, now i am at AGENCY COMPANY which is more or less a content marketing 

agency, it is not really a creative agency, per se. Yet, we do sell creative service.  

 

Interviewer 2:32 

Would you mind clarifying more what you do today and how your role relates to creative 

service that you offer at AGENCY COMPANY? 

 

Interviewee 2:45 

So, I'm responsible for the clients interest, of what they want to get out of the AGENCY 

COMPANY. The way I sell the services to the client is by guiding them through a mutually 

agreed strategic direction. So, once the strategic direction is set, I then have the responsibility 

to translate that strategic direction to my creative team so they can hop on board the strategic 

direction with the creative service.  

 

Interviewer 3:24 

Would that entail that you combine the different services such as creative service as a part of 

a package of the strategic direction. 

 

Interviewee 3:38 
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I would say that I am the one writing the slogan of the brand which is the direction that 

should guide the strategic and creative work. So the way the creative team should work with 

the brand should be reflect from the slogan or the strategic direction.  

 

So, when we have that sentence in place, we call it a strategic collaboration which is actually 

just one sentence, the sogan. That then turns into a creative brief.  

 

So, once the client agrees on the strategic collaboration. I then have the task to pitch the 

collaboration to the creative team which then has to come up with an idea that would be 

suitable for the strategic direction that the client wants to move forward to.  

 

I have to explain that the client now wants to stand for “innovation” or “creativity” or 

“safety” or “making families come together” and so on.  

 

Now we have a direction. Once that is in place, someone has come up with some ideas on it, 

Right? Which comes down to the creative team.  

 

Interviewer 5:49 

Makes sense. Let’s say that you and the creative team find the creative solution, you then 

have to go back to the client about the findings?  

 

Interviewee 5:56 

Yeah, absolutely yes, then we go further on to production afterwards. So it is something like 

“strategy, creative development and production” in a circle.  

 

Interviewer 6:18 

Could you explain more what the Creative Services that you're offering entails?  

 

Interviewee 6:33 

Insight. A really great agency can create, or come up with insight that the target group 

resonates with you? Mm hmm. Oh, I have a great quote for you. A philosopher once called 

Schopenhauer, who wrote: “task is not to see what nobody has seen but rather to think what 

nobody has thought about that which everyone sees.” It is kind of like how a stand up 

comedian says something that makes you think, “Ha!, I've never thought about it that way.” 

That is basically insight.  

 

And the best creative agencies are the ones that are best at, you know, coming up with 

insight. That's the key. 

 

I'm just gonna go ahead and say some agencies are really good at that. And the agencies that 

are really good also have an image in the advertising agency, you know, industry. So they 

attract people that are really good at bringing to light the insight. So, some agencies just have 
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those people that can do that shit. Really smart people that can like, look at a target group 

and, and see something that nobody has thought about.  

 

Interviewer 9:06 

So it is about having skilful people that are able to deliver the service? 

 

Interviewer 9:21 

And, of course, and that the agency has an established name. 

 

So no one hires CASE COMPANY to do their creative work, clients hire CASE COMPANY 

to do the distribution of the creative work. There are few in the business that would hire 

CASE COMPANY to do the creative strategy. That is not the CASE COMPANY brand 

position. This makes it hard to sell.  

 

Interviewee 10:05 

You know you have Uncle Gray, Magic agency and many more that have their brand position 

as a creative agency. That's what they do. That's and that's what people expect them to do. 

CASE COMPANY does something else and they're very good at that. I think it is hard sell to 

make CAE COMPANY a creative agency.  

 

I'm sorry, I'm jumping in your questions, but I'm just saying that my advice for the CASE 

COMPANY is to make the clients believe that the CASE COMPANY is capable of doing the 

job.  

 

Interviewer 11:43 

This leads to my next question, then; What do you consider to be important when you pitch 

the Creative Services, when you return to the client after consulting with the creative team?  

 

Interviewer 12:33 

You try to make the client imagine how that creative would look like. The use of words - 

sentences and even layouts such as storyboards.  

 

It's not enough to conceptualise it. You have to visualise that as well. Okay. 

 

You could call it a skill? To see that that concept through those words can become so much 

for some clients doesn't have that abstraction level. They need to see the layouts to solve our 

work. 

 

Also, the ability to provide a transparent process to the client is very important to make sure 

that the customer will jump on board. Because, transparency is what makes customers trust 

us. And that is because transparency removes any suspicions that a customer could have of 

the creative pitch you are presenting.  
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Interviewer 13:58 

How can you distinguish between those types of clients? How do you tell that some client can 

really visualise it just through the concepts? 

 

Interviewee 14:28 

Clients tend to point that out during the initial meeting by saying “we just need to know 

simple strategy” which is to see the strategic direction, you know, the manifest like right 

around, see the brand decision how do we position ourselves compared to other brands. 

 

But sometimes customers end up asking for the whole layout and all the more visual 

representation, even though you have spend your time explaining the concept.  

 

So you can't really tell every time because you can't ask about it because they're not gonna 

tell how it is. It takes a lot of training to be able to understand what the client needs. 

 

Interviewer 18:36 

Why does a client even need creative services? Why do you think that would have been 

necessary? 

 

Interviewee 18:50 

Actually the insight thing, if you want to really sell toilet paper, you gotta make sure that you 

tap into the right target audience. Some people may have trouble finding the perfect toilet 

paper for them. So using the right insight to get hold of those target audience is necessary. 

Customer needs insight. 

 

We have to motivate a client’s end customer through positive motivation, not just negative 

motivation. Like, “I have to buy this stock. I want to buy this, and I didn't know that before I 

saw the ad”. 

