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Segmented Intermediation. Advice Concepts
in German Financial Services
Karoline Krenn ∗
Abstract: »Segmentierte Vermittlung. Beratungskonzepte im deutschen Finanzdienstleistungsbereich«. This article focuses on classification as an ordering component in the intermediation between production and consumption in
markets. Classifications and corresponding categories build the cognitive infrastructure for engagements in production, distribution, and employment and
consumption. In this article I emphasize the discriminating aspects of segmentation resulting from social grouping along categories. Segmentation structures
the allocation of resources by means of access restrictions and distribution
mechanisms among other things. Empirically, I explore the access to the clientorientated advice of private clients in the context of financial services. Interview data suggests that advisers of “high net worth” clients are able to maintain their client-orientation against organizational constraints. As remarkable
as this finding is, it also shows that segmentation leads to adverse consequences
regarding access to client-oriented advice. Opening up financial advice to lower
income groups is far away from implementing consumer pre-eminence. The
theoretical contribution of this article is to confirm the potential of market
classifications for the study of market intermediation, which will be elaborated
in a prospective research agenda.
Keywords: Market intermediation, market segmentation, financial advice, social
inequality.

1.

Introduction

This article1 contributes to the subject of market classification by framing it as
a problem of market intermediation. My interest lies in finding out how financial advisers conceptualize intermediation between financial products and
clients. Thereby I am particularly concerned to what extent the segmentation of
∗
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bank clients influences the service relation between advisers and their clients.
While Fourcade and Healy (2017 [2013]) look at the effects of digitized classifications for the consumer credit market, my own focus is on “old style” classic
categories (economic value) and the access to good investment advice. Financial advice services trade in the relational promise of good advice about financial investment. My findings will discuss varying treatment of customers according to their market segment. In doing so, the article looks at how
classifications affect market actors (see also Chiapello and Godefroy 2017, in
this HSR Special Issue). I relate testimonials from advisers on this intermediation to different segments and discuss to what extent segmentation practices in
the financial service industry contribute to the reproduction of pre-existing
social hierarchies through an unequal access to financial knowledge and a
systematic exclusion from opportunities. In other words, this article looks into
the effects of classification, i.e. segmentation, for the intermediation between
production and consumption in the moment of trade. Thereby, I hope to contribute to a better understanding of the challenges in the financial advice field.
Finally, my aim with this article is to push forward the empirical study of market intermediation as such.
Private clients in the financial service industry are (as is quite common for
market consumers) subjected to organizational classifications (Lazarus 2012).
Segmentation criteria are the profitability and “net worth” of the customer base
(Storbacka 1997). More or less in all three German bank types (commercial
banks, savings banks, and credit unions), clients are divided into a retail segment and a private wealth segment. This segmentation is a key element of a
neo-liberal re-structuring process of finance that started in Germany in the late
1980s (Haipeter and Wagner 2007). By following this novel cognitive infrastructure, banks carried out a shift from a client- to a market- and salesorientation.
The role of market segmentation is easy to understand when we look at it as
a driver of market dynamics. As an ordering force it affects market-making.
Segmentation operates with classification systems and with the categories they
provide, which are considered to have an order-producing role (Douglas 1966).
They build the cognitive infrastructure for production, distribution, employment and consumption along the supply and production chain (Desrosières and
Thévenot 1979; White 1981; DiMaggio 1987; Bourdieu 2005; Zhao 2005;
Desrosières and Thévenot 2005 [1988]; Zhao 2008; Fourcade and Healy 2017
[2013]). Moreover, market segmentation is strongly connected to market expansion, as it is often related to new products or services. Marketing introduced
it as an alternative to mass-customization and a tool for individualized targeting
of consumers (Smith 1956). In the case of financial advice services in Germany, bank manuals for investment advice portray the creation of a retail segment
as opening up the access to financial planning for the lower income classes
(Dexheimer, Schubert and Ungnade 1988). Nevertheless, the marketing literaHSR 42 (2017) 1 │ 124

ture tells us that client segmentation in banks is a strategy based on profit expectations (Storbacka 1997; Machauer and Morgner 2001).
Drawing on the value-orientated sociology of markets (Aspers 2011; Aspers
and Beckert 2011; Beckert and Musselin 2013) and conventionalist literature
(Bessy and Chateauraynaud 1995; Bessy and Eymard-Duvernay 1997; Bessy
and Chauvin 2013; Diaz-Bone 2015), I use market classifications as the lens to
highlight the social practice of intermediation between the spheres of production and consumption in the field of financial investment advice for private
clients.
In this article, I will proceed as follows. First, I will look at theoretical approaches to market valuation and discuss the role of market intermediation.
Second, I will outline my research perspective on financial intermediation.
Then, I will contextualize client segmentation as an element of wider institutional changes in the German financial service sector. This is followed by a
short section on method and data collection followed by my empirical findings
from interviews about how financial advisors conceive their advisory role. In
the discussion I evaluate my findings and draw conclusions about the social
underpinnings of the knowledge production relation between advisers and their
clients in financial services. The article ends with suggestions for opening up a
new research agenda on the intermediation of production and consumption
through market classifications.

2.

Towards a Sociology of Market Intermediation

Recent approaches in market sociology explain the order in a market by looking at what is valued (Aspers 2010; Karpik 2010; Beckert and Aspers 2011).
Valuations clarify what (or who) markets are about. Thereby, quality construction is based on classification systems and the attribution of qualities to categories or classes (Beckert and Musselin 2013), which makes market classification
a central topic in these theories. Classification is a concept used in different
literatures with varying meanings (see also Krüger and Reinhart 2017, in this
HSR Special Issue). In its sociological origins, the concept of classification
refers to a cognitive system of social representation (Durkheim 1915; Durkheim and Mauss 1963) providing categories to sort and group entities (Douglas
1966, 1986). Two features that I am going to take up again in the next section
are especially relevant: first, classifications are instruments of distinction
(Bourdieu 1984) and boundary-marking (Tilly 2005), and, second, categories
have a tendency to naturalize themselves (Thévenot 1984; Bowker and Star
2000). Just for conceptual clarification, segments are, just like classes, an outcome of classification practices (see Chiapello and Godefroy, as well as Prid-
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more and Hämäläinen 2017, in this HSR Special Issue).2 Thus, segmentation
describes a grouping of actors or goods in markets at the end of a chain of
market classifications, which comes into existence when the cognitive infrastructure (Desrosières and Thévenot 1979; White 1981; DiMaggio 1987; Bourdieu 2005; Zhao 2005) of a market order (Hayek 1973; Aspers 2010) turns into
an organized infrastructure. This happens in the labor market (Beckert and
Zafirovski 2011) in relation to the quality of goods (Eymard-Duvernay 1989)
and in marketing (Kotler 1989; Blecker and Friedrich 2006; Piller 2006). And it
is exactly what Fourcade and Healy (2017 [2013]) call “within-market classification”.
A market order solves the central problem of coordination in markets
(Beckert 2009). The shaping of this order requires an active engagement with
many actors involved: producers, marketing agents, retailers, consumers, and
different types of intermediaries. How are goods and products brought together? How is a certain group of products connected to a particular group of consumers? The standard link between production and consumption is the market
itself. Former approaches in the sociology of markets stress the structure and
social organization of markets, the role of networks and institutions (Swedberg
2005) against the economist assumption that prices alone steer markets. Trade
and exchange are theorized through the distinction between buyer and seller
roles, the individualistic presumption of actor motives, embedded trust relations or as regulated by institutional arrangements such as property rights (Aspers 2010). The main strands in economic sociology deal with interconnected
markets in industries, the coordination along the production chain and differentiation of producer markets (White 1981). However, this picture appears incomplete unless market intermediation is included as a dynamic engagement
bridging the spheres of production and consumption particularly if we regard
the construction of quality in markets (Beckert and Musselin 2013). What approaches do we find towards such a sociology of market intermediation?
Perceiving (quality) uncertainty as information problem, one could first
think of intermediation as the brokerage of information. However, structural
approaches discuss brokerage as a strategic tool (Burt 1992, 2005), but seldom
as a practice that bridges the production and the consumption sphere. Here,
there has been groundbreaking literature from the conventionalist approach
(see also Diaz-Bone 2017, in this HSR Special Issue), which sets a special
focus on intermediaries and their qualitative brokerage role in the process of
economic coordination (Bessy and Chateauraynaud 1995; Bessy and Chauvin
2

