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The fundamental differences between goods and services pose a challenge on developing an 
effective advertising strategy, this has led many scholars to recommend treating services 
differently and discussed the importance of communicating the relationship of tangible assets 
to service operation in order to make the service visible to the prospective customers. The 
presence of employees in advertisements has been highlighted as an example. This study offers 
a practical insight into academic theories and its practical implications, citing various examples, 
the authors suggests that frontline staff plays a crucial role in building the service brands, from 
their conduct, corporate uniform and courtesy, subtle messages about the brands are being 
passed across to the customers. Though with effort from the head office corporate 
communication team creating advertisement, front line employees needs to be made aware of 
their position and the need to complement the overall service brand.  
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The fundamental differences between 
goods and services have led many scholars 
to recommend treating services differently 
than goods (Albers-Millers & Stafford, 
1999). The characteristics of services - 
simultaneity, heterogeneity and 
intangibility pose a challenge on developing 
an effective advertising strategy. Cutler & 
Javalgi (1993) identified ‘intangibility ‘as the 
most noted feature of a service, it lacks any 
physical form which cannot be examined by 
the human senses before making a 
purchase. You cannot touch or feel a 
service, it is an experience and this makes it 
different from goods and products. 
 
Advertisers face unique challenge of 
effectively communicating the information 
about service attributes and benefits 
because of its intangible nature (Mittal, 
2002). Early research into service 
marketing highlighted this uniqueness and 

discussed the importance of 
communicating the relationship of tangible 
assets to service operation in order to make 
the service visible to the prospective 
customers (George and Berry, 1981). 
Effective advertising strategies for products 
cannot be automatically applied to services. 
 
Voss & Zomerdijk (2007) argued that the 
experience of the customers is the focus in 
experiential services, it is about how they 
feel when interacting with the organisation, 
rather than just the functional benefits 
following from the products and services 
delivered.  
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Carbone and Haeckel (1994) however 
noted that this feeling can be positive or 
negative, and to a greater or lesser extent 
memorable. Voss & Zomerdijk cited leisure 
and entertainment industries as examples.  
 
Experiential services like hotels and 
restaurants are characterized by high 
employee contact, a people orientation, 
considerable customisation and more 
personal, employee experience or 
competence is often perceived as tangible 
evidence that the service provider is 
superior to competitors (Abernethy and 
Butler, 1993, Stafford & Day, 1995). 
Content analysis of print advertisements by 
Abernethy and Butler (1993) shows that 
employees are indeed portrayed more in 
service advertisements than for products. 
In addition to being intangible in nature, 
many services are interactive processes 
that require the customer's presence in the 
service production.  
 
The use of employee in advertising services 
has received growing attention in the 
academic literature, Sirianni et al; 2013 
noted that the presence of an employee in 
the advertisement may help visualize the 
service offering for the customer by 
providing a physical representation of the 
service provider, these strategies enables 
the advertisers to add symbolic meaning to 
their brand but the end customers 
ultimately determine what a brand means 
to them.  
 
This reports aims to highlight practical 
implications of the effect of employees on 
service brand perceptions, not minding the 
advertisement produced by the brands at a 
corporate level, what perceptions are the 
employees creating in the branches? The 
Marketing Communication Team at the 
head office might be creating 
advertisements in the media but are the 
employees’ aligned with this brand 

identity? Cialdini (1993) noted that 
everyday person-to person communication 
is often more persuasive than impersonal 
media sources such as advertising.  
Examples highlighting the contribution of 
staffs in enhancing the service brands’ 
perception is provided below: 
 
Whistl, formerly called TNT Post is the 
second biggest postal service operating in 
the UK, already delivers business post such 
as bills to households in dense urban areas 
across London, Manchester and Liverpool, 
as far as I am aware, the physical 
appearance of their staff has not done 
much to improve their brand perception as 
they compete with the Royal Mail, I have 
seen them riding in bicycles with no regards 
for pedestrians, it appeared that Whistl has 
unserious young people  who just want to 
earn some money dropping letters and not 
really committed to the business unlike 
Royal mail staff who appeared quite older 
and mature.  
 
