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The productization and pricing of value-added services are key processes for B2B 

manufacturing companies that want to monetize services previously offered for free. This 

thesis examined how this transition can be evaluated and planned systematically using 

service classification, customer value assessment, and customer segmentation. 

This qualitative research utilized a constructive research approach. Theoretical framework 

was built through a literature review, and empirical data was collected through internal 

interviews and a customer survey, focusing on quality, logistics, and product development 

services. The main outcome was an artefact combining a service price list with suggested 

pricing principles. 

The findings show that transactional services with clear cost structures can be systematically 

unbundled and invoiced using standard prices. For exception-based logistics, pricing 

primarily acts as a steering tool to guide customers toward more efficient processes. In 

contrast, trust-building expert services should be managed and allocated through customer 

segmentation rather than strict pricing. 

A successful free-to-fee transition requires careful change management. The lowest-risk 

approach is the incremental unbundling of selected services. To execute this safely, the 

company must define clear internal boundaries between official services and acts of 

helpfulness, combined with transparent communication before contract renewals to protect 

customer relationships.  
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Lisäpalveluiden tuotteistaminen ja hinnoittelu ovat avainprosesseja B2B-valmistavissa 

yrityksissä, jotka haluavat kaupallistaa aiemmin ilmaiseksi tarjottuja palveluja. Tämä 

diplomityö tarkasteli, miten tätä muutosta voidaan arvioida ja suunnitella järjestelmällisesti 

palveluiden luokittelun, asiakasarvon arvioinnin ja asiakassegmentoinnin avulla. 

Tutkimus toteutettiin laadullisena konstruktiivisena tutkimuksena. Teoreettinen viitekehys 

muodostettiin kirjallisuuskatsauksen avulla, ja empiirinen aineisto kerättiin sisäisillä 

haastatteluilla ja asiakaskyselyllä, jotka keskittyivät laatu-, logistiikka- ja 

tuotekehityspalveluihin. Tutkimuksen päätuotos oli artefakti, joka yhdisti palveluhinnaston 

ja ehdotetut hinnoitteluperiaatteet. 

Tulokset osoittavat, että selkeän kustannusrakenteen omaavat transaktionaaliset palvelut 

voidaan järjestelmällisesti eriyttää tuotehinnasta ja laskuttaa standardihinnoin. Poikkeamiin 

perustuvissa logistiikkapalveluissa hinnoittelu toimii ensisijaisesti ohjauskeinona, joka 

ohjaa asiakkaita kohti tehokkaampia toimintatapoja. Sen sijaan luottamusta rakentavia 

asiantuntijapalveluja tulisi hallita ja kohdentaa asiakassegmentoinnin avulla tiukan 

hinnoittelun sijasta. 

Onnistunut siirtymä ilmaisista palveluista maksullisiin vaatii huolellista muutosjohtamista. 

Vähäriskisin lähestymistapa on valittujen palvelujen asteittainen eriyttäminen omiksi 

maksullisiksi kokonaisuuksikseen. Turvallisen toteutuksen edellytyksenä on, että yritys 

määrittelee selkeät sisäiset rajat virallisten palvelujen ja asiakaspalveluun sisältyvien 

toimintojen välille sekä viestii muutoksista avoimesti ennen sopimusten uusimista 

asiakassuhteiden suojaamiseksi.  
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1  Introduction 

The introduction presents background of this study. This chapter presents thesis objectives, 

research questions, limitations and research methods used. Also, the structure of this thesis 

is presented. 

1.1  Background 

Importance of services in B2B business economy has increased and manufacturers 

increasingly aim to complement their products with value-added services (Aminoff & 

Hakanen, 2018). An increasing number of customers look for suppliers that are able to offer 

comprehensive solutions instead of solely products (Grönroos & Tillman, 2020, 497). For 

companies, it can be challenging to define which services should be included in the offering 

and which truly enhance the customer experience and value and could therefore be 

monetized. In manufacturing companies, the product-dominant mindset often prevents them 

from recognizing the importance of services. (Shah et al., 2025) Consequently, this may 

prevent companies from recognizing the possibilities in service monetization. 

Productization is a process that supports this transition towards more service-centric business 

model. It helps firms to standardize their services and streamline operations, and it plays an 

important role in service management. (Harkonen et al., 2017; Rapaccini, 2015) Service 

productization helps in marketing and selling as well as managing the entire service lifecycle 

(Shamsuzzoha, 2024; Harkonen, 2021) and therefore plays an important role when company 

wants to evaluate the role of value-added services as part of their offerings. The transition to 

more service-centric business model also requires re-evaluation of pricing principles. 

The need for service productization and pricing has emerged in the focal company of this 

thesis. Currently, the focal company’s services are diverse and have been considered to 

include in the offerings. Since individual customer requests are typically not invoiced, the 

company experiences a lack of clear records and data regarding these services. 

Consequently, the focal company has identified the need for eliminating hidden costs and 

for systematizing the management of value-added services and evaluate a potential shift 

from free to fee-based services. The role of this thesis is to support the company’s shift 

towards more systematic service management and potential free-to-fee transition. 
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1.2  Objective, research questions and limitations 

The objective of this thesis is to determine how the focal company can classify, productize, 

and price its value-added services, considering customer value and segmentation, as well as 

the opportunities and risks associated with the potential free-to-fee transition. The goal is to 

form more clear service offerings, improve profitability, reduce hidden costs and form 

clearer role of different value-added services in the company. Customers are engaged in the 

process to get better understanding of how they perceive the company’s value-added 

services. Three research questions have been formed to support the progress of this study: 

How do the classification of services and perceived customer value shape the handling and 

monetization assessment of value-added services in a manufacturing company? 

How do service productization, internal cost estimates, and customer segmentation shape 

the pricing for value-added services? 

How can a manufacturing company successfully manage the free-to-fee transition for its 

value-added services? 

The focal company of the study is a Finnish company operating in food sector. This study is 

limited to the focal company’s business-to-business area, concentrating solely on value-

added services for business customers. Productization and pricing of value-added services 

for both domestic and export customers are considered. The company’s existing customer 

segmentation model is considered when forming suggestions. 

In the context of this study, all supplementary services provided by the focal company are 

collectively referred to as ‘value-added services’ so that the terminology is aligned. 

However, it is acknowledged that the actual value these services create varies significantly, 

and one of the objectives of this thesis is to critically evaluate whether they truly deliver 

added value or simply act as basic prerequisites for business. 

This study does not discuss about pricing of core products or services that are considered to 

include in basic terms of delivery and are clearly part of standard procedures for all 

customers. This study does not specifically address the commercialization of value-added 

services or the ways in which offerings are communicated to customers, although it can still 

provide valuable insights for those processes. These limitations are set to ensure the study 

remains focused and well-scoped. 
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1.3  Methods and data 

This study is qualitative research with some quantitative elements included, and it 

implements constructive research approach and case study. Constructive research aims to 

create a solution, called artefact, to existing problem. An artefact can be a tool, framework, 

model or a system, which helps to achieve the desired solution. (Ojasalo et al., 2014, 65) In 

this study, the created artefact is a concrete productization and pricing tool for the focal 

company’s current value-added services. The artefact consists of two components 

complementing each other: an Excel-based pricing tool that introduces costs for the currently 

identified services to support implementing cost-based pricing, and a supportive document 

that defines the suggested rules and conditions for applying these prices. The role of the 

artefact is to support the company in monetizing their value-added services and in the 

potential free-to-fee transition. This artefact is designed to help solving the company’s 

problem of hidden costs while providing a standardized tool for sales support and customer 

relationship management regarding the current service offerings. This study and the artefact 

further contain valuable insights whether the focal company’s environment makes it viable 

to begin invoicing for these value-added services.  

Because the artefact of the research is created to address a context-dependent business 

problem, this research implements a single-case study approach. (Hirsjärvi et al., 2009, 134-

135) In this study, the case is not the company itself, but rather the phenomenon in which 

value-added services previously offered free of charge are being productized and priced in 

the focal company’s B2B operations. This single-case study enables an in-depth 

understanding of the internal processes, cost structures, and customer’s perceptions of the 

value of services. These factors influence the potential transition toward a monetized service 

model and support the identification of the opportunities and risks related to such transition. 

This study utilizes literature review to build the theoretical framework. The review is based 

on earlier academic knowledge and research. (Vilkka, 2025) The goal of the literature review 

of this thesis is to gather theoretical background about subjects important for this study, 

including customer value, value-added services and their productization, customer 

segmentation, different pricing approaches, willingness to pay and free-to-fee transition. The 

databases used to collect research material included LUT Primo, Scopus, Google Scholar 

and IEEE Xplore. Books and academic articles were used as research material. The empirical 
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part of the study utilizes structured data collection form, interviews, and customer survey as 

research methods. The third chapter provides more in-depth review of the research methods. 

1.4  Thesis structure  

The structure of this thesis is presented in Figure 1. For each chapter, the input content and 

output results are presented to clarify the role of each chapter and how the research proceeds. 

The first chapter introduces the background, the goal of the study, and the research questions 

formulated to support this goal. The research methods are also briefly presented. The second 

chapter forms the theoretical background of the study, presenting the theory of customer 

value, service offerings in a manufacturing company, customer segmentation, service 

productization, pricing, and value-added service free-to-fee transition. The second chapter 

also concludes the most important theoretical findings regarding this study, forming the 

theoretical framework synthesis. 

 

Figure 1: Structure of the thesis 
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The third chapter presents the methodology used in this study in more detail. The choices of 

research methods are explained, as well as the data collection and analysis process. The 

fourth chapter presents the findings of the empirical part, supported with theoretical insights. 

The focal company’s current value-added services are classified, and current pricing 

practices and the perceived value of value-added services are described. Finally, the chapter 

discusses the identified challenges and opportunities related to the free-to-fee transition.  

The fifth chapter presents the developed artefact, which is a concrete development proposal 

and tool for productizing and pricing the company’s current value-added services. It provides 

guidelines for service standardization and the potential free-to-fee transition. Finally, the 

sixth chapter concludes the thesis by summarizing the key findings by providing answers to 

the research questions. Also, the limitations of the study and suggestions for future research 

are discussed. 
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2  Theoretical framework 

The second chapter of the research covers theoretical background of the study. It presents 

the customer value concept, value-added services in manufacturing industry, customer 

segmentation in B2B markets, and service productization. This chapter also covers typical 

pricing approaches for services and free-to-fee transition considerations. Finally, the last 

chapter integrates the key findings, forming the theoretical framework synthesis.  

2.1  Customer value 

This chapter presents the concept of customer value and its definition. The concept of value 

is further presented through B2B value elements and the value creation process. This 

provides the reader with an essential background for understanding the multidimensional 

nature of value. Lastly, the connection between perceived customer value and willingness to 

pay (WTP) is discussed. 

2.1.1  Definition of customer value 

Value is a multi-dimensional concept. It is typically defined either as the total benefits a 

customer perceives or as benefit-cost ratio, that includes various types of benefits and costs. 

Benefits may relate to money, time, or effort, while costs can arise from acquiring, owning, 

using, maintaining, and disposing of a product or service. (Gibbert et al., 2009, 4, 9-11, 388; 

Coletta et al., 2021; Corsaro, 2014) The concept of value is important as it is the key for 

understanding purchasing and marketing decisions (Eggert et al., 2019). 

Over several decades, marketing has shifted toward a service-dominant logic, which has 

reshaped the understanding of value. Value is no longer viewed as value-in-exchange, 

meaning that it is created when the product changes ownership. Instead, value is increasingly 

understood as value-in-use, which emphasizes that value emerges during the customer’s own 

processes when the offering is applied in practice. (Vargo & Lusch, 2004) Value-in-use is 

also defined as the value of the specific quality of a job, task, product or a service perceived 

by users in relation to their needs (Lepak et al., 2007). Suppliers can only provide value 

propositions, but the customer defines and perceives the actual value (Vargo & Lusch, 2004). 
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Due to the multidimensional nature of customer value, its assessment is inherently 

challenging (Keränen & Jalkala, 2013). In literature, there are numerous definitions and 

frameworks that divide customer value into different categories, and these frameworks 

usually consider objective and subjective value dimensions. One way to observe value is 

through individual value elements, which helps to handle this multidimensional 

phenomenon. Almquist et al. (2018) have identified 40 elements of value for B2B-markets 

that help companies determine different aspects of customer value. These value elements are 

divided into five categories, from objective to subjective and they are presented in Figure 2. 

These value elements can assist to determine what customers truly value. 

 

Figure 2: B2B value elements (Almquist et al., 2018) 

The most objective value elements, Table stakes, are the fundamental prerequisites for 

participating in certain business. The next level, Functional elements, improve customer’s 

operational or economic performance. The functional elements, such as quality improvement 

or cost reduction, has traditionally been the main priority for manufacturing companies. 

(Almquist et al., 2018) This level relates to operational value created through production and 

logistic processes as well as technical product quality (Gibbert et al., 2009, 388; Grönroos 

& Tillman, 2020, 100) Value elements of this level are more transactional, meaning that 
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value is captured through distinct exchange episodes (Eggert et al., 2019). Urbaniak et al., 

(2023) argue that in the future, manufacturers mostly expect their suppliers to improve 

products and processes, which emphasizes the importance of this level.  

The next level, Ease of doing business, includes both objective productivity increasing and 

subjective relationship enhancing elements. This level emphasizes the value of supplier-

customer relationships, including trust and commitment in ongoing relationships (Coletta et 

al., 2021; Eggert et al., 2019). This stage aligns with the functional dimension of quality, 

where the service process end experience impacts on perceived value (Grönroos & Tillman, 

2020; Roy et al., 2019). Although customers expect the greatest improvements in products 

and processes, they also value improving organizational management, relationships, and 

communication, whose importance scholars increasingly acknowledge (Urbaniak et al., 

2023; Corsaro, 2014).  

At the Individual and Inspirational levels, the value is most subjective. These levels include 

more strategic value that is created through long-term learning and knowledge sharing, as 

well as social and symbolic value that improves company’s status and reputation in its 

business network (Kahani, 2019; Urbaniak et al., 2023). This level includes human 

intangible value that consist of things like skills, attitudes and intellectual agility. Value at 

this level is experientially determined by the client, including personal evaluating 

judgements and emotions. (Corsaro, 2014) 

In B2B markets, value is incresingly perceived as a collaborative, co-creative process 

between supplier and customer rather than one-sided delivery, especially in knowledge-

intensive markets. (Pathak et al., 2022) Value co-creation can be improved through 

collaborating, problem-solving, knowledge sharing, customizing, or integrating resources 

and it can develop new revenue streams and strengthen relationships (Pathak et al., 2022; 

Kukushkin et al., 2015). The greatest value and improved performance are achieved when 

collaborative relationships are grounded in trust, commitment and cooperation (Cucagna & 

Goldsmith, 2018).  

As noted earlier, value is not realized until it is used and perceived within the customer’s 

own processes (Vargo & Lusch, 2004). Companies can only offer value propositions for 

their customers that consist of different value elements. The role of these value propositions 

is to define, why customer would want to buy from certain supplier instead of competitor 

(Helmold, 2022, 105), yet this can be difficult as customers may not consider all value-

creating aspects in their decisions and sometimes decisions may be based on experiences 
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rather than objectives (Almquist et al., 2018; Roy et al., 2019). The fact that value is often a 

subjective and personal experience makes it difficult to manage, which emphasizes the role 

of systematic processes in value creation and management. 

2.1.2  Customer value creation process 

Value creation is a continuous, interactive, dynamic and sometimes unconscious process. It 

is the primary goal when two companies exchange processes and a supplier’s ability to 

translate customer needs into solutions. Typically, value creation has been considered 

product-oriented, but as Almquist et al.’s (2018) value elements also demonstrate, value-

creating has shifted towards more interactive process. (Corsaro, 2014) Keränen & Jalkala 

(2013) propose a five-step framework for customer value assessment, that includes pre-

delivery and post-delivery actions from supplier’s perspective. The process is presented in 

Figure 3. In value assessment, the goal is to estimate the worth of offerings or its elements 

in monetary terms (Anderson et al., 2009, 64). 