The sociological literature on classification is rather negligent of segmentation as a classification practice of its own. Prospectively, my view on segmentation as a classification outcome could be easily integrated into the systemization by Krüger and Reinhart 2017 (in this
issue) either as element of a valuation infrastructure or as additional sixth building block of
valuation.
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2013; Diaz-Bone 2015). This literature argues that intermediaries shape markets by engaging in valuation (Bessy and Chauvin 2013). Beside the labor
market and the question of recruitment (Bessy and Eymard-Duvernay 1997)
this literature examines in particular the field of finance and financial market
coordination (Orléan 2014).3 The social engagement in valuation is used as a
conceptual link for the social organization of the market exchange. On this
view, the downstream end of market flows, the interface between producers
and consumers, is more than a simple “yes” (= buy) or “no” (= don’t buy)
decision. One way of explaining consumer decisions is regarding choices as a
kind of judgment, mediated by judgment devices (Karpik 2010). In the context
of the mediation of quality-uncertain goods the relation between consumer
needs (or wants) and qualities of products is discussed as the individualization
(Callon, Méadel and Rabeharisoa 2002) or singularization of goods (Karpik
2010). From this direction, we see the first steps towards a sociology of trade
(Cochoy and Dubuisson-Quellier 2000; Cochoy and Grandclément 2005; Karpik 2010). Most other approaches to consumption have a much more constricted perspective.4 Sociology of consumption focuses on status, habits, styles, and
social milieus (Veblen 1899; Bourdieu 1984). Consumer culture studies analyze how households are categorized by their consumption behavior (Lunt and
Livingstone 1992). In marketing research, the probing, partitioning and prioritizing of consumer segments are individual strategies for positioning goods and
services (Kotler 1989; Piller 2006).
Apart from my impression that a systematic investigation on bridging production to consumption is just about to start, a weakness of the existing theory
of intermediation is negligence of its relational pattern. Role and norm conflicts
arising from the in-between situation of intermediaries have not yet been sufficiently incorporated into the literature. In consumer markets but also in other
interfaces of production and consumption, a core problem of intermediation
lies in coordinating a frame of evaluation (Boltanski and Thévenot 2006) to
determine what the quality of a product consists in. Intermediation is a bidirected relation embedded in a market infrastructure (culture, law, and organizations). Engagements in the attachment and translation of qualities, in the
3

4

The sociology of finance takes a general interest in the intermediation of information (Knorr
Cetina and Preda 2005). There we find studies on trade in the bond market which focus on
opportunistic behavior of traders (Abolafia 1996), on the trading floor as social space
(Beunza and Stark 2005; Hassoun 2005) and on intermediaries as evaluators (Rona-Tas and
Hiss 2011) among other things. The prominent role of valuation in financial markets is explained by the circumstance that those markets are very sensitive to meeting legitimate
categories in role performance (Zuckerman 1999). Zuckerman shows how the audience as
third party acts as critic and mediates financial markets. A recent contribution is Orléan’s
work on the social forces producing value in finance (Orléan 2014).
As another exception, debates on the prosumer (Ritzer 2015) as a portmanteau of producer
and consumer need to be mentioned here. This study also points to the necessity of a systematic inquiry on the social foundations and structures of trading as social interaction.
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matching of supply and demand are directed upstream to the production as well
as downstream to the consumption side. Bringing a relational perspective on
this triadic structure spots “ties that torture” behind intermediation (Krackhardt
1999). My contribution aims at identifying the conflicting social obligations
connected with intermediation. A thorough and systematic inquiry is pending
to look at interactions and spaces in which this conflict is processed. I don’t
want to give the impression that I could achieve this task within this article.
Nevertheless, I want to contribute to this endeavor by discussing the example
of financial advice.
This article brings a fresh theoretical focus to the debate by taking into consideration the following: considering the ordering power of market classifications it is plausible to assume that classifications are the key to understanding
conflicts in intermediation as well. Accordingly, the theoretical interest of this
article lies in exploring how the differentiation in actor segments affects market
intermediation. In other words, it is about distinctions made between single
market segments in the eye of the intermediary.

3.

Financial Services as (Segmented) Market Intermediation

The service industry is an interesting field to study market intermediation. Not
only is service regarded as a hybrid activity blurring the boundaries of production and consumption (Du Gay and Salaman 1992), service organizations uphold a tension between conventions of coordination because of the impact of
human relations (Thévenot 2001).5 The case of German financial services is all
the more unique due to the shift from client- to market-orientation this industry
went through in the late 20th century (next section). In the course of neoliberalization, the market expansion of financial products increased the need for
intermediation. Generally, with post-industrialism and with a growing information economy, knowledge-based services become a more important domain
of markets (Bell 1973; Castells 2010). In this particular case, product diversification and the growing complexity of financial instruments pose challenges for
the financial literacy of clients (Lusardi and Mitchell 2014). At the same time,
the participation in the financial market has turned into a key imperative of
contemporary lifespan planning of the middle classes (Langley 2008). Various
push and pull factors, such as the withdrawal of the welfare state and the expansion of personal pension plans, on the one hand, and the diversity of products on the other hand, make financial intermediation a non-trivial social interaction. Financial products don’t sell like hot cakes. Recent studies point to the
5

