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The customer ” 
is a co-producer. 

To develop both new and old services, it is frst important to refect on what 

constitutes a service, its characteristics and its ability to optimise results. We 

also need to distinguish it from other forms of production and sale to avoid a 

standardised approach and less optimal implementations. In sales and mar-

keting, the main challenge for many service organisations is to not approach 

services as if they were goods. Three basic characteristics of a service are:1 

 A service is a process that consists of a series of activities instead of phy-
sical objects. 

 Services are produced and consumed partly at the same time. 

	The customer is a co-producer or participates, at least to some extent, in 
the service process. 

Services cannot be stockpiled 

The basic characteristics of a service underline several of the diferences between 

goods and services in their production, sale and consumption.2 For example, 

goods have a more sequential production process where they are followed by 

consumption. When waiting for future consumption, goods can then be stock-

piled. This diferentiates it from services that are produced and consumed more 

simultaneously. 

A relational product 

A service is more dependent on the situation and its production. Compared with 

the more static goods, services are heterogeneous, i.e., they difer between occ-

asions depending on variables. A service only exists at the time of production/ 

execution3 but is also inseparable from the individuals who perform and consume 

the service. As a result, staf interacting with clients are crucial for the client’s 

experience of the service and for demonstrating the value and quality of the ser-

vice. However, these are not the only interactions important for the experience, 

for new purchases and for long-term relationships. The interaction between the 

costumer and the company’s business system and physical and technical resour-

ces and between diferent costumers are also important. 
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Marketing as part of production 

Unlike the sale of goods, where production and consumption are separate, the 

service production process and sales interaction are a part of the marketing 

process and a way of managing expectations for relationships and the service 

(interactive marketing4). Due to the diversity of services, it is often hard to distin-

guish between the immediate or fnal product of a service or the service and sales 

interaction (consumption and marketing). 

Quality is hard to measure 

Since services are both an immediate and relational product and based on social 

interaction, the direct output and quality of the service is often hard to measure. 

The interrelationship between the service, the provider and the consumer contri-

butes to this:

 “the consumer fnds it difcult to isolate service quality from
  the quality of the service provider” 5 

Given the social and relational nature of services, all service production and ofe-

rings should be understood as socially and culturally embedded with dominant 

norms and perspectives. An understanding of these norms and perspectives is 

often required to understand the service itself. Uncertainty in cultural products 

often results in complexity in the production and defnition of services. 

Forestry culture – an opening for and 
a challenge to services 

In a forestry context, these cultural aspects of service provision have come to the 

fore with the increasing number of distant forest owners that are not part of the 

same social and cultural context as previous generations. For example, the social 

and cultural understanding of the value and quality of a specifc service or service 

provider might not be apparent and, thus, needs to be established in other ways. 

Research also shows that urban populations often have other motivations, pers-

pectives and practices with both service consumption and forest-related values. 

However, it important to remember that these variations are not merely related 

to distance and place of residence, they can also be present among people living 

on their property or be related to other aspects, like gender or age. As such, to 
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Goods Service 

Tangible 
Low Costumer  
Invlovment 
Low Quality-Control  
Problems 
Easy to Evalute 
Iventories 
No Time Citeria 
Low Importance of  
Contact 

Intangible 
High Costumer 
Involvment 
High Quality-Control 
Problems 
Hard to Evalute 
No Invetories 
Strict Time Criteria 
High Importance of 
Contact 

Forest 
plants 

Equipment Fuel Transport Training Advisory 

• • • • • •

understand and develop a service, it is equally important to understand the cos-

tumer and the service relationship/situation, including the service producer and 

process (responsiveness, communication, resources etc). 

The value of service 

The value of a service is determined in the exchange and production of value-in-

use, where the value proposition is realised in consumption. Within economics 

literature, the purpose of a service is to be “valuable” to consumers by improving, 

for example, their “quality of life”6, “well-being”7 or “everyday practices”8. From 

this perspective, a service is understood as: 

1) A support for a costumer’s processes and value creation; 

2) The costumer value creation enables the service provider to generate va-
lue from the relationship (with the service as a means); 

3) It is a process where a costumer’s and a company’s resources cooperate. 
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This highlights the role of knowledge, relationship and trust in the service inte-

raction/production and consumption process, both in understanding present ser-

vices and developing new ones. 