 

Figure 3: Customer value creation process (Adapted from Keränen & Jalkala, 2013) 

Value potential identification includes recognizing customer needs through customer 

process identification, understanding the customer’s relevant practices and supplier’s 



18 

 

financial impact on customer’s processes. (Keränen & Jalkala, 2013; Grönroos & Helle, 

2010) In addition to customer process understanding, it is essential to identify customer 

loyalty, trust, commitment with the supplier and other immaterial values (Grönroos & Helle, 

2010). In addition to recognizing value creating functions, value identification can also 

reveal value drains, which are services that cost the supplier more to deliver than the value 

they generate for customers or that lack strategic significance (Anderson et al., 2009, 195).   

Baseline assessment includes understanding of customer’s current performance and 

specification of mutual goals. (Keränen & Jalkala, 2013) Understanding of customer’s 

performance is an essential precondition for the possible development through different 

value elements and for undestanding how the value affects on customer. 

Performance evaluation includes measuring the value impact on a customer’s performance 

compared to the baseline assessment. Trial runs can be used for this to help suppliers 

determine how the process affects customer’s process on a small scale. (Keränen & Jalkala, 

2013) Performance improvements can sometimes be evaluated in monetary terms such as 

growth, premium pricing opportunities and cost savings (Grönroos & Helle, 2010). 

However, the evaluation and measurement of value, especially the intangible components, 

is difficult (Keränen & Jalkala, 2013). Corsaro (2014) suggests that value can sometimes be 

measured by anchoring it to competitors’ solutions or with context-related scenarios. 

However, usually value can be identified only after using the solution in practice (Corsaro, 

2014).    

Long-term value realization includes value verification and documentating the realized 

customer value. It means ensuring that the customer has received the promised value. 

(Keränen & Jalkala, 2013) Value verification should be a continuous and long-term process 

and is can be done with user experiences. Value verification should consider context 

dependent, collective, relative and interactional factors. Value documentations could be done 

with visualizations or with appropriating value through contracts, but because of the 

intangibility, this remains difficult. (Corsaro, 2014) 

Lastly, systematic data management highlights the importance of relevant customer data 

collection and sharing across functions during all stages of the value creation process. Data 

management is considered important to be able to analyse promises made to customers and 

actions taken. (Keränen & Jalkala, 2013) Currently, data management systems are usually 

effective for measuring turnover, volumes, the number of contacts or other tangible 

information (Corsaro, 2014).  
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Value is created through company’s independent processess and actions but also in 

interaction with customers (Corsaro, 2014). This mutual value creation and the important 

roles of both supplier and customer have been increasingly emerging in literature, especially 

in key relationships. Mutual and shared value can be created by aligning correspondingly 

processes, competencies and resources. Value co-creation may include matching and 

cooperatively innovating practices of both parties. (Grönroos & Helle, 2010; Henneberg et 

al., 2009) In value co-creation, the process is slightly different and can be observed through 

three cyclical stages: value proposition, value actualization and value determination. In the 

value proposition stage, patners collaboratively design an attractive proposition before 

value-in-use is generated. In value actualization stage, B2B partner’s knowledge and 

concrete resources are integrated to create value. Lastly, the value is determined by the 

customer, and usually the value perceptions differ for different organizations. (Chowdhury 

et al., 2025, 182) 

2.1.3  Value perception and willingness to pay 

Willingness to pay (WTP) is defined as the maximum price that customer is willing to pay 

for a certain product or service and it reflects the customer’s perceived value (Spotts, 2015, 

92; Simon & Fassnacht, 2019, 88). WTP is based on the definition of value: the relation 

between benefits and costs. If the customer perceives the costs to exceed the benefits, the 

offer will most likely be declined. WTP serves as the maximum price level of supplier’s 

theoretical price range (Li, 2023). Both customer’s perceived relationship value and 

perceived price importance affect the WTP (Geiger et al., 2015).  

To evaluate the WTP for a given offering, customers focus on its perceived value-in-use: the 

specific qualities regarding the customer’s particular needs (Geiger et al., 2015). How 

customers perceive value is relative and dependent on the competitive situation. Valuations 

of the offering are dynamic, meaning that they can differ in different stages of the purchase 

process: before purchasing, at the time of purchasing and during use. (Mencarelli & Rivière, 

2015) Different customers value different elements of value, which has an effect in particular 

customer’s WTP. As customers’ preferences in reliability, speed and additional support vary 

across different customers and customer segments, also WTP may widely vary, which may 

cause suppliers to struggle with pricing the products or services (Backhaus et al., 2010). 
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Supplier’s ability to communicate the value of the offering is one of the things related to 

customer’s willingness to pay higher prices (Keränen & Jalkala, 2013). Also, customer’s 

dependence on supplier increases WTP. Customization, which is a strong point of 

differentiation and a way to match customer needs, has a significant positive role for future 

purchase intentions. Therefore, B2B managers should ensure to direct their efforts to 

establish their customer’s dependency on their products and services, as it strongly inhibits 

switching behavior. (Nyadzayo et al., 2020) Nyadzayo et al. (2020) argue that also 

customer’s loyalty towards the account manager is a key driver of purchase engagement 

behaviour and therefore increases WTP. This shows, that also more subjective and individual 

elements of value can increase WTP. 

2.2  Service offerings in manufacturing company 

The global business has shifted towards more value-centric business models, with customers 

increasingly expecting manufacturers to provide complementary services alongside products 

(Kukushkin et al., 2015). As customer demands become more diverse, manufacturing firms 

must evolve into service-oriented providers rather than relying solely on product offerings 

(Yihsing Yang et al., 2013). This chapter defines the value-added service concept and the 

role of value-added services in manufacturing with a focus on the food industry. 

2.2.1  Value-added services  

Value-added services refer to service offerings that supplement the core product (Juga et al., 

2018). They are often categorized as additional services for products, which extend product 

functionality and consider services as extensions of the product (Jiang et al., 2019). 

Strategically, value-added services are considered part of the Product-Service System, which 

emphasizes offering comprehensive solutions rather that solely products (Graça, 2021). By 

integrating services into a company’s product portfolio, manufacturers aim to enhance 

customer value, gain competitive advantage and greater profit margins without the need to 

only compete with cost-related expenses (Shah et al., 2025; Graça, 2021). As customers 

continuously expect improvements in operational efficiency and customer relationships, 

services have become an important tool for strategic differentiation (Urbaniak et al., 2023; 

Yihsing Yang et al., 2013).  
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Some additional services are usually needed to enable the use of the core service or product. 

It is important to recognize which services are mandatory for enabling the use of the product 

and which are supporting services, that adds value or may differentiate the offering from 

competitors. (Grönroos & Tillman, 2020, 223-224) Another thing that managers need to 

consider is which services should be offered and should they be bundled with the core 

product or offered separately. Customer’s WTP is a systematic indicator when approaching 

this service and pricing choice, as determining it helps to decide on the appropriate services 

and their prices. (Spotts, 2015, 92) 

Ulaga & Reinartz (2011) divide industrial services into four categories based on two 

dimensions. The first dimension describes whether the service is oriented toward the 

supplier’s goods and services or toward customer’s processes. The second dimension 

separates input-based services, where the supplier commits to performing a specific activity, 

from output-based services, where the supplier promises to achieve a certain outcome. This 

framework is presented in Figure 4: 

 

Figure 4: Classification of Industrial Services (Ulaga & Reinartz, 2011) 
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Services focused on the supplier’s products include Product Life-cycle Services (PLS) and 

Asset Efficiency Services (AES). PLS aim to ensure the product’s proper functioning 

throughout its entire life cycle. AES, in contrast, focus on improving productivity rather than 

merely fixing problems as they arise. These services are typically more anticipatory, and 

data driven. Services oriented toward the customer’s processes consist of Process Support 

Services (PSS) and Process Delegation Services (PDS). PSS focuses on improving 

customer’s processes instead of concentrating solely on the delivered product. In PDS the 

manufacturer carries out specific processes on behalf of the customer, shifting the related 

risks to the supplier. (Ulaga & Reinartz, 2011) 

Jiang et al. (2019) define that value of value-added services can be measured through three 

variables: utility, input from customer and supply-demand ratio. Utility reflects what 

customer gets from the service. Input from customer means what is needed from customer 

to be able to use the service, for example, price, time or effort. (Jiang et al., 2019) This 

definition reflects the benefits-costs ratio, how the value is typically defined. The only added 

element to this definition is that the supply-demand ratio is also considered to affect the 

perceived value at the markets (Jiang et al., 2019). 

Value-added services can be split into functional and social value providing services, which 

reflect different value elements in the value pyramid. Functional value-added services refer 

to any advice or operation suppliers provide for their customers to help solve problems, 

improve responsiveness or improve service performance. Social value-added services are 

based on relationships between the supplier and the customer and are more subjective. 

(Graça, 2021) Expressing the value created by a service is essential for gaining customer 

acceptance, yet manufacturers often struggle to measure and communicate the value of 

value-added services or bundled product and service offerings, as the outcomes may be 

intangible and realize only long-term. (Shah et al., 2025; Keränen & Jalkala, 2013). 

Providing services alongside manufactured goods is driven by global competition, but it also 

helps companies to find new sources to create value for customers. When companies extend 

their service offerings, it can have a positive impact on revenue and profit and help address 

the customer needs through differentiation. (Stare et al., 2019; Backhaus et al., 2010) Also, 

it may help in creating long-term relationships between the companies, to add trust, to 

improve customer satisfaction, achieve higher relationship quality and develop sustainable 

competitive advantages. (Battaglia et al., 2015; Pathak et al., 2022)  
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Customization and collaboration are highlighted as important value creating activies and 

their role as value-added services are often emphasized. However, excessive responsiveness 

for all customers’ personal needs may lead to increased costs and operational complexity. 

Enhanced value delivery through customization and collaboration should therefore be 

prioritized particularly for the most important customers. (Reim et al., 2024)  

2.2.2  Logistic, quality and product development services  

The constantly evolving business environment is becoming increasingly sophisticated and 

efficient, which creates a growing need for cooperation across business processes, 

particularly in logistics, quality management, product development and production planning 

(Kahani, 2019). Value-added services may consist of a variety of business supporting and 

complementary services (Miroudot & Cadestin, 2017). The most important value-added 

services concerning this study are quality, logistic, and product development services, and 

their placement for Almquist et al.’s (2018) value pyramid will be evaluated. 

An acceptable outcome is an absolute precondition of perceived quality (Grönroos & 

Tillman, 2020, 98). Assuring customers of product quality must be demonstrated through 

documentation to ensure the safety, quality and legal compliance of the product, and certain 

documents about product origin, processing and quality are often required by industry 

regulations (Swainson, 2019b; Sebestyen et al., 2008). In the food industry, a Certificate of 

Analysis ensures that the delivered product quality matches the specification and is 

commercially viable (Clark et al., 2014, 375; Swainson, 2019a). It is also important to note 

that quality measurement does not only serve customer needs but also support the company’s 

internal process evaluation and enable better understanding, control and improvements. 

Quality documentation also enables effective reclamation handling process, which positively 

influences customer’s perception of the company’s customer service and therefore creates 

value indirectly. (Clark et al., 2014, 382) Therefore, when evaluating against elements of 

value, these analyses provide mostly Table stakes -value for the customer and are a 

precondition for operating in the industry that is strongly regulated. Grönroos & Tillman 

(2020, 24) also argue, that providing product documentation or handling reclamation are not 

usually seen as additional services, but more of a routine that must be done. 

In logistics, transportation is the core service and value-added logistics services are built 

around it (Soinio et al., 2012). Commonly these include warehousing, repacking, 
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assembling, quality control, order picking, cross docking, reverse logistics, distribution, 

localizing, customizing and installation (Soinio et al., 2012; Chen & Notteboom, 2012). 

Suppliers can also offer distinctive product packaging or personal labeling (Jum’a & 

Basheer, 2023). Logistics operations have moved from solely providing basic services and 

support functions to offering overall supply chain solutions and being a key driver of 

efficiency and cost reduction (Yang et al., 2024; Appu & Balaji, 2018). The meaning of 

value-added logistics services is to enable specific customers to focus on their core activities, 

simplify their internal operations and therefore help customers achieve their goals by 

eliminating some of their operations. (Jum’a & Basheer, 2023; Chen & Notteboom, 2012). 

Based on this, when evaluated against elements of value proposed by Almquist et al. (2018), 

value-added logistics services mostly place on Functional value and Ease of doing business 

levels, particularly productivity and economic -related benefits.  

Product development in the food industry includes developing new products and services, 

also in co-creation with the customers. In addition to high product quality, customers also 

value qualified technical assistance, including technical visits and joint development. 

(Battaglia et al., 2015) Customers require supplier to have and share good knowledge of their 

own products. Suppliers can help their customers improve processes, share market 

knowledge, or offer packaging design services, which highlights salesperson’s role as a 

consultant rather than a traditional salesperson. (Restrepo & Ojomo, 2022) Value for the 

customer is not only created based on the number of products sold but the outcome (Wirtz 

& Kowalkowski, 2023), which emphasizes the importance of supporting product 

development services. Shared product development and technical assistance create customer 

value on many levels: business development, potential entry into new markets, increased 

sales, strengthened business relationships, higher trust, improved revenue and efficiency and 

more sustainable growth. (Battaglia et al., 2015; Restrepo & Ojomo, 2022) Based on this, 

product development creates a higher level of value on multiple Almquist et al.’s (2018) 

value levels and elements. 

Shashi et al. (2017) argue that quality, processing, packaging storage and transportation are 

key value-adding activities particularly for food sector companies. Also customized 

solutions and chain wide strategy are recognized as important activities for increased 

performance and competitiveness. (Shashi et al., 2017) Battaglia et al. (2015) investigated 

the key value-adding elements that buyer companies in the food sector associate with their 

suppliers. The elements most highly valued were linked to the model for value creation, 
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products, services, purchasing channels and knowledge. Elements that were seen as less 

important was associated with strategy, technology and innovation, supply chain, brand, 

loyalty, perceived quality, personal aspects, cooperation and cultural aspects. Food industry 

companies particularly emphasized the importance of technical visits, joint development, 

long-term relationships, and concern with the fulfilment of delivery dates to leverage trust. 

(Battaglia et al., 2015) 

2.3  Customer segmentation in B2B markets 

Customer segmentation is defined as a process, where a large market is divided into groups 

of customers who share similar characteristics, behaviours or preferences and who might 

need certain type of products or marketing mixes (Hadid et al., 2024; Tang & Mantrala, 

2024). Customers of a certain segments should be as similar to each other as possible 

(Kerkhove, 2022, 205). Segmentation is essential in B2B markets to understand customers 

and for strategy development, effective resource allocation, positioning, communication and 

for developing other higher marketing capabilities. (Tang & Mantrala, 2024; Mora Cortez 

& Hidalgo, 2022). It enables businesses to customize marketing, identify trends, develop 

and deliver relevant products, improve profitability and customer relationships. (Das & 

Singh, 2022; Simkin, 2008; Barrera et al., 2024). Specially in competitive markets the role 

of segmentation is highlighted in achieving increased profits (Das & Singh, 2022). 

Customer segmentation should navigate company’s effort towards customer (Walter et al., 

2001). For example, when customers are clustered by sales and profitability, the goal is to 

provide different service levels (Tintelnot, 2023, 138). If customer relationship is estimated 

to be inefficient in the long run, also the resources used to maintain it should be lower (Walter 

et al., 2001). Sometimes companies put too much effort into customers without receiving 

enough profit. Therefore, service levels should be adjusted to match the profits received and 

services with low compensation should be reduced. (Grönroos & Tillman, 2020, 210) 

Customer segmentation is a useful way to make decisions about service levels. Segmentation 

can divide customer into strategic profiles, that describe which value elements a company 

targets and the value level offered for each (Kim & Mauborgne, 2005).  