Thévenot (2001, 416) argues that a detachment from the domestic orientation, which is
based on relations and trust, is difficult to effect in the service industry.
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great significance of market intermediaries for the translation between product
and clients’ needs (Vargha 2011) and the different roles intermediaries might
take here (Lazarus 2012).
Financial advice services mediate market transactions between bank organizations and bank clients.6 In the typology of Bessy and Chauvin (2013), intermediaries may act as distributors, matchmakers, consultants or evaluators.
From an organizational perspective advisers are distributers. With respect to
mass-distribution as in the retail segment, intermediation means choosing a
valuation frame (Boltanski and Thévenot 2006). Financial advisers are also
matchmakers insofar as they aim at bringing supply and demand together.
These matches follow categorizations and advisers play a decisive part in the
use of categories, such as by expanding or restricting them. As consultants,
advisers act as “brokers of language” when they connect symbolic meaning and
material goods or groups of individuals (Bessy and Chateauraynaud 1995).
Accordingly, intermediaries contribute in various ways to the cognitive segmentation of markets (Bessy and Chauvin 2013).
It is important to notice the conflict of roles and norms underlying intermediation to understand the challenges of financial advisers. Looking at the interaction structure of this intermediation, there are two positions, an adviser who
is consulted as expert and a client who seeks to solve an investment problem.
By theoretical abstraction, the advice role describes an interaction aimed at
lowering the information asymmetry for the client regarding financial
knowledge. Actually, this fits the picture of informational brokerage. With
regard to the quality uncertainty of financial products advice giving involves
the ascription of qualities, which is based on varying legitimated criteria. On
the one hand, advice has a strong cultural connotation of disinterestedness
(Schützeichel 2004). Good advice is legitimated by the orientation towards the
client. On the other hand, the bank organization has a strong self-interest concerning the implications of advice for market actions. From this viewpoint,
advisers are sales distributers. Legitimated by employment contracts, good
advice follows sales objectives.
Having outlined these constraints on intermediation, I now want to specify
my research questions. I am asking how financial advisers translate these contradictory demands in their conceptualization of advice. And relating this to
market segmentation, I am interested in whether there are differences in this

6

The need for mediation applies only for markets where consumers have difficulties in evaluating goods (Zuckerman 1999). Consumer decision-making in market exchanges with low
complexity levels such as the purchase of bread rolls is likely to be routinized. Compared to
this example, the purchase of financial investment products is more complex, less likely to
be routinized and in many cases involves personal intermediation. This also makes it attractive for empirical investigation.
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translation between different market segments. By following these questions I
want to explore how segmentation affects market intermediation.
The driving assumption of my approach is that intermediaries not only contribute to segmentation, but that the sorting of clients into different market
segments affects the manner of intermediation. As findings for French banking
services show, valuation of clients and client segments affects the treatment
they receive when it comes to consumer credits (Lazarus 2012). If this also
holds for financial investment advice, this would also imply that market segmentation distributes access to financial knowledge and quality assessments
unequally, and thereby also very likely affects life-chances. For a better understanding of the classification practices and consequences involved I will address boundary criteria and naturalizations of boundaries.
What are boundary criteria in financial services? Drawing on marketing literature, we find several different ways to segment customers: “(1) segmentation based on combining relationship revenue and relationship cost, (2) segmentation based on relationship volume, (3) segmentation based on customer
relationship profitability, (4) segmentation based on combining relationship
volume and customer relationship profitability” (Storbacka 1997, 484). In other
words, boundary criteria are variations on profitability, which speaks against
the marketing literature that conceives market segmentation as implication of
increased consumer pre-eminence (Kotler 1989; Blecker and Friedrich 2006;
Piller 2006). We find such segments in a spatial separation of “low net worth”
and “high net worth” customers into special branch offices or sections. For a
discussion on the limitations of customer segmentation practices see Pridmore
and Hämäläinen (2017, in this HSR Special Issue).
The impact of segmentation depends on differences in the content of intermediation, which facilitate different market exchanges. Such distinctions have
benefits as well as negative effects. Starting with the former, segmentation
reduces complexity, provides orientation and focuses attention (Lounsbury and
Rao 2004; Schneiberg and Berk 2010). When targeting clients intermediaries
introduce a pre-selected range of products, whereby offers are tailored to group
data such as milieu-specific interests or resources available, which saves time
and information processing capacity (transaction costs). This is the idea behind
customized solutions. They simplify market coordination. Its ordering capacity
structures roles, makes activities predictable and stabilizes market relations
(Hayek 1973; Aspers 2010). On the other hand, there are also negative effects.
As already outlined in the introduction to this HSR Special Issue (Krenn 2017),
a look at the history of social measurement reveals its contingencies. It is tools
of measurement themselves that construct differences. Grouping does not just
follow natural variances, it is an interventional logic (Hacking 1983). Groups
are naturalized (Thévenot 1984; Bowker and Star 2000), which becomes relevant when evaluating the social impact of grouping. Arguing on basis of the
nature of subjects/objects serves as moral licensing or justification. The symHSR 42 (2017) 1 │ 130

bolic attribution of worthy behavior that resulted in the accumulation of capital
validates the idea of a natural grouping (by wealth), which is particularly critical because it legitimizes the systematic exclusion from opportunities, and
thereby reinforces the naturalization of categorical boundaries by segmentation.
Segmentation by wealth valorizes economic achievement. In a Durkheimian
reading, it reveals a homology between market classifications and the social
structure.7 There is even a stronger nexus. In cases where segmented practices
distribute investment chances unequally they contribute to the reproduction of
pre-existing social hierarchies. This is exactly what happens in the case of
credit ratings and moral devalorization described by Fourcade and Healy (2017
[2013]).
Client segmentation appears in an even more critical light when we turn to a
strand of marketing literature that discloses the motivational strategy behind it
(Storbacka 1997; Machauer and Morgner 2001). Segmentation is related to
customer relationship profitability. The textbook logic looks like this:
identify your target segment; describe the characteristics of the segment members; determine their needs as to the product that you are selling, adapt the
marketing mix components according to the segment’s needs, sell the products, get increased product profitability and thus increased profitability of the
firm. (Storbacka 1997, 479)8

However, this profit perspective stands in a sense in opposition to the common
belief in the fiduciary relationship between banks and their clients, a particular
element of the German tradition of client-oriented banking (Haipeter and Wagner 2007). This contradiction invites us to ask where this culture of profit
comes from. For this reason the next section discusses the institutional context
of segmentation and related job demands for advisers.

4.

Financial Intermediation: The German Context

Starting around the 1990s, Germany’s finance industry faced an institutional
shift from client- to market-orientation.9 Client segmentation is one of the key
elements of related re-structuring processes in the financial service sector (Hai-