Relationships as source of knowledge and value 

The signifcance of a relationship-oriented approach is emphasised when attemp-

ting to understand services as a mutual and interrelated process.9 Such an ap-

proach is characterised by: 

1) Long-term business contact; 

2) The relationship depends on knowledge of the costumer’s processes and 
needs; 

3) The goal is mutual value creation (win-win). 

As a process, the service depends on client participation in the production since 

the client is both a consumer and a production resource during value creation. 

Therefore, a successful service ofering needs a direct relationship between ser-

vice provider and the client to both create loyal clients and long-term relation-

ships and to manage the service process. The interaction then becomes an op-

portunity for marketing, communication, infuence and sales.10 This approach to 

services emphasises that marketing is not a separate department of the company 

but a function found throughout the organisation11 – especially since the service 

interaction also incorporates other elements and functions in the process. 

Creating value together 

The exchange perspective focuses on distributing pre-produced value (goods), 

where production is separated from consumption through the distribution, while 

the relationship perspective difers in that production and consumption interact 

and value is created through this interaction. The two diferent perspectives thus 

focus on value distribution and value creation, which shape the processes and re-

lationships of the production and consumption. In addition to the fnal result, with 

services the process of interaction is also central to value creation. This is based 

on goods and services being linked to diferent logics, with the primary diference 

being how these logics perceive fnancial exchange. 

https://sales.10
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(Goods logic) claims that the outputs from production processes, services 
and goods are exchanged for outputs from other production processes 
through the use of money. Service logic, on the other hand, claims that 
what is exchanged is not output but value in use – the utility or service 
that the outputs, services and goods can create (…). Money thus measures 
value in use (i.e. service), hence the term service logic. 12 

It also defnes diferent sets of roles in the diferent processes. Transaction/ 

goods marketing are seen as engaging with independent decisions/choices of 

the costumer in confict/competitive situations, where marketing partly drives de-

cisions-making. Relationship marketing understands the relationship as not inde-

pendent. Instead, it takes place in a situation of mutual dependence and interac-

tion/cooperation. In traditional marketing, the costumer is seen as an antagonist 

to be defeated/persuaded to make a purchase, while relationship marketing sees 

the customer as a resource through which value can be created. 

Understanding the service through the forest owner 

The relationship perspective and understanding of services as (value creating) 

processes also highlight that general needs and the market are not static or ho-

mogenous. Taking an overly static approach to needs and the market would clear-

ly fall under the limiting goods/transaction perceptive of services. In a forestry 

context, this occurs when forest owners highlight the limitations of contemporary 

services and do not feel that their needs are acknowledged or feel these needs 

are potentially overshadowed by the timber needs of the service provider. Service 

providers experience this as a sense that the value and quality of their services 

are not acknowledged or understood by forest owners. It is not claimed that a 

service can cater or be adapted to all needs, but it is important to understand 

which needs are included and why. This helps with targeting communications, 

marketing, managing expectations, and the future development and expansion 

of a service. 

Inclusive services and relationships 

Forest owners are an increasingly diverse group with equally diverse needs and 

motivations. Given that a service should add value for the consumer/forest owner, 

it can be asked what a service is and who it is for in relation to specifc needs and 

motivations. A greater variety of needs in a forest context adds both complexity 

to and opportunities for the service ofering and its development. At the same 
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time, many forest owners are no longer a part of the social and cultural context in 

the way previous generations were. This means that values and views of quality 

of services vary more with gender, age, background and proximity to the forest 

property. The relationship perspective is seen in the interaction between the client 

and staf and the understanding of services as a (value creating) processes. Kno-

wledge is a vital part of this value co-creation and utilisation of available resour-

ces, and today’s forest owners possess knowledge from every aspect of society 

that can be integrated when developing services. For example, research has sho-

wn that female forest owners are more likely than male owners to use knowledge 

they have acquired from areas outside of forestry to create business opportunities 

for their forests. Inclusiveness can be a perspective that enriches and improves the 

process of developing services for each forest owner segment. 
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