B2B customer segmentation may consider different kind of qualities, and some are presented 

in Table 1. 
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Table 1: Typical customer segmentation variables 

Customer 

segmentation variable 

Description  

Recency Recency of latest purchase (Kandeil et al., 2014; Sheikh et al., 2019; 

Kerkhove, 2022, 197; Barrera et al., 2024; 

Das & Singh, 2022) 

Frequency Purchasing frequency (Kandeil et al., 2014; Sheikh et al., 2019; 

Kerkhove, 2022, 197; Barrera et al., 2024; 

Das & Singh, 2022) 

Monetary Monetary value of customer / 

money spent / IRR (Internal 

Rate of Return) 

(Kandeil et al., 2014; Sheikh et al., 2019; 

Kerkhove, 2022, 197; Barrera et al., 2024; 

Das & Singh, 2022) 

Length The relationship length with the 

company 

(Kandeil et al., 2014; Sheikh et al., 2019) 

Periodicity Regularity of purchases (Sheikh et al., 2019; 

Profitability Profit contribution (Sheikh et al., 2019; 

Geographical location Physical location or region (Simkin, 2008; Kerkhove, 2022, 75) 

Product groups Types of products purchased (Simkin, 2008) 

Revenue Revenue generated by the 

customer 

(Spoor, 2023; Tang & Mantrala, 2024) 

Firmographics Firm characteristics such as 

industry, number of employees, 

firm size 

(Tang & Mantrala, 2024) 

Customer 

collaboration 

Extent of cooperation between 

customer and supplier 

(Barrera et al., 2024) 

Growth rate Growth rate or growth potential (Barrera et al., 2024) 

 

RFM (Recency, Frequency, Monetary) and ABC (A-B-C customer classification) -models 

are typical customer segmentation models. RFM-model segments customers based on 

recency of latest purchase, purchasing frequency and money spent by customer (Kandeil et 

al., 2014). ABC-model segments customers by sales, profitability and the revenues of 

customers, and its benefits are that it is easy to determine, simple to understand, intuitively 

appealing and communicable to all parties involved (Tintelnot, 2023, 138; Spoor, 2023; 

Kramer et al., 2025, 156). Especially the RFM-model and its extended versions are highly 

highlighted in academia, yet Hadid et al. (2024) argue that they may be insufficient, not 

consider differences in business environments and the segments and their boundaries may 

be defined using somewhat subjective criteria (Hadid et al., 2014; Kerkhove, 2022, 204). 

Therefore, it is suggested to integrate the model with other methods and utilize business-

specific data to support the process (Hadid et al., 2024; Barrera et al., 2024). 
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Another key limitation of RFM segmentation is that it focuses more on past results, that are 

not guaranteed to happen again in the future. This emphasizes the importance to 

acknowledge customer lifetime value (CLV) in segmentation. A well-designed CLV model 

is forward-looking, and it avoids assuming that the past behaviour will automatically 

continue unchanged. (Kerkhove, 2022, 198, 205) 

Another addition that Hinterhuber (2008) adds to traditional segmentation methods, is the 

consideration of customer needs in segmentation. A needs-based segmentation is not 

restricted to the segment that is presumed to only care about the price. It helps in identifying 

the price-driven market segment and other customer segments that value other things in 

addition to the price. It is argued that even for products that may be considered boring, price 

is not the only factor customers care about (Hinterhuber 2008), and that segmentation can 

be based on both direct and indirect value creating functions (Walter et al., 2001). However, 

companies often struggle to shift towards customer needs-based segmentation strategies. 

Even when segments are successfully identified, many organizations fail to effectively 

operationalize them. (Simkin, 2008) 

As mentioned earlier, customer segmentation should navigate the effort and service levels a 

company provides for their customers. Grönroos & Tillman (2020, 213) present one 

approach to customer categories, where customers are divided into three groups: 

partnerships, contract customers and regular customers. The content of categories differs in 

terms of service contents and flexibility, with them being the highest for partnerships and 

the lowest for regular customers. Flexibility refers to the willingness to provide customer-

specific solutions, and the service content varies in areas such as training, marketing support, 

strategic planning, and other support. Regular customers receive standard solutions, contract 

customers individual solutions, and partnerships the more customized ones. (Grönroos & 

Tillman, 2020, 213) Walter et al. (2001) also note that suppliers are expected to make 

concession in prices for high volume customer that are considered important. 

Through customer segmentation, companies can recognize the most attractive customers, 

key accounts, which represent a small number of customers (Cheverton, 2015, 275; Spoor, 

2023) and who correspond to class A customers in ABC segmentation. These key accounts 

are the supplier’s most strategically important customers due to their revenue impact, the 

risks associated with a weakened relationship, or other significant business connections. 

They are considered important due to their current or future purchasing behavior. (Spoor, 

2023) Key account management is not a short-term activity, and it can be seen as a future 
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investment (Cheverton, 2015, 29, 36). They require higher attention from sales and more 

personal communication and service. As these customers are the most critical, they require 

more targeted, individual, and concentrated management. (Spoor, 2023) At the same time, 

the deeper knowledge gained through key account relationships enables the supplier to 

develop and deliver higher value solutions (Salojärvi & Sainio, 2010). 

2.4  Service productization 

Many manufacturing companies provide product-related services, yet these offerings often 

suffer from poor structure and a lack of standardization, making them difficult to price, 

manage and scale as effectively as products (Marjanović et al., 2018; Shah et al., 2025). The 

goal of service productization is to create service products that can be sold, delivered and 

invoiced to support both external customer activities and internal operations as well as to 

offer tailored and efficient solutions that will improve customer relationships among 

customer segments (Harkonen et al., 2017; Harkonen, 2021; Shah et al., 2025).  

Service productization transforms services from unique, case-specific tasks into 

standardized and repeatable offerings that have a clear cost structure and are easier to 

manage, thereby supporting more informed managerial decision-making (Wirtz et al., 2021; 

Harkonen, 2021). Productization is part of the Product Service Systems business model and 

servitization strategy, where physical products and intangible services are combined into the 

same offerings (Sarancic et al., 2024; Graça, 2021). Service productization delivers both 

functional and social benefits for the customers and enhances information exchange and 

cooperation, which increases the buyer’s trust, satisfaction and commitment to a supplier 

(Graça, 2021).  

Service productization can be utilized in both manufacturing and service-focused companies. 

The product-led service productization refers to the strategic process in which manufacturers 

extend their traditional product offerings with additional service components. In 

manufacturing companies, service productization is integrated to existing product systems 

to support the main offerings and it can be described as a bridge between manufacturing-

focused operations and a service-oriented business model. (Shah et al., 2025; Marjanović et 

al., 2018) Companies with low servitization level usually begin to offer services as more 

transactional deals and companies with higher level of servitization usually integrate and 

bundle their service offering. (Rapaccini, 2015)  
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Shah et al. (2025) categorise the productization process into three approaches based on the 

production lifecycle perspective. Full productization covers the whole process from idea to 

launch, midstream productization focuses on preparing the design for the market, and rapid 

productization uses existing services for quicker productization. These three processes are 

presented in Figure 5. 

 

Figure 5: Full, midstream and rapid productization process (Adapted from: Shah et al., 2025; Harkonen et al., 

2017; Wirtz et al., 2021) 

Full productization process begins with identification and specification activities that define 

what the service includes and how it is delivered (Wirtz et al., 2021). Specification involves 

identifying and understanding customer needs, clarifying service processes, and defining 

internal working methods. It is also essential to define service offering, especially by 

splitting services into core, supporting and additional services. Subsequently, services are 

modularized, meaning broken into modules, to ensure manageability and blueprinted by 

separating visible and backstage actions. As the process moves toward commercialization, 

customer benefits should be analysed before and after delivery, alongside market potential, 

possible volumes and competition. It is also recommended that services are piloted before 

being included in the service portfolio. (Harkonen et al., 2017) Following these specification 

activities, the branding phase includes developing names, terms and designs to manage the 

service product and its value propositions. Lastly, the price can be developed, communicated 

and committed to. (Wirtz et al., 2021) However, these commercialization activities must be 
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executed with the capability for flexibility and customization to handle changing customer 

demand (Shah et al., 2025).  

Midstream productization includes the middle stages of the productization lifecycle, 

including service design, structural considerations and commercial activities, focusing 

mostly on commercialization (Shah et al., 2021). This is the type of process used when the 

service exists to some extent, but it needs further clarification, modularization and 

commercialization, including branding and pricing activities. 

Rapid productization is not necessarily introducing new services and it concentrates to later 

stage of the productization lifecycle (Shah et al., 2025). Service definitions and processes 

are known and defined, and the process focuses on commercialization activities, such as 

branding and pricing, while ensuring offer flexibility and customization to meet changing 

customer demand.  

Although service productization is recognized as an important topic in service management, 

it has received only limited academic attention, and existing analyses have lacked depth, 

particularly regarding comprehensive frameworks that can be applied across service 

industries (Wirtz et al., 2021). Services are usually dependent on individual expertise and 

lack documentation. Even though the importance of standardization is highlighted, there is 

a research gap of how standardization affects flexibility or ability in adapting customer’s 

personal needs. (Shah et al., 2025) Knowledge-intensive services face more productization 

challenges than traditional services because the process requires close cooperation with 

frontline employees, their willingness to share information, and alignment between their 

goals and those of the productization project (Shamsuzzoha et al, 2024; Valtakoski & Järvi, 

2016). These things can make selling, pricing, and differentiating from competitors difficult 

(Shamsuzzoha et al, 2024). 

Services can be offered in either standard packages or customized solutions to satisfy 

different customer needs (Bağcı & Taşçioğlu, 2023). In standardized service, outcomes, 

processes and resources are defined and boundaries are set (Gremyr et al., 2019). 

Standardized services are unified offerings for many customers, which increases benefits of 

scale but on the other hand decrease the ability to meet specific customer needs 

(Kleinaltenkamp et al., 2017). Standardization reduces complexity, increases concreteness 

and aims to make services reproducible (Shamsuzzoha et al, 2024). Standardized solutions 

mostly prioritize cost-effectiveness and improved performance of the service (Bağcı & 

Taşçioğlu, 2023; Gremyr et al., 2019). Standardized service contracts are better suited for 
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customers whose operations do not depend heavily on the product (Bağcı & Taşçioğlu, 2023) 

and to whom effective operations are the main priority. 

In customized services, solutions are tailored for each individual customer, which enables 

more effective and prompt response to customer requirements (Kleinaltenkamp et al., 2017; 

Bağcı & Taşçioğlu, 2023). Customization can be achieved in co-creation with the customer 

or by mixing and matching different standardized services (Gremyr et al., 2019). It is 

considered important especially for supporting customer’s particular processes through close 

collaboration and recognizing and solving challenges (Bağcı & Taşçioğlu, 2023). 

Customized solutions can create high value for customers and increase perceived service 

quality, customer satisfaction, trust, loyalty and willingness to pay (Agha Kasiri & Mansori, 

2016; Coelho & Henseler, 2012; Bağcı & Taşçioğlu, 2023). It is often a strategic cornerstone 

of customer relationship management, as it aims to answer customers’ changing demands 

with greater variety, extended features and higher quality, which leads to higher switching 

costs for the customer (Coelho & Henseler, 2012). For supplier, customization may cause 

additional costs, longer waiting times and increased complexity, yet it enables a competitive 

advantage in the long run (Bağcı & Taşçioğlu, 2023; Agha Kasiri & Mansori, 2016). 

Service modularity can be seen as an intermediate form of standardization and 

customization. It is a strategy that aims to use standardized and clearly defined service 

modules that can be combined to form customized services. (De Mattos et al., 2021) 

Standardized services are part components that can be collected together systematically to 

create service packages (Shamsuzzoha et al, 2024). Service modules are component systems 

that have well-defined functionality, clearly described interface and enable the construction 

and customization of modular service. Interfaces are the guidelines enabling flexible 

arrangement, interconnections and interdependence of service components. Modularity 

supports performance efficiency and reduces costs through operational improvements and 

functional flexibility. (Brax et al., 2017) 

Service modularization can be approached either more strategic or practical way. In the 

strategic approach, a potential service is identified, tested, and improved through 

development in existing business relationships. The practical approach emerges from 

practical customer work and aims to solve a specific problem faced by either the company 

or the customer. If the service works for one customer, it is tested with multiple existing 

customers and, if profitable, it will be standardized. Effective service modules need both 

standardization and flexibility. Interconnectedness should be low in inputs but high in 
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outputs, meaning that services should be feasible to deliver independently, while their 

outcomes can be bundled to create a set of services. (Gremyr et al., 2019) 

Once the standardization, customization and modularization strategies have been defined, 

the way in which the services are offered to customers can be determined. Customers’ 

perceived value and therefore their WTP may differ depending on whether the service is 

offered individually or as part of a bundled offering (Spotts, 2015, 92). Bundling is defined 

as integration of goods and services into packages, which can increase the value of the 

offering and personalize it, help manufacturers cope with cost-based competition, and 

therefore support growth, specially in new markets (Nordin et al., 2011; Zarpelon Neto et 

al., 2015; Grönroos & Tillman, 2020, 222). A bundled service package can provide greater 

value for the customer than its individual service components. It can also generate a larger 

overall transaction and allow higher margins, especially when assembling the package would 

otherwise require significant expertise from the customer. (Sipilä, 2003, 303) 

From a pricing and packaging perspective, three different bundling strategies are recognized: 

pure component strategy, pure bundling strategy, and mixed bundling strategy. In the pure 

component strategy, goods and service components are offered separately. In the pure 

bundling strategy, components are offered only in bundled packages, and this strategy is 

usually preferred, unless the market is highly competitive. In the mixed bundling strategy, 

components are offered both separately and in bundles, and it is preferred specially in highly 

competitive situations, where it increases variety and thereby can increase customer demand 

for the offerings. (Nordin et al., 2011) 

While Nordin et al. (2011) focus on the structures of the offerings, Zarpelon Neto et al. 

(2015) present three possible strategies depending on the strategic role of the service. These 

strategies are extension, penetration, and transformation. In the extension strategy, 

installation, training, and technical support for the supplier’s products are offered as a means 

of differentiation. In the penetration strategy, the supplier provides operating services for 

activities that the customer has previously handled themselves. In the transformation 

strategy, services are delivered as part of a comprehensive, customer-specific solution in 

which services are the primary source of added value. (Zarpelon Neto et al., 2015) 
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2.5  Pricing and free-to-fee transition 

This chapter presents the strategic role of pricing and three typical pricing approaches: cost-

based, value-based, and competition-based pricing. The strengths and challenges of each 

approach are presented. Additionally, considerations for free-to-fee implementation and 

customers’ reactions to being charged are covered. 

2.5.1  Strategic pricing and value capture 

Whereas use value refers to the customer’s perceived subjective value of a product or 

service, exchange value is the monetary amount realized when the product or service 

changes ownership, or the amount paid by the user to the seller. The monetary amount paid 

in the exchange reflects the perceived performance difference between the created value and 

the user’s closest alternative. Exchange value is always lower than use value, and value 

capture describes how much of the use value a company is able to convert into exchange 

value. (Lepak et al., 2007)  

Exchange value, i.e. the price, has the most immediate impact on profit and turnover and is 

one of the most significant negotiation processes between two collaborating businesses 

(Kahani, 2019; Kohli & Suri, 2011). When a company sets prices, those can be aligned with 

costs, competition or customer value. Customer factors, especially customer price 

sensitivity, play crucial role in pricing and forces companies to offer competitive prices to 

avoid losing customers. (Roll & Geerties, 2025) Price can serve as a profit driver or a 

competitive tool or as means of steering customer behaviour. Pricing system and price 

setting can also be used to guide customers to act in a certain way, for example, to plan things 

better, buy comprehensive services and fulfill their own responsibilities effectively. (Sipilä, 

2003, 25-27)  

Pricing receives only a little attention in academia and in practice, despite its high impact on 

profitability (Gibbert et al., 2009). Price is a complex phenomenon that partially depends on 

the competitive situation and surprisingly often involves some creativity (Grönroos & 

Tillman, 2020, 210). Operative pricing decisions can often differ quite significantly from the 

pricing strategy, and there can be quite a large contradiction between the taken actions and 

the stated principles (Sipilä, 2003, 71-72). 
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The complexity of pricing is particularly visible in manufacturing companies, which often 

struggle to set profitable prices when integrating value-added services into their product 

offerings. This challenge arises particularly in the context of capital-intensive industrial 

goods, where customers often perceive supplementary services as free-of-charge add-ons. 