7

8
9

In other market areas discussed in this HSR Special Issue (for example in the contribution by
Akos Rona-Tas 2017) we find classifications connected to market behavior such as credit
history. By these procedures, different classes of creditworthiness are morally justified
(Fourcade and Healy 2017 [2013]). But as the authors show, even in these cases the classified market behavior is strongly connected to pre-existing social hierarchies.
Storbacka (1997) also argues that this textbook logic oversimplifies the empirical phenomenon.
The market-orientation of the bank organization corresponds with a sales-orientation of
financial advisers. In the empirical part I will talk of sales-orientation instead of marketorientation because this terminology is closer to the interviewees.
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peter and Wagner 2007). To understand its impact, one has to set these shifts in
the context of a broader institutional change.
German banking is historically founded on family-managed private banks
and a tradition of long-term trust relations (Pohl 1982; Reitmayer 1999). With
rapid industrialization, universal banks became more important by the end of
the 19th century (Tilly 1986; Fohlin 2006). But universal banks also followed a
trust-based business strategy. Although most literature focuses strongly on corporate finance, client-orientation is a major characteristic of German banking.
After World War II, a tripartite structure of commercial credit banks, savings banks and credit unions was established. Regional market strategies and a
low level of concentration kept competition low and flexibility high (Baethge,
D'Alessio and Oberbeck 1999; Deeg 1999). From the 1980s on global financial
competition encouraged market expansion. The financial service industry in
liberal fore-runner nations had already identified the retail sector as a niche
(Moran 1991).10 Globalization and increasing competition also modified the
strategic orientation of commercial and saving banks in Germany from highly
regulated and bureaucratic to cost- and sales-oriented enterprises. More specifically it enforced a move from locally embedded compartmentalization to competition for segmental market share.11 The disembedding of trading activities,
the shift from owners and creditors to intermediaries and brokers, and the engagement in investment banking accelerated from 2002 on (Hardie and Howart
2009).
These market-driven transformations also upended the organization of financial services through a triple process of deregulation, increased rationalization
and technological change. New leitmotifs involved saving costs by outsourcing
services and by the use of new technologies as well as the segmentation of
clients and products (Kitay et al. 2007). Most noticeable were the introduction
of new delivery channels (e.g. ATMs), telephone banking and the employment
of information technologies in data processing. Haipeter and Wagner (2007)
however regard the segmentation of customers and products as the key element
of restructuring processes in Germany.

10

11

This has also to be seen in connection with structural changes in the organization of financial markets and their intrusion in additional societal spheres, discussed as financialization
(Knorr Cetina and Preda 2005; Krippner 2005; Windolf 2005; van der Zwan 2014). Liberal
market economies such as the UK were leading this process (Du Gay 1993). Changes for
Germany first of all affected corporate financing. The extent of change described in the literature varies from a profound liberalization (Regini et al. 1999) to a bifurcation between
old bank-based and new market-based mechanisms (Deeg 2005, 2009). Deeg’s analysis shows
that credit unions and savings bank maintained relational banking strategies with small and
medium enterprises; major changes applied predominantly to large private banks (ibid.).
On the general transition of the German system see Krahnen and Schmidt (2004) and
Streeck (2009). In contrast to them, Hackethal (2004) argues against convergence.

HSR 42 (2017) 1 │ 132

With regard to labor relations, job functions were divided, branch-networks
restructured (Baethge, D'Alessio and Oberbeck 1999), and hierarchically structured lifetime employment turned into fragmented careers with declining job
security (Regini et al. 1999). New forms of management and control were a
part of all this. Indirect governance mechanisms such as sales-based reward
systems were introduced (Voß and Pongratz 1998), but by the end of the 1990s
these were still the exception (Baethge, D'Alessio and Oberbeck 1999). Compensation by skill level and seniority was deeply rooted. The 2000s radically
changed this. Along with a steady process of deskilling and increasing constraints on advisers’ work autonomy, product offers were calculated by automated software systems (Shire 2005) which retrieved standardized products.
The literature also shows how these market-driven changes affected client
interaction. The German tradition of financial advice services included longterm relationships with clients founded on interpersonal knowledge and trust.
However, embedded relations were an obstacle to the novel sales culture which
set sales targets for branches, and, subsequently, for employees. In order to
redefine client interactions as “sales opportunities” (Baethge, Kitay and Regalia
1999, 10) a bank-driven mode of contact was introduced. As a side-effect,
clients alternated between advisers. Client selection tools were based on automated classifications along client profiles. Clients thereby lost sovereignty to
initiate the interaction (Korczynski 2001).12 The main objective of this shift in
control was the generation and management of demand for new financial products. The products in question range from ordinary securities to mutual funds,
stock trading accounts and various retirement products (Greenwood and
Scharfenstein 2013).
Until the 1990s, the shift away from a transaction-based organizational
model toward a sales-orientation had a strongly experimental character. But
nevertheless even at that early stage of the restructuring process three main
negative effects were identified: conflicting job demands (Moldaschl 2001),
paradoxical recognition requirements (Holtgrewe 2002), and threats to the
commitment and consent to the organization’s goals, especially through new
remuneration practices (Baethge, Kitay and Regalia 1999).
All these joint developments increase uncertainty for the intermediation of
production and consumption of financial products. It stands to reason to assume
that advisers following a sales-orientation resolve conflicting job demands toward
the production side. But is there still client-orientation despite organizational
constraints? And is there a connection to segmentation of clients? The aim of this
article is to investigate existing advice concepts in financial services empirically.

12

Frequently, call-centers acted as new delivery channels (Korcynski 2001; Shire 2005), but
call duties also devolved onto advisers.
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5.

The Empirical Study

In this empirical section I accomplish three things: After a short report on data
and method, I analyze how financial advisers reflect on the intermediation of
financial products and organize job requirements, and subsequently, in the
summary of findings, I make a suggestion about the extent to which their conceptualization of advice is connected to client segmentation.

5.1

Data and Method

In the following I will present qualitative interview data with nine financial
advisers collected in 2010 in Berlin.13 I applied a narrative interview approach
combined with problem-centered sections (Schütze 1977; Scheibelhofer 2008).
The narrative interview has been shown in the literature to be especially suited
for critical events or transformation processes (Holtgrewe 2009). The initiating
question invited financial advisers to narrate their professional biography and
their daily practice of intermediation. Interviews were recorded, transcribed
and coded. For the analysis, I applied content analysis (Mayring 2000). It must
be pointed out that interviewing has methodological limitations (Lamont and
Swidler 2014). There is no guarantee of a complete correspondence between
disclosed interview content and inner reflection, and the social desirability of
response behavior has to be considered. Also, the sample is small and not representative (Gerring 2011). Therefore, these findings can only have an explorative character. Nevertheless, the data gathered raises important issues and concerns about financial advice service, which are fruitful for the discussion on
(segmented) intermediation.

5.2

Empirical Findings: Advice Concepts in Action

Client-related activities in financial planning involve several steps: first contacting clients, then profiling their financial situation and making suggestions
13

The study is based on nine interviews with financial advisers who were or used to be employed in banks and had active client contact. In the selection of interview partners I aimed
for a field access that was as open as possible. Berlin-based bank branches from major private banks, credit unions and savings banks were personally approached to ask for their
participation in the study. Only in one case (Volksbank) did this actually lead to an interview. Another interview contact was generated by the trade union. And finally, I contacted
individual financial advisers through the professional social network XING according to their
job specification; this approach produced the remaining interviewees. Among the interviewees, four belonged to credit unions and savings banks, two of whom dealt with the segment
of wealthy clients. Five worked (or had worked) in private banks, one of whom was a freelance adviser still working at the premises of a private bank. Another one was on the job
market, and a third interviewee operated independently. All but one had received their
training before the 2000s, five of them in the 1980s or before. All but one were male.
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for financial products. And in the long run, financial planning involves the
maintenance of client-relations. Talking about these client-related activities
evoked a strong desire in interviewees to explain themselves. The way advisers
justified their practice revealed different orientations towards their conception
of “good advice.” It also incorporated their ideal of a client-adviser relation,
and it exposed various difficult aspects of their actions.
Interview data in this section illustrates that client-orientation among advisers
prevails in segments of wealthy clients. As outlined above, the adviser must
deal with conflicting job demands. On the one hand, there is a cultural claim of
disinterestedness. On the other hand financial advisers face organizational
objectives. When clients come to bank branches to receive recommendations for
their deposit or investment strategy, sales- and client-orientations run up against
each other. Situational factors delegate the resolution of this conflict to financial
advisers. In the following I will discuss different concepts of advice articulated by
advisers. Then I will put these concepts in the context of client segmentations.

