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 INTRODUCTION 
 Prior research on biotechnology business has 
addressed a wide range of issues including the 
role of the science-base provided by the 
universities,  1   university-based technology 
transfer organisations and their roles,  2,3   sources 
and modes of commercialisation of basic 

science,  4,5,6   determinants of university spin-off 
formation,  7,8   and the role of spin-offs in 
technology commercialisation.  9   Most of the 
earlier research deals with industry-level issues, 
leaving fi rm-specifi c issues under-researched. 
Furthermore, fi rm-specifi c studies typically 
address issues of fi rm survival and 
growth  10,11,12   with little emphasis on how the 
companies operate and what type of 
managerial activities they perform. 

 Focusing on the operation of biotechnology 
companies, Costa  et al    13   suggest that 
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marketing-related defi ciencies, in particular, 
could explain the lack of commercial success 
in the biotechnology sector. They further 
claim that biotechnology companies have 
serious diffi culties in going through the 
marketing process because they lack a clear 
market-oriented focus as well as commercial 
sense and skill to direct the company towards 
the markets. However, prior research has also 
introduced the idea that, because of the 
specifi c nature of the biotechnology business, 
biotechnology marketing might be different 
from what is considered marketing in prior 
research and common industrial knowledge.  14   
This raises the question whether there are 
defi ciencies in biotechnology marketing or 
whether the meaning of biotechnology 
marketing still remains unexplored with the 
survey-based research designs used in earlier 
studies. 

 This paper investigates biotechnology 
marketing as defi ned, performed and 
organised in biotechnology companies. We 
adopt a novel qualitative methodology 
combining the insider and outsider views in 
the study of fi ve cases of biotechnology 
marketing. The analysis begins with an insider 
view focusing on how scientist-managers of 
biotechnology companies defi ne what 
marketing means in the context of their 
company. Thereafter, the insider view of the 
scientist-managers will be combined with an 
outsider view of the researchers to examine 
the full range of biotechnology activities and 
their form of organisation.   

 THEORETICAL BACKGROUND 
AND LITERATURE REVIEW  

 The Managerial Approach to 
Marketing 
 Marketing is an activity developed in the early 
twentieth century for the purpose of 
promoting and selling agricultural products. 
Thereafter, research focused on institutions 
through which the products were brought to 
the market and on the functions performed 
by the institutions.  15,16   The managerial 

approach, defi ning marketing management as 
a decision-making process encompassing 
product planning and development, pricing, 
promotion, and distribution, started to evolve 
in the 1950s and 1960s.  15,16   In biotechnology 
research, the managerial approach focusing 
on marketing activities as performed by 
companies has not been widely adopted. 
Instead, the main emphasis has been on the 
impact and ethical issues of biotechnology 
products and their marketing. 

 Simultaneously with the adoption of the 
managerial approach to marketing in other 
industries, the concept of marketing has 
also been given different meanings depending 
on the context. Accordingly, consumer 
marketing, business-to-business marketing, 
non-profi t marketing and relationship 
marketing are considered distinct fi elds of 
marketing with their own goals, activities 
and practices. High-technology marketing, 
which is often connected to science-based 
companies, such as biotechnology, is based on 
the notion that technological advancements 
give birth to products and markets that differ 
in their characteristics from traditional markets 
and, hence, a different type of marketing is 
needed for them.  17   

 Some of the changes in marketing can be 
detected in new organisational types,  15   one 
example being biotechnology, where the 
basic science origin and the link between 
academic research and business make it 
different from other industries. Since 1980, it 
has been possible for academics to establish 
companies, although retaining their academic 
positions. Many biotechnology companies are, 
therefore, small university spin-outs led by 
scientist-managers.  18,13,11   This has caused an 
increase in the interaction between academic 
research and business development.  19   
However, it has also been argued that the 
dual role of the scientist-managers as 
academic researchers and business managers 
is not unproblematic and that the problems 
are related to the lack of business success. 
Accordingly, Houston  20   claims that:  ‘ Being a 
marketer is a role, and marketers, like other 
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 Hermans and Luukkonen  25   conclude in 
their survey that research spin-offs have less 
full-time marketing people compared with 
companies in other businesses. They also 
found a small number of biotechnology 
companies that had no marketing expertise 
at all. Insuffi cient business experience and 
underdeveloped business ideas were also 
problems for all companies in their study. 
The survey made by Hermans  et al    23   shows, 
however, that the CEOs of biotechnology 
companies have on average 10 years of 
business experience and, in addition, some of 
the personnel have more specifi c marketing 
expertise. Tahvanainen  26   further suggests that 
for entrepreneurial academic spin-offs, the 
most critical challenge is the shift from the 
technology-oriented path towards the more 
market-oriented path. However, we would 
like to point out that the shift toward the 
more market-oriented path does not only 
require acquiring business skills but also 
fi nancial resources which might be a problem 
for small biotechnology companies. 