(Backhaus et al., 2010) The pricing of value-added services should be adjusted according to 

customers’ stickiness and switching behaviour to maximize long-term profits. If switching 

costs are high, a company can ask for a higher price for value-added services. Yet in a 

competitive market, excessive pricing can decrease buyer commitment and reduce supplier’s 

market share even with strong customer stickiness. (Liu et al., 2025) Choosing a pricing 

strategy for value-added services is typically linked to the level of servitization in a 

manufacturing company. The more servitized the company is, the more it is recommended 

to utilize a combination of different pricing approaches: cost-, market-, and value-based 

pricing. (Rapaccini, 2015) 

2.5.2  Common pricing approaches 

In cost-based pricing, prices are based on the costs of producing, distributing and selling the 

product or a service and adding some amount on top of that for the profit (Helmold, 2022, 

77). The most typical cost-based pricing methods are cost-plus pricing, mark-up pricing, 

break-even cost pricing, target profit pricing and target ROI pricing (Gibbert et al., 2009, 

398; Helmold, 2022, 78) In the case of services, the costs used as the basis for pricing can 

largely consist of personnel expenses and be based, for example, on an employee’s salary 

(Sipilä, 2003, 45).  

Manufacturers typically use cost-plus pricing, where a fixed percentage is added to total 

costs to determine the selling price (Helmold, 2022, 77). This method is also commonly 

applied when pricing value-added services, particularly if the company’s product portfolio 

includes only a limited number of basic services. In general, cost-based pricing is used in 

situations where services are considered standard. For more complex services, other pricing 

principles are also suggested. (Rapaccini, 2015) 

Cost-based pricing is effective on high-competition markets (Roll & Geerties, 2025). Its 

advantages are ensured profit, method simpliness, increased customer understanding about 

the product price reasons, and finding a costs for customized products. However, cost-based 

pricing challenges may include differences to market rates, ignoring the demand and 
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competition, possible overpricing, ignoring the opportunity cost of the investment, or 

ignoring the importance of customers and their willingness to pay. (Helmold, 2022, 79; Li, 

2023) Cost-based pricing does not investigate whether the price set is at the optimal level 

(Li, 2023). 

In value-based pricing, prices are determined by the perceived or estimated value of a 

product or service, meaning that the price reflects the benefits the customer receives 

(Helmold, 2022, 75; Sipilä, 2003, 62). Therefore, a necessary precondition for applying 

value-based pricing is understanding the customer value itself (Harkonen, 2021). Value co-

creation can increase the total value created and therefore improve the conditions for using 

value-based pricing (Grönroos & Helle, 2010).  

Value-based pricing is often recognized to be the most profitable pricing method. It is 

considered the most effective especially when pricing new products and in markets with a 

low amount of competition (Hinterhuber, 2008; Roll & Geerties, 2025). The use of value-

based pricing approach alongside cost-based pricing is suggested especially when a company 

offers value-added services that are advanced, more complex or highly customized 

(Rapaccini, 2015). The use of value-based pricing enables companies to achieve optimal 

margins as it determines what customers actually value. Also, focusing on perceived value 

strengthens customer relationships and sales as customers remain loyal when prices match 

their value perceptions. (Roll & Geerties, 2025) 

Despite the strong emphasis on value-based pricing in academic literature and its advantages, 

only a small minority of companies apply it in practice (Hinterhuber, 2008; Roll & Geerties, 

2025). There are indeed several obstacles to applying value-based pricing. The most 

significant challenge is estimating and measuring the value. Other difficulties include 

communicating value effectively, segmenting the market appropriately, misunderstanding 

what customers value, sales teams’ focus on annual volume targets that weakens value-based 

pricing, and insufficient management support. (Hinterhuber, 2008) Additionally, controlling 

prices and avoiding price competition requires the company to have a somewhat 

differentiated product or service, that must be customer focused, meaning that any 

improvements should be based on customer needs (Kohli & Suri, 2011; Helmold, 2022, 76).  

Steinbrenner & Turčínková (2021) identify two most important key factors required for the 

effective use of value-based pricing: brand advantage and the benefits delivered to the 

customer. The suitability of value-based pricing can be assessed based on the strength of 

these two factors. When both brand advantage and delivered benefits are strong, value-based 
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pricing is recommended. If one factor is weak, its development is advised before applying 

value-based pricing. When both factors are weak, value-based pricing should not be used. 

(Steinbrenner & Turčínková, 2021) 

In market-based pricing, the price is formed by the combined effect of competition and 

demand (Sipilä, 2003, 58). Market-based pricing sets prices without referring to internal 

costs and target profit margins. It emphasizes short term benefits of increased market share, 

eliminating weak competitors and pursuing economies of scale. (Li, 2023) 

Competition-based pricing is one of the market-based pricing approaches, where the prices 

of competitors form a base for a company’s price setting (Simon & Fassnacht, 2019, 176; 

Anderson et al., 2009, 210). Competition-based pricing is strongly connected to markets and 

business enviroment instead of company’s internal competencies and is often used in 

situations where the competition is intensive and products existing on markets are similar. 

(Simon & Fassnacht, 2019, 176; Indounas, 2020) In competition-based pricing, prices may 

be set exactly the same as those of the predominant competitors or it may be slightly higher 

or lower depending on perceived minor reputation, quality, or service differences (Anderson 

et al., 2009, 210).  

Competition-based pricing approaches include penetration pricing, price skimming, pricing 

according to average market priced and price follower behavior. (Gibbert et al., 2009, 398) 

When introducing new services, typical use cases for skimming pricing, penetration pricing 

and price follower behaviour are different. Skimming pricing, meaning a high starting price, 

is usually used when the service is high quality, and competition is not very strong. 

Penetration pricing, meaning low starting price, can be utilized when customers are price 

sensitive. Price follower behaviour and pricing similar to competitors is usually used in 

situations where the competition is tough, customers are aware of the market prices and 

products existing at the markets are similar. (Indounas, 2020) 

B2B customers are often well aware of market prices, which can make competition-based 

pricing a reasonable choice (Indounas, 2020). In addition to value-in-use, competitors’ prices 

form another factor that defines the upper limit of the price customers are ready to pay 

(Simon & Fassnacht, 2019, 86). However, defining the price based on markets or 

competition is not straightforward, and the fact that services are rarely identical makes it 

more complicated (Sipilä, 2003, 59). 
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2.5.3  The free-to-fee transition 

The transition from free to fee is a strategic necessity for improving profitability (Mustak et 

al., 2023). However, changes in customer strategies are difficult to implement, as they are 

often viewed negatively, with customers perceiving them as increased costs, weakened 

delivery terms, or weakened service quality (Grönroos & Tillman, 2020, 214). The challenge 

is that customers often perceive value-added services as free add-ons naturally included in 

the product price (Backhaus et al., 2010; Reim et al., 2024). The successful implementation 

of value-added services depends on customer acceptance, yet this acceptance is not 

guaranteed even when the services improve product usefulness (Jiang et al., 2019). 

Consequently, when companies attempt to monetize these services, they often fail to 

communicate their value effectively and to generate a reasonable level of profit (Backhaus 

et al., 2010). 

Resistance to pricing value-added services varies across service types. Dissatisfaction is 

highest when fees are introduced for services that customers perceive as essential parts of 

the offering (Tuzovic et al., 2014). Ulaga & Reinartz (2011) present this phenomenon 

through their framework of four service types: Product Life-cycle Services (PLS), Asset 

Efficiency Services (AES), Process Support Services (PSS), and Process Delegation 

Services (PDS). Willingness to pay is generally lower for PLS services, as customers view 

them as “must haves” that simply ensures that the product works. Customers typically do 

not show high willingness to pay for AES either, although it is still higher than for PLS, 

especially when the value is communicated clearly. For PSS and PDS, where the supplier 

helps improve the customer’s operations or takes over processes, willingness to pay is 

usually higher because the value is more visible. (Ulaga & Reinartz, 2011) 

Customer willingness to pay in free-to-fee situations comes down to the definition of value, 

the ratio of total benefits and total costs. As total benefits increase, total value increases 

whereas an increase in costs correspondingly decreases perceived value (Gibbert et al., 

2009). However, because different customers have different value perceptions and do not all 

value the same things (Kerkhove, 2022, 74), applying similar pricing for everyone may be 

risky. Market competition also plays a role, and especially in competitive markets customer 

stickiness is more sensitive to price changes, willingness to pay, and switching behaviour 

(Liu et al., 2025).  
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Witell & Löfgren (2013) argue that different strategies for switching from free to fee have 

different levels of risks. A low-risk approach is to apply incremental changes to the business 

model by unbundling the service from the product. This approach is similar to introducing a 

price for previously free service, but with one key difference: unbundled services are given 

their own value propositions and price lists to present to customers. In contrast, a sudden 

introduction of fees involves higher risks, as it may harm customer relationships short-term. 

To reduce these risks, companies can introduce service fees gradually while continuing to 

offer some services free of charge to reduce competitive pressure. (Witell & Löfgren, 2013) 

Unlike Witell & Löfgren (2013), also service bundling and service packages have sometimes 

been found to increase acceptance and reduce negative reactions (Tuzovic et al., 2014). 

When evaluating the possible shift from free to fee, it may be reasonable to consider price 

differentiation, meaning different pricing for a certain service across different customers 

(Sipilä, 2003, 299; Kerkhove, 2022, 74). Customers with higher willingness to pay may be 

charged more, while a lower price can be offered to those who would not otherwise make a 

purchase. This approach can also rely on some form of customer segmentation, price 

segmentation, or personalized pricing. (Kerkhove, 2022, 74) Companies may also set 

volume limits or surcharges for smaller customers with low profitability as a form of price 

differentiation (Grönroos & Tillman, 2020, 211). However, price differentiation also has its 

downsides, such as limited transparency, increased price discrimination (Kerkhove, 2022, 

74), a higher workload in customer relationship management, and negative criticism from 

customers (Sipilä, 2003, 300). It may also lead to perceptions of unfairness or the impression 

that the supplier is taking advantage of customer inexperience or low price sensitivity 

(Backhaus et al., 2010). 

The free-to-fee implementation process may involve some challenges. It is typical that 

customer satisfaction decreases and customer turmoil increases (Cziehso et al., 2019; Mustak 

et al., 2023). When customers are forced to pay for a service that was previously free, it may 

increase short-term profits but damage the brand and cause long-term risks. Customers’ 

attitudes toward the supplier may decrease, and purchase intentions decline (Cziehso et al., 

2019). Customers may also experience a decrease in perceived fairness, which affects their 

willingness to pay (Cziehso et al., 2019; Gibbert et al., 2009, 420). Feelings of betrayal may 

arise as well, influencing customer behaviour and increasing negative feedback toward the 

supplier. Therefore, it is important to recognize which fees trigger the strongest responses 

and to communicate these clearly. (Tuzovic et al., 2014) In particular, interactive 
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communication with customers and explaining the reasons behind fee implementations are 

considered important for preventing perceptions of unfairness (Mustak et al., 2023). 

Free-to-fee may appear challenging, not only to customers but also to the company’s 

employees, as an increase in potential complaints leads to more unpleasant situations 

(Grönroos & Tillman, 2020, 214). The supplier’s own employees may also show resistance 

toward this change as customer relationships may become more complicated (Mustak et al., 

2023). It is essential to involve the most important customer service employees in the process 

and ensure their awareness of the reasons behind strategic decisions, as well as to gain their 

approval by first marketing the services internally (Grönroos & Tillman, 2020, 452-453). 

Employees’ mindsets also need to shift, as they have long been used to seeing services as 

free-of-charge add-ons supporting product sales (Gebauer et al., 2005; Ulaga & Reinartz, 

2011). 

2.6  Theoretical framework synthesis 

Figure 6 presents the theoretical framework of this study as a process. The framework 

consists of different process steps in the free-to-fee transition process and the outcome of 

each step. 

 

Figure 6: Theoretical framework process synthesis 
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The first step of the process is service classification. To enable effective service 

management, it is essential to separate the services that enable product use from those that 

create added value or differentiate the company from its competitors. It is also important to 

differentiate between services that focus on improving the functionality of the supplier’s 

products and those that support the customer’s processes in ways extend the supplier’s 

product itself (Ulaga & Reinartz, 2011). Typically, customer’s willingness to pay varies 

across different types of services, which is why such classification is useful and why 

understanding the nature of each service is important.  

The second step of the process is customer value assessment. To explore the possibilities of 

potential free-to-fee transition, it is essential to understand the nature of these services, as 

not all services are equal. Customer value determines which types of services customers 

perceive justified to charge for. To better understand customer attitudes, it is important to 

assess the kind of value different services create, and this can be approached through value 

elements (Almquist et al., 2018). For the purposes of this work, the most relevant levels of 

the value pyramid are those in which value is measurable. Since value is created only within 

the customer’s processes and based on the customer’s experiences, it is crucial to focus on 

how customers perceive the value of different services rather than relying solely on internal 

analysis. This enables forming a more comprehensive understanding. Understanding 

customer value and willingness to pay is a mandatory precondition for free-to-fee transition 

and therefore value assessment is one of the main focuses on this study. Because perceived 

customer value is influenced not only by the relationship between total benefits and total 

costs but also by the company’s business environment, it is important to reflect the 

company’s unique situation against the market. This includes considering competitors, the 

balance of supply and demand, and market dynamics, which will be taken into account 

during the interviews. 

To manage services systematically, their contents must be defined to form clear entities. This 

can be supported by the service productization process, which in this thesis is examined by 

combining the productization frameworks presented by Shah et al. (2025), Härkönen et al., 

(2017) and Wirtz et al. (2021). Since the contents and processes of the services mainly 

already exist, the productization process is reviewed from the perspectives most relevant to 

this study. This thesis emphasizes following steps of the productization process: identifying 

customer needs and benefits, recognizing core, supporting, and value-adding services, and 

gathering information that supports pricing. This thesis provides the foundation for the 
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company to carry out the final productization of its services in accordance with the rapid 

productization process and the final branding. 

In addition to service productization, it is essential to determine how the company wants to 

present its services within its offerings. Services may be included in the product price, 

compiled into a separate service price list consisting of standardized and customized 

services, or bundled together with products into comprehensive packages. This thesis 

focuses on forming a price list for the services. However, as a separate price list is not 

applicable for all types of services, alternative methods are also discussed. 

One part of the rapid productization process is pricing. Cost-based pricing is typical for 

manufacturing companies whose service portfolios consist of limited number of basic 

services and who operate in competitive markets. The pricing perspective of this study 

focuses on collecting cost information and estimates, which particularly supports the 

implementation of cost-based pricing. While customer segmentation is also a crucial tool for 

managing customer relationships and offerings during a free-to-free transition, it is not the 

primary empirical focus of this thesis. Segmentation is addressed at a higher conceptual 

level, with the study offering theory-based recommendations rather than in-depth analysis. 

The transition from free to fee is a strategic choice for a company, with potential benefits 

such as improved profitability, guiding customers toward desired ways of working, and 

making the value created by services more visible. However, the transition also involves 

several risks, the most significant being customers’ perceptions of weakened service, the 

resistance, and the lack of willingness to pay for services. Therefore, it is essential to 

emphasize collaboration with customers and ensure clear communication both within the 

company and externally. Clear communication towards customers can influence their 

perception of fairness, which in turn affects the level of resistance. To implement the 

transition successfully, it is also crucial to consider the different types of services and their 

suitability for becoming paid services. 
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3  Methodology 

This chapter describes the methodology of this research. Firstly, the research approach and 

process are presented. The second subchapter describes how the data for the empirical part 

was collected. Finally, the data analysis process and methods are explained. 