Client-Orientation
It was a strong observation that client- and skill-orientation were still quite
pronounced for some of the interviewees. In cases of such an orientation I
found these aspects narratively rooted in the job-training period, which was
given an important role in these stories. The training period was cherished. One
adviser in his late forties who received his training in the 1980s said that his job
was taught as “a system of relations” (Int. 8, 708). The investment in training
was an essential asset of a bank that aimed at a satisfied long-term relationship
with clients (Int. 8, 266-9). This example is telling in another respect as well.
This interviewee resigned from his job because he could no longer stand the
contradictions between official rhetoric and management objectives in his bank.
The first critical issues in the accounts of client-oriented advisers began with
the measurement of contact rates and appointment times. These key management rules were rejected. Advisers described standardized contact activity in
accordance with a numerical regime, as for example during promotional campaigns, as opposed to the idea of a “good” advice practice. The following
statement (from a male adviser in his mid-forties, employed in a regional credit
union branch with a fixed salary) illustrates this quite well.
He who is a good adviser, doesn’t need exactly four weeks or six or eight
weeks, in which he is doing something, instead a good adviser does that all
year round. (Int. 2, 230-1)

The second issue concerning client-orientation is the assessment of the client’s
risk tolerance, which demonstrates the importance of intermediation. Electronic
client profiles use standardized scales and categories. The understanding of
these categories requires an individualized inquiry and interpretation, which in
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general happens throughout the first meeting. The following interview passage
makes this intuitively accessible.
What does risk-averse mean? You have to ask the client: what do you see as
risk-averse? […] or, what do you see as speculative? There are clients, […]
they tell me: ‘well, Allianz or Deutsche Bank, that’s not speculative. They will
never go bankrupt, they will still be around, even in a hundred years.’ There
are other clients, they say: ‘what, oh, nothing that speculative, no and never.’
(Int. 2, 891-6)

Among interviewees, client relations were uniformly perceived as shifting from
long-term, trustful, personal ties to short-term interactions. Adviser-client relations in earlier times were assessed as a profound personal tie. Back then, client
contact required more than one meeting and expanded over time. Its maintenance was highly valued among those interviewees. In contrast, the shift to
flexible client service policies was rejected because they didn’t allow any “intimate” relations to be built. Another reason introduced for long-term relations
was the character argument: A successful adviser-client relation was regarded
as a question of the “right match” of personalities (Int. 5, 356).
Accordingly, a third critical issue was the contrast between a (long-term)
client-service based on sound client-ties to a (short-term) selling orientation,
which is explicitly emphasized by the interviewee mentioned at the beginning
of this section, a male adviser in his mid-forties with a strong client bond:
If you want to make returns for your bank and be successful, this will only
work with a sound client relation. Otherwise it is pure selling, and I strictly refuse to do that. […] I hold up my hands and say ‘no’. About this issue I sometimes have problems with my employer because he sometimes has different
expectations of me. […] [B]ut I refuse. […] [M]y credo is that I want to be
able to look my clients in the eye in ten years’ time. (Int. 8, 105-11)

In this interview a good client-relation was not only a matter of reputation but
also regarded as a long-term profit strategy. It seems in this case that the trust
and profit aspects are not inherent opposites but partly entangled.
Another issue in this group was the stress on individual skill. Nearly all advisers explained that they are ordered to offer only a certain selection of mostly
home-brand products to clients, which is determined by the management beforehand and implemented in standard software. So there was a general awareness of constraints on product range. However, for some interviewees this was
a source of friction. These interviewees put an emphasis on their own expertise
and skill. Ideally, product recommendations for clients should amount to customized solutions based on the advisers’ experience, and also with reference to
“unwritten rules” (Int. 2, 443), based on customs. That is why a free choice of
products was highly valued. In contrast, its complete replacement by software
was criticized. In this connection, documentary obligations that were implemented by German legislation after the post-financial-crisis losses were like-
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wise regarded as limiting their ability to operate quickly on behalf of the client
(for example in case of fluctuations of stock prices).
In this connection, some advisers openly disclosed covert practices circumventing management guidelines on product choice and commissions (Int. 5,
423-7). I observed this specifically among interviewees with distinct role confidence and a secure organizational position in credit unions (Int. 2 and 5). In
particular, software-automated product choices favoring home-brand products
prompted deviating actions, consistently taken in order to satisfy clients.
A constant matter of tension was the fact that client-orientation lacks an institutionalized reward scheme. One consequence is increased job insecurity for
advisers. Another consequence is their declining commitment, expressed by
their considering resigning (Int. 2, 1221-36) or actually resigning from their
job, which was explained by the youngest adviser interviewed in the following
passage: “My main reason for resigning was that I didn’t like the way I was
supposed to do my job anymore, that you mustn’t care about clients and their
needs but only about transactions and products” (Int. 9, 365-8). Therefore this
adviser defected from a large private bank to a specialized regional bank.

Sales-Orientation
It is noticeable that among interviewees with a sales-orientation a clarification
of job labeling was a constant accompaniment to the narrative. Analogies and
comparisons to other professions such as car dealers, mechanics, physicians, and
lawyers were brought up together with the self-description in different contexts.
One adviser (a male in his mid-thirties, employed in a regional credit union
branch with a fixed salary and small bonus incentives) phrased it in the initial
sequence of the interview by saying that “the notion of adviser is misleading
somehow” (Int. 4, 40-1) explaining that “we are of course in a certain sense
salesmen – and that’s nothing nasty in and of itself“ (Int. 4, 39-40).
The interview material from these advisors pointed to the main task of their
job, making money. There are however differences with regard to who potentially benefits. This is illustrated by the following passage by the only female
interviewee: “the bank has to make money, the client has to make money […]
at the bottom line we are all businessmen” (Int. 5, 73-5). Consequently, the
accounting of sales numbers was an important issue for these advisers. This is
illustrated by following interview passage from a male adviser from a credit
union cited just above.
There [is…] software. That is normal managerial control. I mean that’s like in
any other commercial profession, knowing exactly, if you are a good businessman, how much you make out of someone. So I mean I know exactly how
much I make out of a business and I know how much I can discount or not. I
know also, when I do it several times, if I lose credibility. (Int. 4, 232-7)
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This position becomes more telling in several passages throughout the interview which emphasize the exchange aspect. Pecuniary returns for the bank and
the individual adviser are seen as an exchange for the expenditure of time when
providing a good service for clients. From the start, this adviser argues that “it
should be clear to the client that advisers or salesmen naturally want to earn
with what they do. I don’t do my job on a voluntary basis. A business works
when it works for both parties” (Int. 4, 131-4). He further clarifies this by stating in a later passage that “he is not selling off his products, he is taking prices
for good services” (Int. 4, 251-2). It’s all about “a balance between earning
money and doing good for the client” (Int. 4, 926-7), and he likewise repeatedly made his point by saying that “anyone who accomplishes something should
be (monetarily) rewarded” (Int. 4, 1059).
A difficult matter for this type of adviser is irritation about the publicity financial services receive. “Our profession has lately been suffering from a bad
reputation because precisely the fact that we want to earn money is held against
us” (Int. 4, 440-2). In this argumentative context he offers several analogies
and comparisons to other trade businesses. One of the main problematic issues
for this adviser is that clients seem to be ignorant of the time expenditure of
advisers and little prone to reward it.
Sales-pressure is also a source of friction, negative reference and dissociation. Sales targets and the implementation of new technologies compromise
advisers’ conventional wisdom. This is generally put forward in the context of
reward and sanction mechanisms. All interviewees were equally aware of the
valuation practices in their organizations, which are commonly expressed by
compensation schemes. Orientation to specified targets comes with a calculable
benefit scheme. Performance is measured according to the number of deals
executed or the aggregated amount of fees generated, and individual benefits
are distributed on that basis.14 In many interviews advisers expressed their
discontent that their professional expertise doesn’t count any longer.
The following interview gives a disenchanting account of seemingly indissoluble contradictions in intermediation. The interviewee argues that “the adviser has to reach his numbers and he doesn’t reach those numbers if he acts in
the clients’ interest” (Int. 6, 210-1). His personal experience illustrates what
consequences follow. “If the adviser is not able to realize what is targeted by
the branch management then you are out. In my case, I was working six months
for XY bank, and I am glad I don’t have to work there anymore, but my con14