 Much of the prior research on 
biotechnology marketing is survey-based. 
Accordingly, the data is collected with 
structured or semi-structured questionnaires 
and it is analysed with quantitative methods 
aiming at an outsider view of the business 
from the viewpoint of the researchers. 
Furthermore, the questionnaires have been 
designed on the basis of what is known about 
marketing in other businesses and industries. 
In most cases, the fi ndings have been 
compared with knowledge of other industries 
as well as with knowledge provided by 
marketing text books. The specifi city of the 
biotechnology business and, particularly, the 
intertwined nature of business and science 
have not been adequately taken into account, 
which we suggest is a major problem in prior 
research.   

 The Specifi city of Biotechnology 
Marketing 
 Some research tries to elaborate on the 
specifi city of the biotechnology business. 

people, carry more than one role at a time. 
When the roles of marketer and producer are 
vested in the same person, it is not unusual 
to see confl icting goals ’ . Theodore Levitt  21   
based his idea of Marketing Myopia on these 
kinds of confl icting goals. He argued that 
some industries cherish the illusion that an 
innovation or a superior product will always 
sell itself. He also argued that in high-tech 
industries, marketing is primarily understood 
as selling and more sophisticated marketing 
processes are ignored. Davies and Brush  22   
further suggest that although the high-tech 
industry ’ s myopic preoccupation with 
technological superiority might have served 
well in the past, several factors related to 
industry evolution mandate the need for 
more sophisticated marketing strategies.   

 Defi ciencies in Biotechnology 
Marketing 
 Prior research indicates that many 
biotechnology companies have no business 
plans and their cooperative activities are 
poor.  13,23   Therefore, it is no surprise that Yim 
and Weston  24   argue that there is a strong 
demand particularly for bioentrepreneurs with 
managerial, sales and marketing skills; skills in 
forming strategic alliances with partners; and 
skills in securing capital for the company. The 
study of Costa  et al   13   revealed that particularly 
science-based companies whose entrepreneurs 
or directors had a research background 
experienced diffi culties in marketing. The 
diffi culties were related to the lack of both 
managerial and marketing capabilities and the 
main problem was to defi ne the scope of the 
business. Furthermore, Costa  et al   13   found 
defi ciencies in strategic marketing as well as 
marketing implementation in areas such as 
market research, identifi cation of competitors 
and specifi c customer needs and product 
differentiation and positioning. They 
conclude, however, that companies starting up 
with limited marketing and management skills 
strive to obtain missing skills and develop new 
competencies. 
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Rajam ä ki  27   introduces some features of the 
biotechnology business, which can shift 
marketing into a different direction compared 
to other industries. First, the uncertainty 
about whether the technology will work as 
expected is one of the key characteristics of 
the biotechnology business. Secondly, the side 
effects or unpredicted limitations of use 
emerging after the product has been launched, 
can cause a shutdown of an entire product 
line or cut down the estimated market 
potential. Thirdly, a biotechnology product ’ s 
life cycle can face a premature death because 
of the challenges originating from market 
uncertainties and from the lacking capability 
of a small company to nurture the existing 
product line. The fourth issue is the threat of 
obsolescence, which is high in a market 
where new innovations are introduced at a 
rapid rate. The fi fth issue concerns the 
capability of protecting intellectual property 
rights. Finally, these challenges make it 
diffi cult to estimate the size of the potential 
market in biotechnology. In addition, 
Renko  14   suggests that young and small 
biotechnology companies may be different 
from other similar companies because they are 
not  ‘ naturally ’  exposed to market knowledge 
during their fi rst years of operation. She gives 
two reasons for this: fi rst, young and small 
biotechnology companies may focus totally on 
science-driven R & D activities and secondly, 
they do not have any products on the market 
during their fi rst years of operation. 