From their adverts, I might be tempted and 
persuaded to patronise Whistl but with 
what I have seen I don’t feel comfortable 
handing over my letter to their staff. 
Previously the company’s staff has been 
accused of dumping letters in bushes 
instead of delivering them (Daily Mail). 
Stratocaster commented ‘TNT are the real 
shysters here because, like Amazon, the 
people who working for them are rushed 
off their feet to the point of exhaustion. I'm 
not saying that dumping the post is a good 
idea. But the working practices of TNT need 
serious investigation. Don't go blaming the 
little guy, all the time, when it's clear that 
the big guy has to take a fair share of the 
blame’. This highlights the perceived level 
of employee’s satisfaction which affects 
how much commitment they can give at 
the job. 
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I recently went to Argos to buy somethings, 
and I felt awkward seeing their female staff 
in fitted uniform, like it wasn’t their sizes, I 
wanted to ask the Manger only to see she 
was also wearing a fitted Uniform. I 
couldn’t ask any longer but kept wondering 
if it was their choice to dress in such 
manner or the company cannot provide 
more clothes for them as the add more 
weight. Though this did not affect the 
customer service I experienced but their 
dressing really puts me off. 
 
On a positive note, a staff of Waitrose on 
delivery actually said good morning to me 
on a particular day and felt quite happy and 
a positive attitude to the brand, just by a 
kind gesture of the staff. He had no 
obligation to greet me or say hello and I 
wouldn’t have minded but the effort did 
more than advertisement, it was a staff 
reintegrating their customer service brand 
Waitrose (and John Lewis) are known for. 
As Vella et al., 2009 noted, customers sense 
the employees’ behaviour and attitudes 
during interactions, I never had to engage 
in a business transaction before a positive 
attitude to the brand was formed. 
 
Weight issues is considered quite personal 
and may not be something people will like 
to discuss about, however concerns has 
been raised about weight gain and eating in 
fast food, interestingly seeing an obese 
staff working in such an environment 
questions how well the staff fits into the 
brand development of the restaurant. 
Suggesting that the staff are well fed and so 
also you can come feed yourself. McFerran 
et al, (2010) conducted an interesting 
research asking if an overweight waitress 
make us eat more as they suggests that 
previous research shows people's 
behaviour can be shaped by exposure to 
stimuli that may occur incidentally in the 
environment. To conclude that how much 
we eat, as well as our specific food choices, 

can be altered merely by the body type of 
those serving us. Next time to visit 
McDonald, check out if you order more 
than usual.  
 
There has been high publicity in England 
about the ease of switching bank accounts, 
with some banks ready to even give new 
customers money if they decide to switch, I 
have not been motivated by any of these 
advertisements to switch because of the 
relationship I have built with staff at my 
local bank branch, we have become friends 
and I feel loyal to them and the bank, we 
seems to know ourselves and they respect 
my custom, the advertisements of other 
banks may be appealing but the day to day 
experience of a good customer service 
provided at this bank’s branch makes a 
difference. 
 
From these examples, the presence of staff 
and employee in creating an attitude to the 
service brands has been identified, a 
service brand is created in the triangle 
between company, employee and 
customer (Tobias et al, 2011), companies 
needs to acknowledge this and develop a 
favourable employee attitude, from their 
appearance to how they compose 
themselves, the branding and marketing 
communication effort from the head office 
needs to be cascaded to the frontline staff. 
 
The paper contributes practical implication 
to service brand integration, bridging some 
crucial gaps between theory and practise, 
outcomes relevant to numerous types of 
stakeholders especially the service brand 
developers and employers. Services are 
tangible but the experience shapes 
consumers’ perception, Employers should 
make sure that their staff are trained and 
made aware of the brand they represent 
with their act as this may influence the 
customers’ experiences, their attitude to 
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the brand and more importantly their 
intention to purchase.  
 
As with any other study, this paper had 
some limitations and the findings should 
therefore be interpreted in relation to 
these limitations which are subsequently 
discussed along with some 
recommendations for future research 
endeavours. This study only identified the 
author’s personal experiences, It should 
also be noted that these experience might 
not be generic, as part of the feature of 
services, it is not always the same, provided 
services are inconsistent, they varies and 
can never be exactly repeated.  This also 
affects the generalisability of the findings. 
 
 Further research should explore 
consumers’ perception about the attitude 
of service provider’s staff and how various 
scenarios and experiences shapes their 
perception about the brand.  
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