Among the interviewees I found three different modes of compensation: fixed salary only,
fixed salary plus commissions, and, commissions only. Advisers who worked on commissions
only were freelance advisers, some of whom used the premises of single branches. For savings banks and credit unions it is common to offer fixed salaries or fixed salaries plus commissions. Among the interviewees, freelance advisers were only found at all in private banks
or independently.
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tract was not extended because I couldn’t do things that were so likely to, well,
‘screw over the clients’ like the others” (Int. 6, 322-6). One example he gave
covered (illegal) couple contracts where credit transactions were made on condition of taking out new insurance policies.15 Another example was a deliberate
increase of the credit sum, although the client’s financially tight position was
apparent. “The branch manager measures the adviser by contract closings. Do
you reach the numbers or not? If the adviser wants to keep his job he has to
reach the numbers […] and you don’t reach the numbers if you act in the interest of the client” (Int. 6, 625-9). Although the sales-orientation has mainly
negative valuations it is surprisingly dominant in this account. The inclination
to the client receives cognitive legitimacy, but appears not to be an actionable
alternative. This adviser is not an isolated case. The following statement from a
male adviser in his mid-forties already cited above who shares a client orientation, in fact, mirrors a similar attitude: “if I am not making any money throughout the whole month, then I don’t have a right to exist, either” (Int. 2, 240).
When the contradiction to conventional wisdom was too high, management
objectives were contested or not followed. One vivid example is the evaluation
of one interviewee of organizational efforts to rationalize product offers. A
female adviser working in a credit union is not sparing with strong words such
as "idiocy" when talking about objectives to cover the whole product range for
each client: the fact that even “the absence [of a certain category of product]
should call for justification [in the organization] is disgusting” (Int. 5, 642-3).

5.3

Summary of Findings

Let me summarize and connect these findings. The data generally demonstrates
that institutional changes in the financial service industry have set the sales
departments of bank branches under great pressure. Structural conditions such
as the standardization of procedures and products and the employment of information technology and organizational reward schemes are, in the interpretation of financial advisers, obstacles to tailored financial solutions for individual
clients. This contradicts the self-proclaimed intentions of customizing as marketing strategy. In summary, it seems that market intermediation is like walking a tightrope. Here the segmentation of clients appears as an ordering solution for these markets. Advisers assorted to the “high net worth” segment – in
my empirical sample these are advisers with a client investment capital of more
than €100.00016 – differed from other advisers in the sample with regard to
15

16

In my questions I only asked about investment recommendations; however, some advisers
also slipped in information on lending activities.
When describing their client segment, interviewees 4 and 5 explicitly mentioned this number among other markers such as the professions of clients (for example CEOs). Apart from
this data, I have no further information on the precise segmentation procedures applied in
the specific bank environments because of anonymity of the interview situation.
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their intermediation capacity. Despite the explorative character of this study, it
raises important issues and concerns about financial advice service, which are
fruitful not only for future research on (segmented) intermediation. I want to
highlight three findings, in particular.
A primary finding of this case study is that client- and sales-orientations are
both present in advice concepts among financial advisers, in some cases united
in one person. Each orientation was identified by a narrative pattern that is
structured by a specific valuation of issues such as contacting clients, suggesting
financial products and maintaining client relations, and the argumentative nexus
drawn between these issues. We find inclinations to client-orientation in both
market segments, however with different effectiveness and role confidence (see
below). The study also showed that client-orientation and role confidence tend
to overlap in credit unions. However, it is surprising that of all the interviewees,
it is an adviser from a credit union who shows the most distinct salesorientation (Int. 4). This fact hints to some interesting paradoxes in new banking strategies. Mirroring an argument from client-oriented advisers, interviewee
4 connects profit-orientation to long-term relations with clients (Int. 4, 865-99).
Client loyalty is regarded as a sustainable profit strategy. However, it should be
noted that this interviewee mainly deals with wealthy clients. In his account, the
link between client welfare and organizational profit appears sound. Certainly,
bank types and varying incentives systems need to be further taken into consideration. This aspect could be part of a future research agenda (last section).
The second finding concerns the effectiveness of the intermediation. I assume that advisers strive to carry out their job in line with their conception of
good advice. If we regard effectiveness as the capacity to intermediate, then the
data reveals that not all interviewees were equally able to carry out their advice
conception as they would have liked to. It further shows that the effectiveness
of advisers’ concepts was strongly dependent on the client segment. Although
this study is explorative, it suggests that certain advice orientations are more
effective in specific job environments. The story of client-orientation in the
retail segment of private banks is connected to a narrative of dissociation, scruples and failures (Int. 9). In the wealth segment it is a story about strong role
confidence and self-assertion (Int. 2 and 5). In the wealth segment of credit
unions as well, sales-orientation is part of a uniformly positive narrative (Int.
4). The contrast to client-orientation even seems to dissipate. In the retail segment none of the interviewees articulated sales-orientation as an intrinsic driver.
It was connected to organizational reward and sanctioning mechanisms (Int. 6).
Nevertheless, it appears to be coherent to conclude that sales-orientation is
effective in the retail segment (as long as financial advisers can tolerate it). The
point is that the effectiveness of intermediation underlies above-mentioned
structural conditions of the working environment and varies across client segments. Table 1 gives a summary of these findings.
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Table 1: Effectiveness and Benefits of Advice Concepts Across Client Segments
Client
Segment

Retail Segment

Wealth Segment

Ineffective
- Sanction Adviser
Effective
+ Benefit Adviser

Effective
+ Benefit client
(in-) effective*
+ Benefit Adviser

Advice concept
Client-Orientation
Sales-orientation

*In my sample, sales-orientation in the wealth segment mingles with client-orientation, which
makes an account on the single effectiveness of sales-orientation difficult.