 When assessing marketing orientation of 
biotechnology entrepreneurs with qualitative 
data from the United States, Renko  14   further 
found that, although biotechnology fi rms may 
also exhibit market-oriented behaviors, these 
are not similar to the kinds of market-oriented 
behaviors suggested by marketing literature. 
This raises a question whether there are 
defi ciencies in the marketing competence of 
biotechnology companies, or biotechnology 
marketing remains unidentifi ed with the 
research approaches, methodologies, and data 
used in earlier studies. Renko  14   provides one 
example of a study relying on qualitative and 

interpretive methodologies in the study of 
biotechnology marketing. In this paper, we 
also adopt a novel qualitative methodology 
combining the insider and outsider views 
in the study of marketing in Finnish 
biotechnology companies. The main point of 
our approach is to start from the inside, that 
is, from the meanings that the scientist-
managers attach to biotechnology marketing, 
and then move on to combine this with an 
outsider view of the researchers.    

 FIVE CASES OF 
BIOTECHNOLOGY 
MARKETING  

 Methodology 
 The research approach, which aims to 
understand the world of marketing in 
scientifi c terms, is called the outsider, or etic 
view.  28,29   The outsider approach assumes 
that theory and constructs are universal and 
applicable across countries, industries and 
companies. When studying biotechnology 
marketing with an outsider view, the research 
interest lies in the question: how do 
researchers as outside observers explain what 
marketing is in biotechnology companies? As 
a critique to the outsider approach, it has 
been argued that constructs are not expressed 
in the same way in different socio-cultural 
contexts and therefore, an insider, or emic 
view is needed (for example, Agar  28  ). The 
insider approach is concerned with the world 
of the people involved in marketing within a 
certain socio-cultural context such as the 
biotechnology sector.  30   When studying 
biotechnology marketing with an insider 
view, the research interest lies in the question: 
how do the members of the biotechnology 
sector explain what marketing means for 
biotechnology companies? Several researchers 
suggest that instead it is fruitful to combine 
the insider and the outsider views.  28,29   
Accordingly, we begin with an insider view 
focusing on how scientist-managers of 
biotechnology companies defi ne what 
marketing means in their own company. 
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marketing activities and ways of organising, 
which are based on both interview and 
documentary data. The fi ve case descriptions 
are presented in section  ‘ Five Cases of 
Biotechnology Marketing ’ , and summaries of 
the key issues for each case are presented in 
 Table 1 . Thereafter, we offer a cross-case 
analysis focusing on differences and similarities 
among the cases. These are presented in 
section  ‘ Findings of the Case Analysis ’ .   

 Five Cases of Biotechnology 
Marketing 
 In this section, we describe how marketing is 
defi ned, performed and organised in fi ve small 
biotechnology companies. Defi nitions of 
marketing given by the scientist-managers are 
direct quotations from their speech (within 
single quotes). 

  Case 1 : Biotech Ltd. is a privately held 
company which was founded in 2001 and 
works in close collaboration with a university 
medical research centre. The company offers a 
platform for the simulation of biological 
research as well as a platform for  in vitro  
studies including software for data 
management. The company employs scientists 
from medicine, molecular biology, physics, 
computer science, electrical and mechanical 
engineering, and the number of personnel was 
40 in 2007. When asked about the marketing 
activities of the company, the CEO said:  ‘ I do 
not understand the question  …  We contact 
potential customers directly  –  maybe this is 
the best way to describe it ’ . An essential piece 
of information on the company web pages is 
a list of international conferences and trade 
fairs in which the company scientists present 
their achievements as well as a list of 
international projects that the company is 
involved in. In 2008, for instance, the 
company planned to attend eight international 
conferences and trade fairs worldwide. 
Furthermore, the scientists of the company 
regularly publish scientifi c articles in academic 
journals. The web pages further indicate that 
the founder-CEO of the company maintains 

Thereafter, we proceed by adding the outsider 
view to the analysis. 