 

I mean you resell products for ages without doing that or maybe we want to sell more. 

Therefore, an insightful way of promoting your products will make you more money.  

 

Interviewee 20:09 

And then credibly would be a way of the employees persuading a insightful way inside. Such 

a philosophy expression. Okay, insightful way of promoting your products. Make you make 

more money. Yes. I say, okay, but then why would I for example, a customer 

 

Interviewer 21:32 

From your experience, in general, where do you usually see resistance or is there even a 

challenge when selling creative services? 
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Interviewee 22:21 

Firstly, it is important to understand clients' interest on the pitch that you present to them, 

since it is actually their interpretation that matters. This will also affect the choice of buying 

or not buying the service from us.  

 

The challenge is that the clients may not see or understand what the end result will look like 

and how that will help the clients business. But that is the risk they have to take. However, 

with the help is insights that is able to prove that this should work according to past data. If 

there is a strong competition and also hard to prove the return on investment when it comes to 

the creative performance.  

 

Also, if you are able to speak the same language as the customer, instead of the slang you use 

while working, this will help the customer understand better of what you are selling.  

 

So the way you of course, the way you do is Make three films, right? So Facebook, for 

example. And they each have like a, some of them are very tactical and like the last one is 

very creative. So it says something about your life as a human being, and then you test it. 

And and then you then the marketing director sees the two films that just says, you know, buy 

right now. It's very cheap. They sell that the kitchen was about enjoying life and being with 

the family. It doesn't, it doesn't sell the kitchen. In the short term, he doesn't. So he cuts off 

the media spend on the branding film, the one that talks about the climates, the customers' 

lives.. And it just goes on with the commercials that talk about how cheetahs mammals later, 

no one knows what x ketchup stands for. Hmm another another grant comes in and talks 

about how important it is to be with your family and now know that Brent has a whole lot 

more sympathy with the end customer. And so that's the hypothesis. That's that's the theory. 

 

It is very hard to prove, but everyone knows that's how it is. 

 

Interviewer 27:05 

What other challenges are there? Why has a customer rejected your proposal to creative 

service? 

 

Interviewee 27:15 

It is hard to compare different creator agency pricing, because the end product is very 

different, and different creative strategies are used by the different agencies. This is maybe 

not really understood by the clients as it is very natural to make price comparison. I have 

experienced clients saying “You are much pricier than the other agency we talked about”, 

which I then ask “is it the same end product?” and the answer is usually no 

 

Also, I have a client at a large retail firm and the marketing director completely understands 

that we need to be relevant in people's lives and we need to give them content that they can 

use in their life and you know, just be rolling in life and that people will think that that retail 
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brand is important. And then the marketing director left the company and then another guy 

came in and did not agree with the idea anymore. So, it's a people thing.  

 

But also, sometimes a new guy just comes in, having not met me or the agency that i work for 

, and changes the whole game of the marketing strategy that we had previously what that 

client company.  

 

Do you want to? Do you want to sell long term? What do you want to sell, right here, now? If 

you want to build a brand, strategically, then you have to focus on insightful, creative 

advertising. 

 

Interviewer 30:07 

But then what let's say a client already has a creative agency. How do you pitch then a 

creative service offered by the AGENCY COMPANY? How do you persuade them?  

 

Interviewee 20:18 

It's like it's timing. So if a customer has had a creative agency for about two to three years, we 

might take the opportunity to make an audit and present them with fresh new ideas. That is 

your chance to show different strategic directions that the client may be interested in. And 

then you get another meeting and you present it to solve their problems. And then maybe you 

get to come up with a budget for that. Mm hmm. This cost for us, but after maybe the fourth 

meeting you get the client. But it’s usually pitches that does it. 

 

When pitching for big clients you spend many hours gathering the information you need for 

the pitch, an hour can sometimes cost between 300 and 600 kronos, which is a lot, especially 

when you end up losing the pitch. It should be illegal! Haha.  

 

 

9.3 Appendix 3 Questionnaire 

 Questions 

 What company do you represent? 

 What is your position within the company? 

 We are currently considering to spend more 

money on creative services 
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 We are open to buying new types creative 

services that we do not use today 

 In the future, it is very likely that we will buy 

additional creative services 

 Before purchasing a digital marketing service, we 

always compare prices across agencies 

 Digital marketing agencies most often charge a 

fair price 

 Overall, we are most often satisfied with the 

price digital marketing agencies charge us 

 It would cost my company a lot of money to 

switch from one digital marketing agency for the 

same type of service 

 It would take my company a lot of time and 

effort to switch from one digital marketing 

agency to another agency for the same type of 

service 

 If my company changed from ne digital 

marketing agency to another agency for the same 

type of service, we would feel uncertain because 

would not know what to expect  

 When buying digital marketing services, we base 

our decision on the sales representative 

presentation of the service 

 We believe that the sales representative must be 

an expert to sell the digital marketing services 

 We find it very important for the sales 

representative to be experienced with the digital 

marketing service he/she is selling 

 With all the digital marketing agencies we have 
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worked with, we always trust the digital 

marketing agencies judgment to deliver good 

services 

 We find it utmost important that we can count on 

digital marketing agencies for good service 

 With all the digital marketing agencies we work 

with, we always rely on them to keep their 

promises 

 In general, digital marketing agencies provide 

good services for reasonable prices.  

 Overall, we feel it is worth to sacrifice time and 

effort for the services we receive from digital 

marketing agencies 

 Overall, the chance of receiving reliable and 

consistent service outweighs the risk of receiving 

poor service when we work with digital 

marketing agencies 

 The duration of the relationship between the 

client and the case company (number of months). 

 The size of the retainer at the case company 

(number of service hours per month)  

 