3.1  Research approach and process 

This study uses qualitative methodology complemented with minor quantitative elements. 

These approaches can be applied in parallel or sequentially, with one preceding the other 

depending on the research design (Hirsjärvi et al., 2009, p. 137). In a qualitative study, data 

is usually in text form and descriptive, whereas in a quantitative study, data is usually 

numerical (Puusa et al., 2020, 75). This research mostly follows a qualitative study, which 

typically gives space for the research material (Puusa et al., 2020, 78). 

This study utilizes constructive research as a research strategy. Constructive research aims 

to create a concrete solution, an artefact, which can be a plan, model or a measurement 

system. Constructive research is practical problem solving, and it aims to create new, 

theoretically reasonable solution, that creates new information for the business. (Ojasalo et 

al., 2014, 65; Kasanen et al., 1991) The artefact of this study is a concrete productization and 

pricing tool consisting of two components: an Excel-based pricing tool that introduces costs 

for the currently identified services to support cost-based pricing, and a supportive document 

that defines the suggested rules and conditions for applying these prices. The artefact and 

this study overall also identify possibilities and challenges in potential value-added service 

free-to-fee transition. This study also implements a single-case study, as the studied case is 

placed in a specific company. Case study examines individual case in its natural environment 

and is typically used to gain deeper understanding of an organization’s situation, solve a 

specific problem, and develop a proposal for improvement (Hirsjärvi et al., 2009, 134-135; 

Ojasalo et al., 2014, 37).  

Constructive research process emphasizes the combination of recent theoretical background 

and new ideas and innovations when conducting a solution. The constructive research 

process is presented in Figure 7. This process is applied in this thesis as far as it fits the scope 

of this study, with a focus on the first three phases of the process. 
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Figure 7: Constructive research process (Adapted from Ojasalo et al., 2014, 67) 

3.2  Data collection 

The constructive research method encourages the researcher to gather empirical material 

from many sources. Group conversations, interviews and surveys are typical data sources in 

this method. (Ojasalo et al., 2014, 68) According to Gibbert et al. (2009, 425), customer 

value can be determined through two methods: internal engineering assessment (expert 

interviews) or customer assessment. Internal assessment relies on company experts’ 

evaluation. Customer surveys, on the other hand, can use indirect or direct questions or 

importance ratings to measure incremental product changes, overall value or feature 

significance and satisfaction. (Gibbert et al., 2009, 425) The importance of both internal and 

external evaluation methods has been recognized in this study, and both have been utilized 

for data collection.  
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Before the interviews and the customer survey, a structured data collection form was used 

to gather numerical value-added service information, supplemented with relative qualitative 

additions. This form was sent to employees in three departments, who were asked to list the 

value-added services that their department provides, as well as their usage frequency, cost 

estimates, confidence levels for those estimates, service descriptions, and any additional 

comments if needed. Two of the departments, where the individual value-added services 

were clearly identifiable, filled the form. These responses provided preliminary insights and 

generated the cost-related data required for the analysis, enabling the process to continue 

with the interviews. 

Different types of interviews are most common in qualitative research methods, and their 

role is to gather as much information as possible to form a comprehensive picture of the 

research topic (Puusa et al., 2020, 103, 107). Interviews are usually selected for empirical 

data collection for a few reasons which also applied for this study: it is estimated beforehand 

that the subject of the study may lead to complex answers and viewpoints, and responses 

received will probably need follow-up questions and clarifications. Also, interviews are a 

great method in situations where the researcher’s knowledge at the start of the research is 

limited. (Hirsjärvi et al., 2009, 205) 

This research used semi-structured interviews as a research method. Semi-structured 

interviews vary regarding the degree of structure, and they can focus on one or several 

themes. Semi-structured interviews can have pre-set questions, and some are more open 

which leads to interviewer varying the questions. (Saunders et al., 2023, p. 443) In this study, 

interview themes and questions were determined beforehand and communicated to 

respondents. The themes discussed included the current state of value-added services, 

customer segmentation and how different customers use these services, the productization 

and standardization of services, the costs and workload related to them, and the potential 

benefits and risks of shifting from free to fee. The interview questions are presented in 

Appendix 1. During interviews some follow-up questions were asked about emerging topics, 

and the direction of discussions varied based on respondents’ main expertise and 

experiences.  

The benefit of semi-structured interviews is that questions can be varied and specified based 

on the respondent’s answers, and it also enables unexpected findings regarding the research 

that were not necessarily considered (Tuomi & Sarajärvi, 2018, 87-88; Puusa et al., 2020, 

111), which was also valid in this study. Interviews were implemented as either individual 
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interviews or pair interviews, also including one interview with three attendees. Pair 

interviews, which are subtypes of group interviews, have special meaning in situations, when 

the aim is to examine a group’s shared standpoint on a certain topic. Group interviews are 

more informal where attendees comment on topics quite spontaneously and produce diverse 

information about the research topic. (Hirsjärvi & Hurme, 2022).  

Table 2 presents details of the interviews. In addition to these interviews, some other 

discussions with the company’s employees were held through the process. These discussions 

included more detailed discussions about particular services. In the later stage of the 

research, discussions were held with the relevant departments about different services and 

the workload they create for each department. These discussions focused especially on 

services for which no cost estimates were available.  

Table 2: Details of the interviews 

 Date Participant(s) Duration 

1 10.12.2025 Sales Manager 42 min 

2 15.12.2025 Specialist, Customer & Product Quality 

QE Manager 

53 min 

3 17.12.2025 Senior Manager, Logistics 

Sales & Logistics Specialist 

Sales & Logistics Specialist 

72 min 

4 18.12.2025 Director, Finance & Control 

Business Controller 

69 min 

5 29.12.2025 Senior Key Account Manager 71 min 

6 5.1.2026 Senior Manager, Development 37 min 

7 5.1.2026 Head of R&D 38 min 

8 14.1.2026 Senior Sales Manager 41 min 

 

After interviews were carried out, information was complemented with a customer survey. 

The purpose of a customer survey is to gather customers’ views on services and to assess 

how new services or procedures are likely to be received in the market. Customer surveys 

also play a role in developing a pricing strategy. (Sipilä, 2003, 69) In the survey, the 

questions were divided into three service categories: quality, logistics and product 

development. Each category included broader questions about the services as a whole and 

also questions about specific individual services. These more detailed questions were formed 
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based on the key themes that emerged from the interviews. The survey also addressed 

willingness to pay regarding topics that were identified through the interviews as non-

sensitive and suitable to discuss on. As the interviews revealed the subject to be relatively 

sensitive, this was carefully considered when formulating the customer survey questions. 

Consequently, the questions were designed to focus specifically on customer needs and their 

experiences with the focal company’s various services. 

Domestic and export customers received two separate surveys, each including the value-

added services relevant to that customer group. The questionnaires were created using the 

Webropol survey tool and distributed to customers via email. The structure of the survey is 

presented in Appendix 2 to the extent possible from the point of view of the confidentiality 

of the research.  

3.3  Data analysis 

The analysis of the empirical part of the study consisted of interview analyses and customer 

survey analysis. When analysing qualitative data, it is accepted that the researcher 

reorganizes large amounts of data into categories (Saunders et al., 2023, 656). The primary 

method used for analysing the interviews and the survey was thematic analysis. Its purpose 

is to structure and categorize the collected responses by theme and summarize the core 

insights of each theme (Tuomi & Sarajärvi, 2018, 105-107). In this study, the main themes 

were different value-added service categories: quality, logistics, and product development -

related services.  

Before the analysis of the interviews, the audio recordings were transcribed with Microsoft 

Teams’ automatic transcription functionality, which means providing a verbatim textual 

reproduction of the audio (Saunders et al., 2023, 657-658). The transcription was manually 

corrected for any errors, and unnecessary information was removed. A transcript summary, 

where long statements are compressed into shorter ones, was then conducted. This helps in 

detecting the principal themes from the data (Saunders et al., 2023, 662). 

Following the transcription, the interviews were analyzed using thematic analysis. As the 

interviews with different departments focused on the services provided by that specific 

department, the main themes naturally formed around different value-added service 

categories: quality, logistics, and product development-related services. The interview guide 

categorized the topics into themes, and this same structure was used during the analysis. 
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Within the service categories, the themes were further differentiated into the company’s 

current state, customer needs, costs, service productization and standardization, and potential 

monetization and invoicing. A text document was used to organize the data, where comments 

from different interviewees were compiled based on the topics. Once these comments were 

gathered in one place, it was easier to identify both similarities and differing themes among 

the answers of interviewees. Some direct quotes from the interviews were included in the 

text to enhance credibility and to illustrate the conclusions drawn from the interviews. 

However, the insights emerging from the interviews have not been linked to individual 

interviewees to preserve their anonymity. 

Thematic analysis was also applied in the analysis of the customer survey. Since the survey 

content was divided by department into value-added services for product development, 

logistics, and quality, these sections were examined separately. The analysis then focused 

on the customer value generated by the services both at the service category level and for 

individual services.  

Due to the limited number of responses, in total 25 with 10 from domestic customers and 15 

from export customers, the data was not analysed using statistical indicators. Instead, the 

results were examined through descriptive analysis, separating domestic and export 

customers due to some differences in their services. The analysis focused on the distribution 

of responses, for example, observing whether the answers on the “strongly agree – strongly 

disagree” scale were scattered or concentrated on certain options. Additionally, the analysis 

examined whether the respondents’ background information influenced their answers. This 

was conducted by filtering responses based on company size, the length of cooperation, or 

customer segment, and then comparing potential similarities or differences in the perceived 

customer value or willingness to pay. However, as the number of survey responses was 

limited, the analysis and comparison focused mainly on export and domestic customers. The 

results were also analysed by customer segments, but since dividing the answers by customer 

segments resulted in only one to six responses per segment, comparing the customer 

segments was not given a major role in the analysis. 

 

  



48 

 

4  Current value-added services and pricing practices 

This chapter presents the current state of the focal company, focusing on its existing services, 

their cost structures, and pricing, including the identification of hidden costs on a general 

level. Customer value perceptions are analysed based on the results of interviews and the 

customer survey and they are compared to the perceptions of the company’s employees. In 

addition, the current challenges related to the free-to-fee transition are identified for both the 

company’s and customers’ perspectives. 

4.1  Classification of current services 

Based on the interviews, it was noticed that the concept of value-added services is somewhat 

unclear in the focal company. When discussing value-added services, it is not entirely certain 

which services actually fall into this category. Due to internal uncertainty regarding which 

services are mandatory and which add value, this study will continue to refer to all focal 

company’s services using the term ‘value-added services’. One interviewee perceived that 

the value-added services are not necessarily mandatory for the customer but more of wishes, 

whereas another mentioned the unsureness of which are mandatory and which wishes. 

Nevertheless, the interviewees emphasized that services overall are highly important for the 

business. The interviews indicated that many of the services have simply remained as part 

of customer service since the early days of the company. Furthermore, one interviewee 

mentioned following about the overall concept of value-added services: 

“If you now told a customer to list the value-added services they get from [the company], 

they really would not be able to say that. We definitely have a different view in many cases 

compared to the customer.” 

This indicates that there is likely a different understanding within the company of what a 

value-added service is compared to the customer’s view of the matter. One interviewee 

mentioned the following about the role of value-added services in the company currently: 

 “They have kind of been left from the old days so that they have been included in our overall 

customer service.” 
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This shows that almost all services have traditionally been viewed within the company as 

part of the overall package, and their role as monetized services that create value for the 

customer has not been properly reconsidered. This highlights the importance of classifying 

the services and determining which operations within the company can be considered to 

count as value-added services, with the customer involved in the process. 

In the focal company’s situation, value-added services can be divided into three main 

categories: quality, logistics and product development services. This split is based on which 

department performs the activity or which department best corresponds to the content of the 

service. Although the interviews indicate that it is unclear what is perceived as a value-added 

service, the services across these categories were still found to share many similar features. 

For a more detailed analysis, these main categories were further divided into sub-categories 

that group together individual services based on their shared features. This more detailed 

classification is presented in Figure 8: 

 

Figure 8: Value-added service classification in the focal company 

Based on the interviews, two types of quality services can be identified. Some services are 

considered mandatory to ensure that the product meets its specification, while other services 

go beyond standard analyses and are perceived as providing more value to the customers. 

These will be referred to as Standard quality services and Advanced quality services in this 

study. Interviewees shared a consistent view that Standard quality services, such as 

providing Certificates of Analysis (CoAs), annual analyses and regulatory requirements, 

should be included in the basic service package to ensure the product meets its specification. 
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As these services are oriented towards supplier’s goods and are required for product’s proper 

functioning, they are considered as Product Life-Cycle services (Ulaga & Reinartz, 2011).  

The quality services that exceed standard analyses and specifications, Advanced quality 

services, were found to have more varied management practices. When asked about whether 

their handling process is systematic, one interviewee mentioned following: 

“I don’t really know, [the process] is probably not very systematic after all.” 

Another interviewee described the process as following: 

“I think that it’s kind of a certain [process], but every time you still have to consider it and 

think it through separately.”  

This indicates that the perceptions about whether the process is clear may differ. It was also 

mentioned that quality services are often individual requests from customers, which 

highlights their situation-specific nature. The interviews revealed that customer needs 

regarding additional quality analyses are sometimes discussed during contract negotiations, 

but in other cases new needs may arise later that were not addressed beforehand, which 

emphasizes the possible needs for improving the processes. As these services exceed the 

standard quality analysis scope and they guarantee a certain outcome for the customer, they 

can be viewed as Asset Efficiency Services in Ulaga & Reinartz’s (2011) framework. 

Based on the interviews, almost all logistics-related services are currently perceived as part 

of the basic offering, partly due to long-established practices. The interviews revealed that 

these services can be divided into three main categories. The first category, Export 

documentation, consists of mandatory export documentation needed to deliver to a certain 

country. According to all interviewees commenting on this topic, the export documentation 

is viewed as essential prerequisites and should be included in the offering to demonstrate the 

company’s professionalism as a supplier. This is why these Export documentation services 

are considered Product Life-cycle services in Ulaga & Reinartz’s (2011) framework. 

Another export-related category consists of procedures that prepare the load for the 

transportation in export shipments. These will be referred to as Export preparation services 

in this study. These do not concentrate on the supplier’s product but rather support the 

customer’s process. According to the interviewee specializing in logistics, these can be 

regarded as extra, which indicates that they fall under the Process Support Services -category 

in Ulaga & Reinartz’s (2011) model. 
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The third category of logistics services will be referred to as Exception-based logistics 

services in this study, and this category is further divided into Product-oriented exceptions 

and Process-oriented exceptions. Product-oriented exceptions are packages or labels 

different from the typical packaging. Interviews revealed that they are often quite case-

specific and customized based on the customer’s particular needs. Process-oriented 

exceptions, on the other hand, are delivery process deviations, for example express deliveries 

or short-term storage. Exception-based logistics overall includes logistics services that often 

require the company to deviate from its typical processes to meet customers’ needs and 

wishes. While Product-related exceptions involve physical modifications to the product, they 

are best categorized as Process Support Services withing the Ulaga & Reinartz’s (2011) 

framework, as their primary purpose is to facilitate the customer’s operations. Similarly, 

Process-related exceptions belong to this same category. 

The interviews revealed a fundamental dilemma regarding logistics services, as one 

interviewee pointed out: 

“There you kind of start to wonder what [logistics services] are sort of part of maintaining 

the customer relationship […] and what are mandatory and create costs for us.” 

This comment reflects the internal uncertainty regarding where to draw the line between 

standard relationship-building activities and official services that created additional value. 

Consequently, it emphasizes the need for a customer survey to assess the perceived value 

from the customer’s perspective.  