 Because the Finnish biotechnology sector 
does not exist as a branch in the offi cial 
statistical classifi cation,  31   we selected fi ve 
domestically owned companies from the 
register of the Finnish biotechnology industry 
association. We restricted our selection to 
young companies which already had a product 
or service on the market. Such young 
companies are at the point of company life 
cycle where they actively have to consider 
marketing activities, but are not yet committed 
to any certain type of marketing. The fi elds of 
operation of the selected companies were 
microbiology, drug discovery, production of 
genetic tools and analysis. More detailed 
description of each company ’ s fi eld of 
operation is given in the case descriptions later 
in this chapter. Company names and any 
information that might compromise the 
anonymity of the interviewees have been 
removed from the analysis. We interviewed 
the scientist-managers of the companies by 
phone and the interviews were recorded and 
transcribed. The interviews followed the idea 
of narrative and open interviews meaning that 
the interviewees were encouraged to speak 
freely and with as little guidance from the 
interviewer as possible.  32   In this spirit, we 
asked the scientist-managers to tell a story 
about marketing in their own company. 
Additional questions were asked to clarify 
some parts of the story. During the interview, 
the interviewer did not propose any defi nitions 
of marketing because the aim was to fi nd out 
what  ‘ marketing ’  means to the interviewees. In 
addition to the interviews, we have analysed 
the web-pages of the companies involved in 
the study as well as media articles concerning 
their operations. We have used this data to 
enrich the case descriptions. 

 In the analysis, we used the method of 
qualitative content analysis.  32   We fi rst wrote 
case descriptions for each company taking 
the defi nitions of marketing given by the 
scientist-managers as the main point of each 
case. Thereafter, we included descriptions of 
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research ties with several universities. Before 
starting as an entrepreneur, he worked as a 
lecturer and a group leader at a university and 
he still gives expert lectures in university 
courses as well as presentations in university 
seminars and more practical business events 
hosted by business incubators. In addition to 

the information of the scientifi c achievements 
and networks of the company, the web pages 
also describe the products and services 
provided by the company in great detail. 
  Case 2 : ContractResearch Ltd. was founded 
in 2000 to offer pre-clinical contract research 
services on a specifi c therapeutic area. The 

    Table 1 :      Biotechnology marketing defi nitions, activities and forms of organization 

        What does marketing mean for the 
company?  

    What marketing activities are 
performed?  

    How is marketing organized?  

      Insider view  
  Combination of insider and 
outsider views  

  Combination of insider and 
outsider views  

     Case 1   *I do not understand the question  …  We contact 
potential customers directly  –  maybe this is the best 
way to describe it   
 (Scientist-manager 1) 

 *Contacting customers  
 *Presenting at conferences and 
publishing in academic journals  
 *Giving expert lectures  
 *Gaining visibility through the 
company website 

 *Scientists performing most of 
the marketing activities 

     Case 2   *So it meant almost invariably taking the published 
articles that we had  …  directly to the pharmaceutical 
companies, actually to the scientists employed by 
those companies that were doing the same kind of 
work.   
 *  …  trying to create awareness at the larger scientifi c 
conferences  …  presenting scientifi c data that we ́ ve 
generated in our own laboratories and we present 
that to the community.   
 (Scientist-manager 2) 

 *Providing scientifi c reference 
lists  
 *Presenting at conferences and 
publishing in academic journals  
 *Gaining visibility through the 
company website  
 *Developing partnerships  
 *Informing and creating 
awareness of company’s 
capabilities, facilities and services  
 *Brand building 

 *Recruiting marketing experts 
to take care of some of the 
marketing activities  
 *Scientists performing some of 
the marketing activities 

     Case 3   * …  since we are dealing with such a special solution 
there is a lot of business to business communication 
involved.   
 * But at this moment we have not taken any general 
actions in a way that we would have started to build 
awareness based on this solution, so the next step 
would be the distribution channel and at the last 
phase, the consumers would be interested in this 
matter as well.   
 (Scientist-manager 3) 

 *Publishing customer news 
bulletin  
 *Giving interviews to the press  
 *(Company website) 

 *The marketing competence of 
the individual owners is used to 
perform marketing activities 

     Case 4   * …  this is more about informing in a way that we 
present our products among other companies at 
universities so that people would know what they 
could order.   
 * The resources of our owner companies are utilized 
among other things in mailing lists and such and also 
their visibility at business fairs is much utilized at their 
stands.   
 (Scientist-manager 4) 