My last finding concerns the benefits to the persons involved in intermediation.
There is no data on the financial return of clients. This limitation doesn’t permit
any conclusions on the impact of advice (either in terms of successful matchmaking or financial returns). Given that financial advisers have expert knowledge, it seems plausible enough to assume that effective client-orientation on
the adviser side is of benefit to the client. Also, it can be assumed as obvious
that following organizational objectives is to the benefit of the adviser. Organizational reward and sanctioning mechanisms set incentives for advisers to act
as rational agents, which is to live up to sales objectives. However, the data
gives no hint about the benefits of client-orientation in the retail segment (apart
from rewards of personal conviction). But there is another aspect to this finding. The data suggests that the stronger the organizational standing of the intermediary is, the more she is in a position to occupy client-oriented evaluation
frames. Reflecting on this result about intermediation as such invites considerations about what kind of positional infrastructure actually allows the intermediary
to find a balance between the producer and the consumer. Obviously, a weak
intermediary that can’t effectively follow through with the preferred advice
concepts is not only a disadvantage to the client, she is also in a disadvantageous position herself. So one problematical scenario in financial services is the
case where the disadvantaged client is coupled with a disadvantaged adviser.

6.

Discussion

What do these findings tell us about the intermediation between production and
consumption in financial services? First, it becomes clear that intermediation is
embedded in an institutional context and cast in an organizational mold that
provides legitimate evaluation frames and classifications.
To what extent are client classifications a key to understanding market intermediation? It appears that segmentation of clients encourages unequal access to
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effective client-oriented advice. Financial advisers in the wealth segment have
a better chance to follow through with their client-oriented advice concept.
Among all interviewees they show a strong role confidence, which preserves
their independence from organizational constraints. The case of the salesoriented adviser in this segment is also interesting. When dealing with wealthy
clients, the contradictions to client-orientation are leveled out. The narrative
stress on the exchange aspect genuinely included the client interest. All in all,
advisers in the private wealth segment have preserved a strong confidence in
their client-orientation and are able to balance conflicting obligations in the
intermediation between production and consumption.
What does this result tell us about the market order in financial services?
Although the empirical scope of the data is limited, the analysis of the interview
content suggests an unsurprising conclusion on the stratification of the social
structure. Client segments apparently differ in social status (an observation also
supported by the physical design of branch offices). And the higher status of
wealthy clients tends to generate a cumulative disadvantage for the retail segment. From the explorative character of this study, it would be premature to
look at segmentation as a single cause of advice inequality. This has always
already been preceded by an unequal distribution of wealth. However, there is a
supportive indication in the literature that strategic marketing considerations
applied in advice relations reinforce this distribution. Banks attempt to increase
the relationship strength for the most profitable customer segment, the “high
net worth” segment (Storbacka 1997). This would explain why the degrees of
freedom are higher for advisers active in this segment. Further empirical inquiry is still needed into how segments exactly relate to each other, and also
how social status rubs off on the intermediary and affects the intermediation
process. However, there is support for the conclusion that socio-economic
segmentation along wealth boundaries reinforces social stratification.
This observation points to the importance of continuously paying attention
to the classification practices employed in the intermediation of production and
consumption. As social constructions they are contingent upon non-mandatory
distinctions. Nevertheless, they intervene heavily in market interactions and
market exchanges. As outlined in the theory section, a social organization of
complex markets wouldn’t be feasible without the ordering power of classifications, so abandoning them altogether is not an option. What appears feasible is
a systematic review of the social underpinnings of classifications and segmentation. The uncertainties involved in the drawing of categorical boundaries
together with the massive intervention of classifications (segmentations) calls
for a profound control system that would allow for the possibility of reclassification and realignment of related social practices. As we can see in the
case of financial services, taking segmentation (by wealth) for granted silences
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the claim for equal opportunities.17 As advisers don’t question the varying
treatment of clients, because apparently the existence of sufficient financial
capital seems reason enough, this observation also holds for the marketing
literature. Here in particular the lack of critical study of classification practices
shows. What is therefore needed is a deeper empirical investigation into the
operation of classifications. This holds in particular considering the inclusion
of large-scale electronic data-bases already documented for the consumer credit
market (Fourcade and Healy 2013 [2017], Rona-Tas 2017, in this issue). One
step in such an endeavor is the further examination of the role classifications
play in the downstream intermediation of production and consumption for
which it proves to be a fruitful approach.
So far I accomplished two tasks with this article: I elaborated on the problem frame of segmented market intermediation, and I presented empirical data
on advice concepts in the intermediation of financial knowledge. However, this
study still leaves many questions open, which points to manifold directions for
future research. One aspect that has remained open is how advisers effectively
resolve the intermediation between financial products and clients in social
encounters. Comparing the retail and the private wealth segment, what are the
particular features of intermediation in action in each segment? What kinds of
devices are used? In this connection, it would be also insightful to learn if
advisers reflect on client segments and segmentation processes, and if so, how?
Regarding the particularities of client-orientation, how do advisers manage to
keep it up? Which (narrative, relational) strategies do they employ or are available to them, which allies do they rely on, and how do they withstand organizational objectives? An examination of how such resilience is practiced would
need to take organizational characteristics into consideration, such as the role
of different bank-types, organizational cultures, and other workplace features,
for example resistance in particular branches, as well as personal characteristics
of advisers. In the final part of my contribution I want to sketch how a research
agenda on market intermediation and classification could look.

7.

What Follows? Research Perspectives

I started this article by arguing that the theoretical foundation of the study of
intermediation between production and consumption is still advancing. In particular, the economy of conventions has a great impact here and has declared
the “age of intermediaries” (Bessy and Chauvin 2013). While intermediation is