Based on the interviews, product development services, which can also be referred to as 

expert services, can be divided into two main categories: Customized product solutions and 

Product support. Customized product solutions are less common compared to the support of 

existing products. According to the interviewees, these projects are undertaken only when 

the customer’s order volumes make them financially profitable. The design work involved 

in creating these customized solutions can be considered the service component. As the role 

of customized product solutions is to support specific customer processes, these services can 

be classified as Process Support Services (Ulaga & Reinartz, 2011).  

The second product development category, Product support, is difficult to classify further 

because the services are highly case-specific and depend on the situation. The scope of 

support varies highly, and the interviews indicate clear differences between domestic and 

export customers. One interviewee explained that support for domestic customers may range 
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from a single phone call to on-site assistance in using the company’s products, typically 

lasting only a few hours but sometimes requiring a few visits. For export customers, 

interviewees view support tasks more as a sales tool, and the projects are often quite simple. 

Because product support primarily focuses on helping the customer optimize their own use 

of the supplier’s products, it can be theoretically categorized as a Process Support Service 

(Ulaga & Reinartz, 2011). However, the most simple projects can also fall into Product Life-

cycle Services -category. 

Figure 9 sums up how different value-added service categories fall into Ulaga & Reinartz’s 

(2011) framework. Based on the framework, the most potential value-added services to be 

shifted from free to fee, from the perspective of customer’s willingness to pay, would be the 

ones in Process Support Services -category (Ulaga & Reinartz, 2011). 

 

Figure 9: Value-added service categorization (Adapted from Ulaga & Reinartz, 2011) 

 

The interviews showed that although the company offers a wide range of services, most of 

them are not perceived as creating added value for the customer but rather as generating 

additional costs for the company. As the concept of value-added services is also somewhat 

unclear, combining internal value assessment and customer’s perceptions is important. The 
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next chapter presents current pricing practices and perceived value of services from internal 

and customers’ perspectives. 

4.2  Current pricing practices and perceived value 

To be able to consider monetizing services, it is essential to understand customer value. 

Gibbert et al. (2009, 425) note that customer value can be assessed through internal expert 

estimates or by involving customers directly. This study applied both methods to form a 

comprehensive overall view of customer value. This chapter presents current pricing 

practices of the services, interviewees’ perceptions of the value and monetization potential 

of the services, and customers’ perceptions of the value they receive based on customer 

survey.  

4.2.1  Current pricing practices and internal value estimates 

Based on interviews, costs arising from services have rarely been invoiced to the customers 

currently. One interviewee noted that the services are intended to be considered during 

contract negotiations, while another mentioned that some of the costs are partially included 

in the product price. However, the interviews indicate that there is no clearly defined pricing 

for these services and the costs associated with many of the services are currently not 

included in cost calculations. One interviewee involved in the company’s pricing processes 

stated: 

“I don’t even really have a clear idea of all the extra work we actually do.”  

This suggests that not all employees participating in the pricing process are fully aware of 

the range of additional work and services performed within the company. Many of these 

activities appear to be recognized only within the teams that carry them out, which further 

highlights the need to acknowledge and systematically account for their costs. Although 

company’s experts share some similar perceptions about the services, the uncertainty 

reflected in the interviews indicates a need for customer involvement to better understand 

how customers perceive and value them. 

Unlike most of the other services, Advanced quality services are intended to be invoiced to 

customers, although practices vary. One interviewee noted that in some situations the costs 
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of analyses are included in the product price, while in others they are invoiced separately. 

Another interviewee mentioned that invoicing depends on the situation and on whether there 

is a room for negotiation regarding the overall price. For single analysis requests, it was also 

noted that sharing the costs with the customer depends on the case. As these analyses go 

beyond the basic scope and they have been included in the costs for most customers, it 

indicates that the value is also noted by customers, and the price is often accepted. Also, the 

cost structure of quality services overall is well understood, which enables their systematic 

cost-based pricing. Standard quality services, on the other hand, are perceived to be clear 

Table stakes, and interviewees’ perceptions of this align. 

The Export documentation service category has clear cost structure. Costs are not invoiced 

to customers, and interviewees perceive that the required documentation for the exporting is 

the supplier’s responsibility if they want to operate in a certain market, making these 

documents Table stakes. Export preparation services, on the other hand, have quite clear cost 

structures and the majority of the costs from this category’s services are invoiced to 

customers. 

Interviews revealed that the value of Exception-based logistics services is not entirely clear 

among employees. However, one interviewee mentioned following regarding the focal 

company’s customer service: 

“We have always had this long history […] of being known for having a really good 

customer service, good products, and fast delivery […] customers probably rely on that as 

part of a normal order.” 

This indicates that customers find valuable the company’s ability to assist with urgent 

matters and its flexibility in exceptional situations. Consequently, a customer value 

assessment is necessary to better understand these perceptions. Additionally, it helps the 

company decide which services should be free and which can be invoiced. As the interviews 

emphasized, the company must establish a clear boundary between formalized services and 

acts of helpfulness. 

Interviews revealed that especially Product-oriented exceptions among Exception-based 

logistics services are often customized and tailored to individual customers, which makes 

their pricing difficult. Also, the Exception-based logistics services overall cause indirect 

costs that are difficult to determine. Both Process- and Product-oriented exceptions do not 

only highlight the need to reduce extra costs but based on the interviews they introduce 
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operational complexity. Consequently, applying a fee-based model to these services could 

be used as a tool to guide customer behaviour and streamline operations.  

Many interviewees share a similar understanding of the nature of product support: many 

interviewees see it as a sales support activity that helps customers use the supplier’s products 

effectively. This perception is highlighted especially in export markets. It is also emphasized 

that these services play an important role in strengthening customer relationships and 

building mutual trust, which is why they are generally perceived as being included in the 

product price. Regarding export customers, one interviewee noted: 

“The amount of support we have been able to provide to customers in practice has been 

quite limited.” 

Similarly, when discussing domestic customers, another interviewee commented: 

“We haven’t really had the kind of scale where we would be working on something for, let’s 

say, three weeks straight.” 

These reflect the interviewees’ perceptions that the projects related to product development 

are rarely seen large enough to justify monetization. However, some interviews also revealed 

differing views as some respondents felt that product development in the domestic market 

can sometimes have a broader scope, extending into the customer’s own processes rather 

than focusing solely on the supplier’s products. In such cases, this support was seen as 

creating higher added value through the sharing of valuable expert knowledge. Some 

interviewees noted that broader product support activities should be offered to customers 

based on contracts that reflect the scope of the customer relationship, even if individual 

projects would not be monetized. Furthermore, interviews revealed that the costs of different 

product support projects are not followed systematically, which also makes pricing difficult. 

4.2.2  Customer survey results 

The customer survey examining the value of services was divided between domestic and 

export customers. A total of 25 customers responded to the survey, from which 10 were 

domestic customers and 15 export customers. 

6/10 domestic customers who responded to the survey felt that they currently receive value-

added services from the focal company. Most of those respondents considered the value-

added services they received to be the product support provided. Almost all customers 
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strongly or somewhat agreed that they receive sufficient technical support and expert 

assistance related to the products. 6/10 respondents somewhat or strongly agreed that thay 

would receive significant added value from even more extensive product support, training, 

or customized product solutions, which indicates customer’s interest towards product 

development services. 

The survey showed that nearly all domestic respondents strongly agree that the current 

ordering and delivery schedules support their operations well. Customers who need to order 

several products on the same order, which increases the workload on the focal company’s 

site, consider it particularly important for their own processes. In the domestic market, 9/10 

respondents found it highly valuable that the supplier is able to be flexible with delivery 

times in urgent situations. When customers were asked whether they would be willing to pay 

for services important to them, such as short-term storage, express deliveries, or mixed 

pallets, 5 of the respondents somewhat disagreed, and a 3 neither agreed nor disagreed, while 

only two respondents somewhat agreed. 

Regarding quality services, about half of the domestic respondents strongly agreed that they 

receive the necessary quality documents and analyses without difficulties, and most of the 

respondents neither agreed nor disagreed when asking about the need for more detailed 

quality analyses. When customers were asked about their willingness to pay for quality 

analyses, the results were similar to those concerning willingness to pay for logistics -related 

services, as responses indicated that customers would not be willing to pay for these either. 

Among the export customers, 11/15 felt that they do not currently receive value-added 

services from the company. Those customers who did feel they receive value-added services 

mentioned that these services are related to expertise and product development provided by 

the company. Respondents generally agreed that they receive technical support and expert 

assistance related to the products when needed, and some also felt they would gain added 

value from more extensive support, though slightly less than domestic respondents. 8/15 of 

the respondents somewhat or strongly agreed that customized product solutions would 

support their operations. 

On the logistics side, most respondents agreed that current delivery schedules support their 

operations. 10/15 customers found it very valuable that the company can meet customers’ 

urgent needs in terms of delivery schedules, and the rest of the customers found it at least 

somewhat valuable. Customers whose products are labelled by their custom labels at the 

supplier’s site, most considered this service very important for supporting their internal 
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processes. In addition, the customers who expressed their interest towards additional 

preparation procedures of export loads, mostly viewed them very important for their logistics 

chain. Customers also found the process of arranging pickups with the supplier to be smooth. 

There were some differences in the willingness to pay among export customers. When asked 

if they would be willing to pay for value-added services, such as short-term storage, express 

delivery, or mixed pallets, 8/15 chose “neither agree nor disagree”, 4 somewhat agreed, 

while 3 strongly disagreed. 

Regarding quality analyses, the majority of export customers were satisfied in the process of 

receiving them, which aligns with the views of the domestic customers. However, a few 

responses from export customers highlighted that the necessary quality analyses are not 

received without difficulties. 5/15 of the respondents felt they would need more extensive 

quality analyses than currently provided, though the majority remained neutral on the topic. 

When customers were asked about their willingness to pay for more comprehensive quality 

analyses, the responses were widely distributed between all answer options. This indicates 

that in addition to varying levels of willingness to pay, customers may have highly 

individualized needs. 

In addition to the geographical breakdown of the customer survey, the results were also 

analyzed with similarities and differences identified between customer segments. Since it 

was possible to answer the survey anonymously, it is not possible to identify the segments 

of all respondents, which is why the sample size under consideration is limited. Responses 

from 11 export customers and 6 domestic customers could be utilized for this purpose. 

Because of the limited sample size, this segment-based comparison is qualitative and 

descriptive as well, rather than statistical. 

Among export customers, there were no notable differences between customer segments in 

whether they perceive to receive value-added services currently. Satisfaction with existing 

packaging solutions and delivery flexibility was also consistently high across all segments. 

All customer groups felt that customized product solutions would provide them with 

additional value. In contrast, willingness to pay for logistics value-added services, such as 

short-term storage, express deliveries, or mixed pallets, remained low regardless of the 

customer segment. The importance of flexibility on the order-to-delivery cycle was 

emphasized across all groups. 

Some differences did emerge in the need for expert support. Larger volume customers in 

particular felt they would gain significant added value from more extensive product support. 
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There were also slight differences between segments in willingness to pay for more extensive 

quality analyses. Willingness to pay for these analyses was lowest among the largest key 

accounts, while other customers showed more variation and some potential in willingness to 

pay. 

Because the number of responses from domestic customers was smaller, the results reflected 

more the individual experiences of single customers. Different customer segments viewed 

the current packaging solutions, product support, and delivery schedules positively. Supplier 

flexibility in urgent situations was also considered valuable across all customer segments. 

Views, needs, and willingness to pay for quality-related services were largely similar 

regardless of segment. Willingness to pay for logistics or quality-related value-added 

services was mostly neutral or negative across all segments. There were some differences 

between segments in terms of product development needs. Larger volume customers felt 

they would gain, on average, more significant value from broader expert support compared 

to smaller volume customers. Interest in customized product solutions was also highest 

among the larger volume customers. 

In conclusion, the survey results indicate that domestic customers perceive themselves as 

receiving more value through services compared to export customers. The survey also 

indicates that many customers would be particularly interested in customized product 

solutions. Based on the interviews, these customized product solutions appear as services 

that could support forming broader cooperation agreements, which would create value for 

both the customer and the supplier. Based on the survey, it was also noted that the overall 

size of the customer company or the length of cooperation does not determine the willingness 

to pay for value-added services. Instead, the size and the strategic importance of the customer 

account play a more significant role. The largest key accounts showed the lowest willingness 

to pay for certain services, suggesting that they consider these services to be already included 

in the offering. 

4.2.3  Synthesis of the perceived customer value 

The customer value of the focal company’s value-added services was estimated based on 

interviews and customer survey results. Based on these findings, various customer value 

elements were identified. The identified value elements were primarily connected to the 

three lowest levels of the pyramid, emphasizing measurable and objective value. Figure 10 
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illustrates the types of value created by the different services and the levels at which these 

value elements are positioned. It also highlights the individual value elements that were 

associated to the value-added services. Table 3 presents the summarization of specific value 

elements for different service categories. It highlights the most important value elements 

recognized in this study, although the services may also provide other value elements. 

 

Figure 10: Service placement on value pyramid and recognized value elements (Almquist et al. 2018) 

 

Table stakes include services that are absolutely mandatory for operating in a certain market. 

In the focal company’s case, Standard quality services and Export documentation create 

value at the Table Stakes level. The views of the company’s experts align with the theoretical 

findings, confirming that these services are mandatory prerequisites for operating in the 

industry. These services are also highly important for supporting the company’s own 

operations, which is why they were not included in the customer survey. 

Based on the internal interviews, Advanced quality services often exceed typical quality 

requirements and therefore go beyond the Table stakes level. These services create value on 

both Functional and Ease of doing business levels. Functional value appears in assured 

product quality, while Ease of doing business value is especially visible in operational and 

productivity dimensions, as quality analyses carried out by the supplier simplify the 

customer’s operations, reduce effort, and save time. Although the customer survey indicates 
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relatively low willingness to pay for these services, they still generate value that justifies 

charging for them. 

Another service category that creates value on both Functional and Ease of doing business -

levels are Export preparation services which include preparing loads for transport. The 

preparation of containers ensures the product quality during the transportation. It also 

reduces risks and enables decreased hassles and reduced effort as the supplier takes 

responsibility of the additional preparation actions.  

Many of the company’s services create value in the Ease of doing business level. Value 

related to productivity and operations are particularly created by part of the Exception-based 

logistics services category, such as customized packaging labels and additional protective 

packaging. Exception-based logistics services, especially process-related exceptions can 

decrease hassles and reduce effort for the customer. Customers also highlighted flexibility 

in delivery schedules as particularly important. Interviews also indicate that customers value 

the company’s responsiveness towards customer’s needs and wishes. 

Both product development-related service categories, product support and customized 

product solutions, create both Functional and Ease of doing business value. Product support 

in particular strengthens trust between the supplier and the customer, and the customer 

survey highlights its importance and benefits to customers. The product support emphasizes 

value elements such as product quality, expertise, commitment and information exchange. 

Based on the survey, customers feel like also Customized product solutions would benefit 

their operations. These also create added value on many elements, highlighting especially 

innovation, expertise, commitment, and configurability. 
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Table 3: Recognized value elements for service categories 

Service category Service  

subcategory 

Value level  

(Almquist et al., 2018) 

Value elements 

(Almquist et al., 2018) 

Quality Standard quality 

services 

Table Stakes Meeting specifications 

 Advanced quality 

services 

Functional, 

Ease of doing business 

Product quality, 

Simplification, Reduced 

effort, Time savings 

Logistics Export documentation Table Stakes Regulatory compliance 

 Export preparation 

services 

Functional, 

Ease of doing business 

Product quality, Risk 

reduction, Decreased 

hassles, Reduced effort 

 Exception-based 

logistics services 

Ease of doing business Flexibility, Decreased 

hassles, Reduced effort, 

Responsiveness 

Product 

development 

Product support Functional, 

Ease of doing business 

Product quality, Expertise, 

Commitment, Information 

 Customized product 

solutions 

Functional, 

Ease of doing business 

Innovation, Expertise, 

Commitment, 

Configurability 

 

4.3  Identified challenges and opportunities 

Based on the interviews, several challenges were identified that should be addressed before 

considering a potential transition from free to fee. The company’s internal challenges relate 

primarily to processes, limited data availability, a lack of awareness of service costs, and 

internal resistance. A common theme in the interviews also concerned the core of value-

added services: defining the boundary between a service and random acts of helpfulness.  