 *Advertising  
 *Mailing campaigns  
 *Sponsoring  
 *Gaining visibility through the 
company website  
 *University visits 

 *Outsourcing some of the 
marketing activities  
 *Using owner companies ’  
marketing expertise to perform 
some of the marketing activities  
 *Scientists performing some of 
the marketing activities 

     Case 5   *Right from the start we have hired experienced sales 
and marketing personnel   
 *  …  so we have contact networks also outside Europe 
where there are people who operate in our business 
fi eld and have worked for similar companies so they 
have a lot of experience and contact networks with 
these customer companies.   
 (Scientist-manager 5) 

 *Communicating with marketing 
experts outside the company  
 *Presenting in conferences  
 *Gaining visibility through 
company website  
 *Building and maintaining 
network relationships with the 
scientifi c community 

 *Recruiting marketing experts 
to take care of some of the 
marketing activities  
 *Scientists performing some of 
the marketing activities 
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the fi rst few years of operation the 
entrepreneur himself acted as the sales and 
marketing person for the company. During 
the past 5 years, the situation has changed and 
the company has put special emphasis on 
strengthening the sales function. The role of 
the new owners has been crucial in terms of 
this development. When asked about what 
marketing means to the company, the 
scientist-manager tells that  ‘ since we are 
dealing with such a special solution there is a 
lot of business to business communication 
involved  …  . But at this moment we have not 
taken any general actions in a way that we 
would have started to build awareness based 
on this solution, so the next step would be 
the distribution channel and at the last phase 
the consumers would be interested in this 
matter as well ’ . During the past couple of 
years, the company has attracted new owners 
who operate in and have expertise on the 
customer and partner interface. The new 
owners have even helped in operative sales 
and marketing tasks because they have strong 
experience in marketing. 
  Case 4 : Special Compounds Ltd. is a 
micro-company, which was established by 
other companies in 2004. The production 
facilities are located on the university campus 
in a business incubator. The company 
employs two full-time experts: a production 
chemist and a production engineer. The 
turnover of the company was around 300 000 
euros in 2007. The company operates in the 
fi eld of biochemistry producing special 
compounds for the needs of research 
organisations and industrial manufacturers. 
The production of the compounds is highly 
automated. The orders are placed on the 
company website or via e-mail. The order 
information is electronically transmitted in 
the synthesis equipment which then produces 
the compound for cleaning and analysis. The 
produced compounds can be synthesised, 
cleaned and delivered in a form that meets 
the special needs of each customer. When 
asked about marketing, the scientist-manager 
tells that  ‘  …  this is more about informing in a 