Process-related challenges arise from the fact that services provided to customers are not 

managed systematically and rely heavily on memory. Although the services are described as 

highly case-specific, clearer processes would help in handling them more consistently. 

Another finding that emerged in the interviews is that not all customer needs and wishes are 

known during contract negotiations, and instead, they often emerge later. This complicates 

systematic service management and prevents these needs from being addressed during 

contract negotiations. When additional services are not discussed at the beginning of the 

contract, invoicing them later also becomes challenging.  

Another challenge that interviews revealed was that cost data from value-added services is 

not collected or managed systematically, and cost information for individual services is not 
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available either. Therefore, cost data cannot be used as a basis for pricing currently. Instead, 

prices must rely on estimated costs. 

Many concerns raised during the interviews were related to customer relationships in the 

context of potential free-to-fee transition. Several interviewees noted that the transition 

would most likely spark discussion with customers and influence their attitudes, while others 

expressed concern that customers might even consider switching the supplier. The 

interviews also indicated that the level of concern varies across service types. The most 

concerns were perceived with monetizing Product support services, and internal personnel 

were quite highly against it. Advanced quality services were viewed as services for which 

customers should contribute to the cost, which is already an existing aspiration. Exception-

based logistics services were seen as having potential for monetization, but interviews 

indicated that customer insights about the topic are needed. The interviewees also noted that 

any price changes must be communicated well in advance and carried out in cooperation 

with customers to prevent risks. The importance of clear communication is also highlighted 

in the literature, as it helps prevent perceptions of unfairness from the customer’s side 

(Tuzovic et al., 2014; Mustak et al., 2023).  

Finally, the interviews indicated that operating in a highly price-sensitive market limits the 

opportunities for differentiation through core products. Navigating the intense price 

competition requires the company to find alternative ways to create value and maintain 

profitability, which highlights the strategic importance of services. 

Despite the identified challenges, the interviews also revealed several opportunities related 

to value-added services. The interviewees recognized the potential to reduce hidden costs 

arising from providing services, although they were quite consistent in their view that the 

purpose of most of the value-added services is not to create profit currently. Based on the 

interviews, the identified opportunities in a potential transition to monetized services focus 

on steering customer behaviour in two areas: during contract negotiations and in the 

operational order-to-delivery process. In the contract phase, the emphasis is on identifying 

the customer’s actual service needs, which can guide customers to select only the services 

they truly require. From an operational perspective, the key is to encourage customers to 

plan their activities in a way that aligns with the supplier’s processes, for example, by placing 

orders on time or collecting goods according to the agreed schedule. 

In addition, introducing potential pricing for value-added services could help make their 

value more visible to customers. Although the interviews mainly highlighted transactional 
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services as the ones that should be monetized, some interviewees also noted that services 

emphasizing expertise could be used as part of broader collaboration agreements. In such 

agreements, cooperation with customers is suggested to be closer, and the purpose of the 

value-added services would be to create greater added value for the customer. 
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5  Development of productization and pricing principles 

This chapter presents a suggestion for how value-added services should be managed in the 

company and what the company should consider when shifting from free to fee. It also 

presents the artefact of the study: a service price list and a supporting document. The 

suggestion is formed based on theoretical findings, interviews, and customer survey results. 

This chapter presents the logic for productizing services, a suggestion for service pricing and 

pricing principles, and highlights other key considerations when potentially transitioning 

some services from free to fee. 

5.1  Service productization logic 

As the interviews revealed, services are often case-specific and rely on the memories of 

individual employees. To monetize these services and potentially begin invoicing for them, 

clear contents must be defined, which particularly highlights the need for productization. In 

the case of the focal company, the objective is not to develop entirely new services from 

scratch, but to recognize and define the scope of the existing work that the company does. 

This research has identified the services provided by different departments based on insights 

from the company’s experts and assessed their value and role using both theoretical and 

empirical insights. 

Once the existing services were identified, the productization process of this study only 

focused on selected parts of it, the factors that need clarification before any potential 

invoicing. Particularly important stages included identifying customer needs and benefits, 

recognizing different types of services, and gathering relevant information for pricing. The 

essential part of this study is the rapid productization process (Shah et al., 2025), especially 

for services with monetization potential. This model focuses on productizing existing 

services and providing a suggestion for how different services should be managed as part of 

the company’s offering.  

The services identified in this study are divided into two categories based on their 

productization logic: operational services, which are primarily transactional, and 

knowledge-intensive expert services. While both categories have case-specific services, the 

transactional ones were recognized to have better opportunities for productization, meaning 
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that they could be handled through standardized price list. As Rapaccini (2015) suggests, 

companies with a lower level of servitization should initially offer services as transactional 

deals rather than bundling them into complex offerings. Since the interviews also indicate 

that transactional services have the highest potential for monetization, the focal company is 

advised to begin productizing and invoicing for these specific services. This step will also 

help targeting some operational challenges that currently emerges. 

This approach is also supported by the literature, which suggests that the lowest-risk strategy 

for free-to-fee implementation is to unbundle services and provide them with distinct value 

propositions and price lists (Witell & Löfgren, 2013). With the identified risks within the 

company, adopting this unbundling strategy is recommended. Finally, prioritizing the 

productization of transactional services in the short term is justified by the fact that they are 

the most feasible to price in a systematic way. 

The productization potential of transactional services primarily concerns quality and 

logistics services. The productization opportunities of these are enabled by existing 

processes that are already relatively clear. Especially Advanced quality services, Export 

documentation and Export preparation services have a quite clear cost structure, which 

supports their further pricing after productization. Exception-based logistics services, on the 

other hand, do not have clear cost structures, but the strategic need to productize them arises 

from the need to set boundaries for guiding customers and to streamline operations. Defining 

these boundaries also helps customers understand that the company cannot handle an 

unlimited number of exceptions or maintain unlimited flexibility without the customer 

contributing to the costs that these deviations generate. 

For quality services, the benefits of productized services include their usability during 

contract negotiations. When the prices are available, the complexity of the process decreases 

and the need for continuous communication between different departments reduces. 

Standardizing quality analyses directly supports the company’s operations towards 

customers. In the contract-making process, it is essential to agree on the required quality 

analyses and the customer’s needs related to them. Although the price lists for quality 

analyses can be created, interviewees expressed different views on how they should be used. 

Some suggested attaching them to contracts to inform customers about the prices of 

advanced analyses, whereas others mentioned that there is no particular desire to actively 

promote these services to customers.  
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Based on the interviews, the Export documentation services category is not considered 

services that should be invoiced to customers. Therefore, the value of productizing these 

documents lies primarily in improving internal operations, as these productized documents 

can be used to identify the costs they generate in cost calculations. Conversely, Export 

preparation services are quite clear activities with quite well-known cost structure, and their 

productization focuses on on standardizing these tasks into separate services modules, which 

makes pricing straightforward and allows the company to invoice customers directly. 

The suggested role of productization and standardization is to enable the company to refer 

to specific services and their prices during contract negotiations. This would reduce 

situations where new customer requests emerge during the contract period. It is also 

important to note that the purpose of productized services is not to guarantee that the service 

is available in all situations, but rather to clarify the limits of the service. 

Unlike quality and logistics services, productizing and standardizing knowledge-intensive 

expert services, such as product support, is considered more difficult. These services 

emphasize the need for flexibility, and they are important for building trust with customers. 

Based on the interviews, monetizing these services through standardization would reduce 

the flexibility of operations and complicate customer relationships. Because there are 

typically more challenges in productizing knowledge-intensive services (Shamsuzzoha et al, 

2024; Valtakoski & Järvi, 2016) and a recognized research gap regarding how 

standardization affects flexibility (Shah et al., 2025), this study does not suggest including 

these expert services in a standardized price list. Excluding them from the price lists enables 

the high customer service level and flexibility, which are perceived as competitive 

advantages and appreciated by customers. 

Also, the exact scope of product support is difficult to estimate due to the significant 

variation across the project scopes. Since this support is considered important for sales and 

customer relationship management, applying a transactional productization logic is not 

recommended. Instead, based on theoretical framework and interviews, is it suggested that 

product support should be managed through a segment-based approach. As Grönroos & 

Tillman (2020, 213) suggests, providing customers with customer specific solutions should 

be allocated to key customers. Therefore, broader product support services, that extend to 

customer’s processes, should be allocated to key account. This ensures that the level of 

support aligns with the strategic importance and needs of each segment. If situations arise 



67 

 

where broader support is required than what is typically included, these cases can be 

negotiated with the customer situationally. 

5.2  Proposed pricing model  

The company’s current pricing practices do not systematically take services into account. As 

the interviews indicated, the company largely operates under market-driven conditions, and 

pricing is mainly determined by market forces. This is typical in competitive markets where 

core products are similar (Simon & Fassnacht, 2019, 176; Indounas, 2020). As a result, many 

service-related costs are not included in the cost calculations, and services are in most cases 

provided free of charge. This chapter introduces a new pricing model for the services 

identified in the previous chapter as suitable for productization and potential invoicing. Even 

though some services are not considered suitable for invoicing, their costs are included in 

the artefact to support internal cost recognition. The model is based on expert assessments, 

cost data estimates, and customer survey results. 

For transactional services, pricing is mainly based on collected cost data and estimates. In 

the Advanced quality services and Export preparation services categories, cost structures are 

clear, and invoicing customers for these services is already partly established. For these 

services, the model recommends systematic cost-based pricing to pass the incurred costs on 

to customers. It is also recommended that these services and their prices would be agreed 

during the contract negotiation phase. In contrast, Export documentation is seen as basic 

requirements for doing business. Therefore, they should be included in the price of the core 

product, if possible, rather than invoiced separately.  

Pricing for Exception-based logistics services is more challenging, and in this study, it is 

approached through expert time estimates. For services where the price could not be 

estimated, benchmark prices were collected. The main purpose of these fees is their steering 

effect, and they act as a form of sanction that encourages customers to act more 

systematically and fulfil their responsibilities, which helps improve the company’s 

operational efficiency (Sipilä, 2003, 25-27). Also, as the most interviews indicated, the role 

of these services is not currently seen as something to create significant extra profit but to 

eliminate extra costs, which is why the cost-based pricing is suggested. 

Higher volume customers, key accounts, expect concessions in prices (Walter et al., 2001), 

which has to be considered in pricing. When negotiating transactional services, such as 
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Advanced quality services or Export preparation services, with a customer during the 

contract negotiation phase, the customer’s purchase volumes and the overall value they bring 

to the company should be taken into account. Ultimately, decisions about charging for these 

services may sometimes need to be made on a case-by-case basis. Especially for customers 

with higher purchase volumes, some flexibility in pricing negotiations should be allowed. 

However, this model recommends that particularly Process-oriented exceptions should be 

invoiced to all customers to enable their steering effect.  

Direct pricing of product development services, such as Product support, was seen in the 

interviews as a potential risk to customer relationships. For this reason, the model does not 

recommend a separate price list for these expert services. However, the value of product 

development -related services was considered significant, which is why a segment-based 

approach is suggested. For segment A and B customers, broader product support on the 

customer’s site should be included in the price of the main product to some extent, especially 

on domestic markets. For smaller customers, product support should remain free up to a 

certain point, while more extensive expert projects should be handled with individual 

negotiations with the customer. This approach towards product development services also 

ensures that the lowest-risk strategy is applied and not all services are monetized at the same 

time. As the interviews indicate that the value of services has not been clearly communicated 

in the past, this model suggests that even if the product support remains free of charge, its 

value should still be made visible and communicated to customers through contracts, 

ensuring that the customer recognizes its importance and also its financial value. 

5.3  Guidelines for the free-to-fee transition 

Since the interviews recognized some internal resistance towards free-to-fee transition, it is 

important that the transition and related processes are carefully planned and reviewed 

internally before introducing them to customers. Before any services can be invoiced, 

internal processes must be clear to all parties to avoid unexpected situations for the 

employees. As Grönroos & Tillman (2020, 452-452) emphasize, it is particularly important 

that frontline employees understand the strategic reasons behind the change and accept them. 

Therefore, internal marketing is highly recommended before making final decisions and 

communicating them to customers. 
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Furthermore, the company must internally define the boundaries of flexibility. It needs to be 

defined in which situations the company can be flexible with the customer, and with which 

services must strictly be negotiated and included in contracts. This also requires internal 

discussion before implementation. Additionally, everyone involved in the service delivery 

process must be aware of the overall process to ensure that internal roles are totally clear.  

The transition from free to fee always has a business risk, particularly regarding customer 

relationships, as customers often perceive services as part of the core product’s price 

(Backhaus et al., 2010; Reim et al., 2024). Customers may perceive the change as unfair, 

which highlights the need for transparency and clear communication. Because the perceived 

customer value directly affects willingness to pay, this model suggests emphasizing the value 

of services in contracts, even for those that remain free. For monetized services, it is 

suggested to communicate the reasons behind the changes and what the company aims to 

achieve with them. 

As Keränen & Jalkala (2013) note, a supplier’s ability to communicate the value of its 

offering is closely related to the customer’s willingness to pay, which emphasizes the need 

for value communication before monetizing services. In this case, it is important to 

communicate that the provided services not only enable the use of the core product but also 

create additional value for the customers. To ensure control during the transition and allow 

enough time for the adjustments, the changes should only be implemented at the beginning 

of new contract periods. This approach ensures that communication with the customer is 

done well in advance, which is especially important because many of the monetized services 

are recommended to be agreed during contract negotiations. 

As recommended by Witell & Löfgren (2013), the strategy with the lowest risk is to 

transition only selected services to a fee-based model through unbundling strategy. This 

strategy also aligns with the views of the company’s internal personnel, who emphasized 

that the transition must be executed carefully to protect customer relationships. According 

to Witell & Löfgren (2013), the sudden introduction of new fees is the most significant risk 

in a free-to-fee transition and therefore must be avoided.  

Consequently, the services that build the most trust between the company and its customers 

should remain free of charge. It is important to keep the core services that customers value 

most as free complementary offerings. At the same time, the company needs to clearly 

communicate the value of these free, value-adding services so that customers fully 

understand and appreciate what they are receiving. 



70 

 

5.4  Presentation of the developed artefact 

The artefact developed in this study consists of two complementary files. This tool is 

primarily designed to support pricing decisions and standardize the service offerings. The 

Excel file compiles the identified value-added services across different service categories, 

focusing on those for which this study has identified potential for customer invoicing or for 

internal use within the company. More specifically, the artefact includes services from the 

following categories: Advanced quality services, Export documentation, Export preparation 

services, and Exception-based logistics services, including Product-oriented exceptions and 

Process-oriented exceptions. 

Each service category is placed on its own sheet. For the first three categories, the following 

information has been collected for each service: service name, service usage frequency, 

service cost estimate, confidence level of the cost estimate, and other relevant additional 

details if necessary. The sheet presenting the Exception-based logistics services differs 

slightly from the others, as the costs of these services are largely driven by exceptions and 

case-specific work. Because of this, estimating their costs has required different methods. 

For these services, the artefact includes the following information: service name, service 

usage frequency in many cases, the working time required from different departments, the 

resulting cost estimates, and a possible short description of key considerations. The pricing 

principles suggest that these should be calculated based on the employees’ working time 

multiplied by their average hourly rate. 

The Excel file is supported by a Word document, which forms part of the artefact and 

clarifies the proposed pricing practices for the categories Advanced quality services, Export 

documentation, and Export preparation services. Because the services within these 

categories follow more consistent pricing rules, individual services are not discussed in detail 

and the suggestions for their pricing are also introduced to some extent in this thesis. 