number of personnel is 30 of which 26 are 
scientists and 4 administrative personnel, 
and the company turnover was around 
900 000 euros in 2007. According to the 
scientist-manager interviewed, all companies 
in the business are heavily dependent on the 
prestige and connections that the founder-
scientists have with pharmaceutical companies. 
When ContractResearch Ltd. started, a big 
problem was the fact that the founder-
scientists did not know anybody employed by 
the pharmaceutical companies. Therefore,  ‘  …  
we needed really quickly to rely on the 
scientifi c reference list that the scientist had 
done before  …  . So it meant almost invariably 
taking the published articles that we had  …  
directly to the pharmaceutical companies, 
actually to the scientists employed by those 
companies that were doing the same kind of 
work ’  .  He further emphasises that they are 
 ‘  …  trying to create awareness at the larger 
scientifi c conferences  …  presenting scientifi c 
data that we ́ ve generated in our own 
laboratories and we present that to the 
community ’ . The company publishes a 
monthly white paper on their website 
presenting the research that they have done 
and extensive scientifi c reference lists are 
downloadable on their web pages. The 
scientist-manager sees that the next step is to 
create partnerships with pharmaceutical 
companies and connect the work done in 
ContactResearch Ltd. with their strategies and 
research programs. He also emphasises that the 
company needs to develop a recognisable 
brand. 
  Case 3 : BioSolution Ltd. was established in 
2001 and it fi rst operated in facilities located 
on the university campus. Later on, the 
company moved to a business park hosting 
technology-intensive companies. The business 
idea developed by the entrepreneur-owner, 
who is an engineer, focuses on offering a new 
kind of hygiene solution for the food-
processing industry. The company employs 
two people full-time and the turnover 
was around 100 000 euros in 2007. The 
interviewed scientist-manager tells that during 
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way that we present our products among 
other companies at universities so that people 
would know what they could order. Because 
of the small size of the company, most 
marketing activities have been outsourced. 
However, the resources of our owner 
companies are utilized among other things in 
mailing lists and such and also their visibility 
at business fairs is much utilized at their 
stands ’ . The company is also involved in 
small-scale sponsoring. In addition, they pay 
visits to university campuses along with other 
companies and inform other scientists about 
their products. 
  Case 5 : Platform Technologies Ltd. was 
founded in 2002 based on the collaboration 
between a Finnish university and a 
government research institution. The 
company offers a platform which enables the 
automation of certain tasks of  in vitro  research, 
which were earlier handled manually. The 
company employs seven people and the 
turnover in 2007 was around 600 000 euros. 
The owner-manager tells that  ‘ Right from the 
start we have hired experienced sales and 
marketing personnel ’  .  When asked about how 
they defi ne marketing, the scientist-manager 
emphasises that their marketing experts  ‘  …  
have contact networks also outside Europe 
where there are people who operate in our 
business and have worked for similar 
companies so that they have a lot of 
experience and contact networks with the 
customer companies ’  .  Through the contact 
networks of their marketing people, the 
company has access to more specialised 
marketing experience of other experts and can 
also gain contacts to potential customers. The 
website of Platform Technologies Ltd. shows 
that also this company is active in building 
and maintaining network relationships with 
the scientifi c community. The employees 
of the company participate actively in 
international conferences. In 2008, they 
plan to participate in seven international 
conferences in Europe and USA. In addition, 
they have published several white papers on 
their research results on their website.   

 Findings of the Case Analysis 
  Table 1  shows a summary of the main 
fi ndings of the case analysis. The defi nitions 
of marketing given in the fi rst column 
of  Table 1  are direct citations from the 
scientist-managers. The second column 
presents a summary of marketing activities 
performed by each company, the analysis of 
which is based on the accounts of the 
scientist-managers combined with the data 
from the company websites and the media 
articles. The third column presents a 
summary of the key issues concerning the 
organisation of marketing, the analysis of 
which is also based on the accounts of the 
scientist-managers combined with the data 
from the company websites and media 
articles. 

 The analysis of the cases shows that the 
defi nitions of marketing given by the 
scientist-managers are not very extensive, but 
they vary to some extent. At one end, the 
scientist-manager has diffi culties in 
understanding the question while at the other 
end he gives a detailed description about what 
marketing is in his company and a justifi cation 
for why it is so. As argued by the scientist-
managers, variation in defi nitions and activities 
is related to the nature of the product / service 
offered and the size and age of the company 
as well as the fi eld of operation, for example, 
diagnostic, therapeutic, tools and so on. 
Overall, it can be said that the biotechnology 
companies of our study perform, to a varying 
degree, generic marketing activities such 
as advertising, promotion, sponsoring 
distribution, branding and business-to-business 
communication. Furthermore, it seems 
that marketing is not only about selling as 
suggested by Levitt.  21   Also, the organisation of 
marketing has many forms and marketing 
tasks can be performed by any of the actors in 
the company, including the owners. In 
addition, some of the marketing activities can 
be outsourced. 

 Despite the diversity in marketing activities 
and organisation forms, there is one specifi c 
issue that is common to all companies of our 



 Eriksson and Rajam ä ki 

© 2010 Macmillan Publishers Ltd. 1462-8732 Journal of  Commercial  Biotechnology Vol. 16, 2, 98–108106

science marketing besides, or even instead of 
generic marketing. However, the fi ndings do 
not confi rm that there is a serious lack of the 
use of expertise in generic marketing. In all 
cases, the companies utilise the generic and 
science marketing expertise of many people 
including the scientist-managers, individual 
owners and company owners, scientists as well 
as marketing professionals and experts both 
within the company and outside of it. 
Therefore, the tendency of prior research (for 
example,  25,23  ) to focus on the question of 
whether the companies have hired full-time or 
part-time generic marketing experts tells only 
one part of the story concerning marketing 
competence in a small biotechnology company.    

 CONCLUSIONS AND 
PRACTICAL IMPLICATIONS 
 Although prior research has investigated how 
a pre-defi ned idea of generic marketing (as 
presented in text books and other marketing 
literature) has been adopted in biotechnology 
companies, we have produced new 
knowledge about how biotechnology 
marketing is defi ned from the inside. On the 
basis of our fi ndings, we argue that science 
marketing is a relevant part of biotechnology 
marketing and should be studied in more 
detail. The same argument may apply to other 
science-based businesses. 

 As a conclusion, our study has shown that 
taking the insider view on biotechnology 
marketing is a method that has the potential 
of giving new information on what is 
considered relevant by the actors of the 
business. However, based on our fi ndings we 
also argue that a combination of the insider 
and the outsider view has good potential of 
producing new knowledge. When the 
outsider view is adapted the researcher 
examines marketing of biotechnology 
companies by comparing it into theoretical 
knowledge and companies operating in other 
industries. When the outsider view is 
combined to the insider view, that is the view 
of practitioners in the fi eld, we have an 
approach that considers the practitioners ’  view 

study. When asked:  ‘ what does marketing 
mean in your company? ’  the scientist-
managers talk extensively about the 
relationship of their company and its key 
people with other researchers and the 
scientifi c community in their fi eld of research. 
This indicates that besides, or even instead 
of, marketing as described in marketing 
literature (for example, sales, advertising, 
business-to-business communication, 
sponsoring, brand building), which we call 
 generic marketing , the scientist-managers also 
talk about other types of science-related 
activities which they consider highly relevant 
in biotechnology marketing. We call these 
activities  science marketing . In all fi ve cases, 
science marketing means gaining and 
maintaining visibility, a trustworthy status, and 
expert reputation within the scientifi c 
community, which is responsible for 
developing the scientifi c knowledge used in 
the business. Therefore, science marketing is 
targeted towards the scientists working in the 
academia as well as in the business companies. 
The key activities of science marketing 
include publishing in academic journals, 
presenting at scientifi c and professional 
conferences, compiling reference lists, getting 
cited, and informing about all this in the 
company web pages and printed brochures. 
The scientist-managers argue that because of 
the science-base of the biotechnology 
business, science marketing has a direct link to 
the image, reputation and trustworthiness of 
the company. On the basis of these fi ndings, 
we suggest that science marketing should be 
considered a relevant and legitimate activity, 
which is specifi c to biotechnology companies 
as well as to other science-based businesses. 

 On the whole, we argue that our fi ndings 
do not tell primarily about lacking effort and 
competence in marketing as described in prior 
literature.  13,23,25,26   From an insider viewpoint, 
the fi ndings tell more about the commitment 
of the management and the owners to develop 
marketing in a way that they see fi t for the 
company in question. For the companies of 
our study, this means considerable focus on 
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in relation to wider theoretical and practical 
knowledge of marketing. By combining the 
outsider and insider views, the understanding 
of biotechnology marketing of practitioners as 
well as researchers increases. 

 The results of our study have some 
theoretical, methodological and practical 
implications. First, we suggest that qualitative 
research and, in particular, the combination of 
the insider and outsider views is a fruitful 
method for the identifi cation of conceptual 
and practical diversity and context specifi city 
of biotechnology marketing. In particular, we 
suggest that more research should take an 
insider view, which has the potential of 
identifying context-specifi c constructs used by 
the practitioners. In this way, these constructs 
could be used to both enrich and challenge 
theoretical discussions about biotechnology 
marketing. 

 Second, our message to the managers of 
biotechnology companies is that it is both 
relevant and legitimate to acknowledge the 
role of science marketing in the operations of 
biotechnology companies and to consider 
how science marketing can be combined 
with generic marketing in a fruitful way. 
Acknowledging the existence of the two 
forms of marketing should also be of assistance 
when considering how marketing can be 
organised and how marketing competence can 
be developed further. 

 Third, our study gives reason to expect that 
generic marketing and science marketing are 
closely intertwined processes in biotechnology 
companies. For instance, they can be 
performed by the same people. Therefore, we 
suggest that studying the relationship and the 
dynamics of these two types of marketing in 
more detail would generate better knowledge 
on biotechnology marketing for both 
researchers and practitioners.        
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