The Word document focuses more closely on the services within the Exception-based 

logistics services category and addresses these services more individually and at more 

detailed level. For each service, the document describes the service content and outlines the 

proposed pricing approach. For some services, the pricing logic is more straightforward, 

while for others, the service delivery has some specific conditions that have been defined 

based on insights from the interviews. 
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Because some of the company’s internal information is sensitive, the original artefact cannot 

be included in this thesis. However, the example below illustrates how the artefact can be 

applied when pricing a sample service. The example represents a service in the exception-

based logistics category, where the pricing principles are presented based on insights 

gathered from the interviews. An example from the Excel file is shown in Figure 11: 

 

Figure 11: Example of a service presented in the artefact  

 

The handling of this example service is described in the Word document of the artefact in 

the following way: 

 

Order change / cancellation: 

This service covers customer requests to modify the content or schedule of an already confirmed order, or to 

cancel the order entirely. Because the impact of such changes on the company’s operations varies significantly 

depending on the production situation and scheduling, the provision of this service should be guided by specific 

conditions. 

• Pricing approach:  

Confirmed orders are binding as a rule, but the possibility of changes is always evaluated case by case 

based on the current production situation. The pricing and approval of the service are divided into 

three alternatives depending on the timing of the request and the production status: 

1. No-charge change: 

Conditions: The request is submitted at least [a certain time requirement] before the planned shipment 

date, or the change/cancellation is considered to ease production overload. 

Action: The change is implemented without additional charges, as it does not cause significant extra 

costs or it benefits both parties. 

2. Change fee: 

Condition: The request is submitted less than [a certain time requirement] before shipment, but 

production and logistics can still accommodate the change by rescheduling. 

Action: The change is implemented, but a change fee is charged to the customer. The fee is based on 

the additional working time required from different departments, as estimated in the pricing model. 

The purpose of the fee is also to guide customer behavior. 

3. Rejection of the request: 
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Condition: The request is submitted too late, and the change/cancellation would cause excessive work 

or costs for the company, with little likelihood of a cost-free solution. 

Action: The change or cancellation is declined, and the shipment is delivered to the customer as 

originally agreed. No additional costs are incurred. 

 

This example service has been selected to be presented in this thesis to demonstrate how the 

artefact supports the pricing of services whose costs rely more heavily on estimates and are 

therefore more uncertain. The example also illustrates how the artefact accounts for the 

constraints that may arise in service delivery. In this case, monetizing the service does not 

guarantee that it can be delivered in every situation. The artefact also includes other similar 

services whose delivery is conditional. Presenting these conditions as part of the artefact 

helps the company take such constraints into account when evaluating which services will 

finally be monetized. Ultimately, the decision on which services to commercialize is made 

by the focal company and its experts.  
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6  Conclusions 

This chapter concludes the results of this thesis. Firstly, the key findings of the thesis are 

presented. Also answers to the research questions are provided. Lastly, limitations of the 

study are analysed, and future research suggestions are made. 

6.1  Key findings 

The aim of this thesis was to determine how a company can classify, productize, and price 

its value-added services with considering customer value and segmentation. Also, 

opportunities and risks associated with potential free-to-fee transition for value-added 

services were identified. The classification, productization, and pricing were all 

demonstrated to support the possible shifting from free to fee for value-added services. These 

steps were carried out to help determining how the shift should be implemented and which 

services should be included. This thesis was conducted for a finnish company operating in a 

food industry and it focused on the value-added services on the company’s B2B markets. 

This thesis utilized qualitative study and constructive research method, aiming to form an 

artefact which is a tool consisting of two components to assist the pricing by introducing 

suggested pricing principles for the value-added services of the focal company. Also, the 

suggestion included thigs to consider when shifting from free to fee. In this thesis, a literature 

review was formed considering important topics for the study. To gather empirical material, 

internal expert interviews and a customer survey were utilized. 

In this thesis, three research questions were formed to support the objective of the study, 

with the first one considering the classification and value assessment of value-added 

services: 

How do the classification of services and perceived customer value shape the handling and 

monetization assessment of value-added services in a manufacturing company? 

The classification of services and their perceived customer value can be used to determine 

whether a service should be included in the price of the core product or charged to the 

customer separately. Because manufacturing companies typically offer a wide range of 

different services, it is essential to classify them to ensure effective management and to 
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understand their role as part of the offerings. In this thesis, the services were classified using 

a model that classifies services based on whether a service relates to the supplier’s product 

or the customer’s process, and whether the service is input-based or output-based, meaning 

whether it guarantees certain actions or a certain outcome. 

In the focal company’s case, the services were found to be mostly input-based, and the 

company provides both product-focused and process-focused services. In addition, the 

company’s service offering was identified to include both transactional services and expert 

services. The transactional services consisted mainly of quality-related and logistics-related 

services, while the expert services were primarily related to product development. The 

transactional services were mostly found to have a clear cost structure, which supports their 

systematic pricing. Among the transactional services, some were identified as services 

whose costs should be considered in the pricing of core products, while others can be 

included in a clear service price list that can be referenced in customer contracts. The expert 

services were recognized as important for building customer trust, which is why including 

them in a strict price list is not recommended. Instead, these services should be managed 

based on customer segments, allocating most of them to key accounts and negotiating 

individual project prices for larger projects with smaller volume customers. 

In addition, the assessment of potential free-to-fee transition was supported by evaluating 

the perceived customer value. The focal company’s services were found to create value 

particularly on the three lowest levels of the B2B value pyramid, with an emphasis on 

objective value. The study identified that services positioned on the lowest level of the 

pyramid are those that are mandatory for operating in the market, and therefore justification 

for their invoicing were not identified. However, some services were found to create 

functional value and to facilitate the customer’s operations by influencing their operational 

or strategic activities or productivity. Services positioned on these higher value levels were 

considered to have greater potential for monetization. 

The second research question focused more on the concrete steps required to enable the 

monetization of these value-added services: 

How do service productization, internal cost estimates, and customer segmentation shape 

the pricing for value-added services? 

The purpose of productization of services is to make the services clear and repeatable entities 

that can be priced in a systematic way. A productization model that is especially important 
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for this thesis is rapid productization, which is a productization process for existing services. 

By utilizing productization, operational and transactional services in particular can be 

unbundled from the core product to form their own entities. This facilitates a shift from the 

current model, where almost all services are automatically included in the offerings, towards 

systematic pricing based on separate price list. 

Internal cost estimates, on the other hand, form the foundation for pricing. Identifying the 

cost structures enables eliminating hidden costs associated with services. It also enables 

direct cost-based pricing, especially for transactional services. For exception-based logistics 

services, cost estimates shape the nature of pricing so that the primary purpose of the fees is 

not to generate profit margin, but to rather steer customer behaviour toward more efficient 

order-to-delivery processes. 

Customer segmentation can be used to define different service levels for customers. In the 

context of value-added services, it also includes defining how different value-added services 

should be allocated or priced for different customer segments. In particular, the company’s 

key accounts should receive the largest share of product-development services, while for 

other customers these services should be invoiced, and prices for larger development projects 

should be negotiated individually with smaller volume customers. It is also reasonable to 

allow more room for negotiation regarding value-added services for key accounts and high-

volume customers, which highlights that invoicing can be evaluated on a case-by-case basis. 

However, because some transactional services emphasize a steering effect toward the 

customer, it is important that these charges are applied consistently across all customer 

segments.  

As the free-to-fee transition is a major strategic shift for the company, the third research 

question was formulated to address the management of this transition: 

How can a manufacturing company successfully manage the free-to-fee transition for its 

value-added services? 

To succesfully manage the transition from free to fee for value-added services, a company 

must address both internal and external change management. First, it is essential to gain 

internal acceptance for the changes. Involving frontline employees in the process and 

clarifying internal responsibilities are essential steps. All parties must understand the 

strategic reasons behind the transition. Also, the company must internally define the 

boundary between official services and acts of helpfulness toward the customer. From an 
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operational perspective, it is important to know not only who is responsible for the processes 

but also who has the authority to make decisions regarding exceptions when needed. 

Transitioning to fee-based services is a significant change both externally and internally, and 

it must be executed carefully to protect customer relationships. To minimize risks, not all 

value-added services should be monetized at the same time. Since the strategy with the 

lowest risk is the unbundling of selected services into separate price list, this study 

recommends monetizing the transactional services with mostly clear cost structures. 

Conversely, services that are critical for building trust should remain free of charge but be 

targeted primarily to key accounts, preventing damaging long-term relationships.  

Finally, because the introduction of unexpected fees has a major risk to customer 

relationships, any sudden changes should be avoided. The transition should be implemented 

transparently, with clear communication to customers. The strategic reasons behind the new 

fees must be communicated well in advance, ideally before new contract negotiations. In 

addition, the company must clearly communicate the value of all services to the customer, 

whether they are charged separately of included for free. 

6.2  Limitations and future research 

This study was conducted as a single-case study, which limits the generalizability of the 

results. The proposed solutions were created specifically for the focal company, taking into 

account its unique value-added services. Also, the results are based on the company’s 

specific market position and business environment. Therefore, the findings cannot be 

directly applied to other companies. 

Another limitation concerns the limited sample size. The survey addressed the company’s 

specific value-added services and their importance for the customers. However, because of 

the limited number of answers to the customer survey, direct value assessment could not be 

formed for every single service. Therefore, the value assessment for certain services was 

based on the nature of the service and qualitative insights from interviews. 

Furthermore, the lack of data regarding the value-added service costs set some limitations. 

Because the costs from value-added services have not been tracked before, historical data 

could not be used to define exact service costs. Instead, the identified costs rely on internal 

estimates with different levels of certainty. Defining costs for product development services 
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was particularly challenging. To enable monitoring of these costs in the future would require 

systematic time tracking for certain projects. Due to these data limitations, this study 

recommends managing product development services through customer segmentation rather 

than the price list format. 

Also, the recommendation for future development considers the handling of these product 

development services. Based on the empirical findings, product development services, such 

as extended product support on customer’s site or customized product solutions, create added 

value for customers. Although unbundling them into standard price list is not recommended, 

future research could investigate how they should be handled as part of the contracts with 

customers. For instance, it could be explored how the company’s contracts could be 

developed into comprehensive service packages that emphasize deeper collaboration 

between the supplier and the customer. 
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Appendix 1: Interview questions 

1. How would you describe the role of services from the company’s internal 

perspective currently? 

2. Which services are currently critical for the customer? 

3. Which services differ most clearly from the normal operating model and can be 

considered as ”extra”? 

4. Do you observe differences in how different customer segments use services, such 

as in usage frequency or types of needs? How do customer expectations vary across 

customer segments? 

5. Which services do you see should be included in the basic offering for all 

customers, regardless of the customer segment? 

6. Which services would be reasonable to offer only to certain categories of customers 

if pricing were differentiated for different customer segments? 

7. Which services require the most work or other resources? 

8. Which services generate the highest costs? 

9. Are there services whose costs are difficult to define? Or services whose costs vary 

significantly? 

10. Which services would be the easiest to standarzide? 

11. Which services inevitably require customization, and why? 

12. Are there any uncertainties in the current handling of services that should be 

clarified before introducing pricing? 

13. What benefits do you see if the billing for these services started? 

14. What are the biggest internal risks and challenges if charging is introduced? 

15. How would you assess the impact of this change on your department’s operations? 

16. What would be your own attitude towards this change?
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Appendix 2: Customer survey questions 

1. Which of the following industries does your company represent? 

2. Which country is your company from? (open-ended question) 

3. How many employees are there in your company? (Fewer than 50, 50-100, 100-

500, 500-1000, more than 1000) 

4. In which job function do you work? (Management of the company, Procurement, 

Sales, Product Development, Marketing, Other (please specify)) 

5. How many years have you worked with [the company]? (0-1 year, 1-5 years, 5-10 

years, more than 10 years) 

6. Which company do you work for? (open-ended question) 

7. We feel like we currently receive additional services from [the company]? (yes/no) 

8. What additional services do you currently receive? (open-ended question) 

9. We receive sufficient technical support and expert advice on products when 

needed. (strongly agree – somewhat agree – neither agree nor disagree – somewhat 

disagree – strongly disagree) 

10. We would gain significant added value from more extensive expert support or 

training. (strongly agree – somewhat agree – neither agree nor disagree – somewhat 

disagree – strongly disagree) 

11. What kind of expertise or support would you like to have from us? (open-ended 

question) 

12. The current packaging solutions for the products are appropriate and functional. 

(strongly agree – somewhat agree – neither agree nor disagree – somewhat disagree 

– strongly disagree) 

13. We would need new packaging designs or materials. (strongly agree – somewhat 

agree – neither agree nor disagree – somewhat disagree – strongly disagree) 

14. What kind of packaging solutions would you need? (open-ended question) 

15. Our business would benefit more from customized product solutions. (strongly 

agree – somewhat agree – neither agree nor disagree – somewhat disagree – 

strongly disagree) 

16. What kind of product development services would add value to your operations? 

(open-ended question) 

17. The current order and delivery schedules support our operations well. (strongly 

agree – somewhat agree – neither agree nor disagree – somewhat disagree – 

strongly disagree) 
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18. We would be interested in ordering several different products on the same pallet. 

(yes/no) 

a. If answered yes: How important is this for your operations? (very important 

– important – moderately important – slightly important – not important at 

all) 

19. We sometimes need to order products with a faster delivery schedule than the 

contractual delivery schedule. (yes/no) 

20. How valuable do you consider the flexibility to adjust delivery times to meet urgent 

needs? (very high value – high value – some value – little value – no value at all) 

21. We order stronger protection for our products than standard (e.g. extra wrapping or 

hooding). (yes/no) 

a. If answered yes: How critical is this additional protection in your logistics 

chain? (very critical – critical – moderately critical – slightly critical – not 

critical at all) 

22. We use the option to add our own labels to the products already at the sending end. 

(yes/no) 

a. If answered yes: How much do these own custom labels facilitate your 

internal processes? (very much – quite a lot – somewhat – little – not at all) 

23. We would be interested in ordering products in containers without pallets, even if 

this involved extra costs. (yes/no) 

a. If answered yes: How beneficial would palletless container loading be for 

your operations? (very beneficial – beneficial – moderately beneficial – 

slightly beneficial – not beneficial at all) 

24. If we order our products in a container, we would be interested in fumigation, 

spraying, or fogging for pest control even if this involved extra costs. (yes/no) 

a. If answered yes: How important would these pest-control treatments be for 

your logistics chain? (very important – important – moderately important – 

slightly important – not important at all) 

25. We arrange the transportation and pickup of products from your warehouse 

ourselves. (yes/no) 

a. If answered yes: How smooth do you find the scheduling and operational 

handling of pickups at our warehouse? (very smooth – smooth – moderately 

smooth – somewhat difficult – very difficult) 
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26. What concrete value or benefit does flexibility in pickup times provide for you? 

(open-ended question) 

27. What types of logistics services would bring added value to your operations? 

(open-ended question) 

28. We would be willing to pay for value-adding services that are important to us 

(short-term storage, express deliveries, mixed pallets, etc.). (strongly agree – 

somewhat agree – neither agree nor disagree – somewhat disagree – strongly 

disagree) 

29. We receive the necessary quality documents and analyses without difficulties. 

(strongly agree – somewhat agree – neither agree nor disagree – somewhat disagree 

– strongly disagree) 

30. We need more comprehensive and more detailed quality analyses than we currently 

receive. (strongly agree – somewhat agree – neither agree nor disagree – somewhat 

disagree – strongly disagree) 

31. We need more comprehensive quality analyses even if they extend delivery times. 

(strongly agree – somewhat agree – neither agree nor disagree – somewhat disagree 

– strongly disagree) 

32. We would be willing to pay an additional fee for laboratory analyses that exceed 

the standard scope. (strongly agree – somewhat agree – neither agree nor disagree – 

somewhat disagree – strongly disagree) 