17

It seems beyond doubt that products and specialized services depend on the available
capital for investment.
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becoming more important as a topic (for example in Beckert and Musselin
2013), there are still open research perspectives that I would like to stress.
Although limited in its scope, I could confirm in this study that the examination of market classifications opens up a promising research field for the analysis of market intermediation, particularly in areas where a critical inquiry into
the social underpinnings of classification is still the exception. I unfolded this
argument using the example of client segmentation. The critical point is the
following. Intermediation is a two-way engagement. This becomes obvious in
face-to-face contexts such as in the service industry (even more when classifications concern subjects, not objects). Although the presence of tensions has
been acknowledged (Thévenot 2001), the research potential for intermediation
dynamics has not yet been fully recognized. More systematic research is needed that throws new light on these tensions – even more so as market sociology
in general would gain from a new linkage between intermediation and institutional embeddedness. To encourage discussion on that subject, I would like to
close this article with a proposal for a research agenda that focuses on downstream intermediation and constraints in balancing tensions along this engagement. Let me be clear that I probably have not done justice to all the efforts in
this endeavor so far nor do I want to claim originality.
What is the aim of such a research agenda, what does it want to explore?
The purpose of a sociological inquiry into market intermediation is to paying
attention to the formation of categories and segments, watch out for consensus
and contestation and reveal the "definitional power" behind these interventions (Bessy and Eymard-Duvernay 1997; Bessy and Chauvin 2013). This
includes regarding situational factors as well as the institutional context of
intermediation and identifying actors, their orientations and their role constraints, all of which intervene in the bridging of the production and consumption spheres. Such a research program also involves identifying various devices
(Karpik 2010) that structure intermediation. Market classifications fall under
such devices. Through their ordering authority, they involve boundary-drawing
and sorting, which pre-selects the possibilities of social interactions. Intermediation research aims at examining these processes and their implications and
consequences.
A study of intermediation advances on the basis of empirical research. It
needs data on the social structure of market intermediation, identifying bridging positions and patterns of relations. The purpose of such an inquiry is very
much grounded in the idea that studying market intermediations tells us something about the organization of market exchange. Thereby it exposes an additional layer of a market order. The classification lens on markets discloses what
is valued in markets. This could become particularly interesting in moments of
transformation. Changes in market intermediation (such as the introduction of
new market classifications) turn into indicators and measures of a changing
market order.
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Let me summarize the reasons why I believe such a research agenda is important. First, studying the intermediation of chains of production and consumption and shedding light on social underpinnings of markets provides a
clearer view of the social reproduction of symbolic and material inequality in
markets. Second, the intermediation of production and consumption is portrayed as a multi-level phenomenon involving organizational structures, interaction dynamics and the agency of actors. This is likely to provide a better
understanding of the complexity of markets, the micro-meso-macro link, and in
particular individual creativity and social resistance towards organizational
constraints. As a side benefit of following this agenda, the insights won might
support ventures aiming at the improvement of market operations, which in this
case could mean creating market institutions that empower the position of the
intermediary.

References
Abolafia, Mitchel Y. 1996. Making Markets. Opportunism and Restraint on Wall
Street. Cambridge, MA: Harvard University Press.
Alvesson, Mats. 2001. Knowledge Work: Ambiguity, Image and Identity. Human
Relations 54 (7): 863-93.
Aspers, Patrik. 2010. Orderly Fashion. A Sociology of Markets. Princeton, NJ, and
Oxford, UK: Princeton University Press.
Aspers, Patrik. 2011. Markets. Cambridge, UK, and Malden, MA: Polity Press.
Aspers, Patrik, and Jens Beckert. 2011. Value in Markets. In The Worth of Goods:
Valuation and Pricing in the Economy, ed. Jens Beckert and Patrik Aspers, 3-38.
Oxford: Oxford University Press.
Baethge, Martin, Nestor D’Alessio and Herbert Oberbeck. 1999. The End of Institutional Stability? The German Banking Industry in Transition. In From Tellers
to Sellers: changing employment relations in banks, ed. Marino Regini, Jim Kitay
and Martin Baethge, Cambridge: MA: MIT Press.
Baethge, Martin, Jim Kitay and Ida Regalia. 1999. Managerial Strategies, Human
Resource Practices, and Labor Relations in Banks: A Comparative View. In
From Tellers to Sellers. Changing Employment Relations in Banks, ed. Marino
Regini, Jim Kitay and Martin Baethge, 3-30. Cambridge, MA: MIT Press.
Beckert, Jens. 2009. The Social Order of Markets. Theory and Society 38 (3): 24569.
Beckert, Jens, and Patrik Aspers, eds. 2011. The Worth of Goods. Valuation and
Pricing in the Economy. New York: Oxford University Press.
Beckert, Jens, and Christine Musselin, eds. 2013. Constructing Quality. The Classification of Goods in Markets. Oxford: Oxford University Press.
Beckert, Jens, and Milan Zafirovski, eds. 2011. International Encyclopedia of
Economic Sociology. London and New York: Routledge.
Bell, Daniel. 1973. The Coming of Post-Industrial Society. New York: Basic Books.
Bessy, Christian, and Francis Chateauraynaud. 1995. Experts et faussaires. Pour
une sociologie de la perception. Paris: Métaillié.
HSR 42 (2017) 1 │ 145

Bessy, Christian, and Pierre-Marie Chauvin. 2013. The Power of Market Intermediaries: From Information to Valuation Processes. Valuation Studies 1 (1): 83-117.
Bessy, Christian, and François Eymard-Duvernay, eds. 1997. Les intermédiaires du
marché du travail. Paris: Presses Universitaires de France.
Beunza, Daniel, and David Stark. 2005. How to Recognize Opportunities: Heterarchical Search in a Wall Street Trading Room. In The Sociology of Financial
Markets, ed. Karin Knorr Cetina and Alex Preda, 84-101. Oxford: Oxford University Press.
Blecker, Thorsten, and Gerhard Friedrich, eds. 2006. Mass Customization: Challenges and Solutions. Wiesbaden: Springer.
Boltanski, Luc, and Laurent Thévenot. 2006. On Justification. Economies of Worth.
Princeton: Princeton University Press.
Bourdieu, Pierre. 1984. Distinction: A Social Critique of the Judgement of Taste.
Cambridge, MA: Harvard University Press.
Bourdieu, Pierre. 2005. The Social Structures of the Economy. Cambridge, UK, and
Malden, MA: Polity Press.
Bowker, Geoffrey C., and Susan Leigh Star. 2000. Sorting Things Out. Classification and Its Consequences. Cambridge, MA: The MIT Press.
Burt, Ronald S. 1992. Structural Holes: The Social Structure of Competition. Cambridge, MA: Harvard University Press.
Burt, Ronald S. 2005. Brokerage and Closure: An Introduction to Social Capital.
Oxford: Oxford University Press.
Callon, Michel, Cécile Méadel, and Vololona Rabeharisoa. 2002. The Economy of
Qualities. Economy and Society 31 (2): 194-217.
Castells, Manuel. 2010. The Information Age: Economy, Society and Culture. Volume 1: The Rise of the Network Society, 2nd ed. Oxford: Wiley Blackwell.
Chiapello, Eve, and Gaëtan Godefroy. 2017. The Dual Function of Judgment Devices. Why Does the Plurality of Market Classifications Matter? Historical Social
Research 42 (1): 152-188. doi: 10.12759/hsr.42.2017.1.152-188.
Clark, Timothy. 1995. Managing Consultants: Consultancy as the Management of
Impressions. Buckingham, PA: Open University Press.
Clark, Timothy, and Robin Fincham, eds. 2001. Critical Consulting. New Perspectives on the Management Advice Industry. Oxford: Blackwell Publishers.
Clark, Timothy, and Graeme Salaman. 1996. The Use of Metaphor in the ClientConsultant Relationship: A Study of Management Consultants. In Organisation
Development. Metaphorical Explorations, ed. Cliff Oswick and David Grant,
154-74. London: Pitman Publishing.
Cochoy, Franck, and Sophie Dubuisson-Quellier. 2000. Introduction. Les professionnels du marché: vers une sociologie du travail marchand. Sociologie du travail
42 (3): 359-68.
Cochoy, Franck, and Catherine Grandclément. 2005. Publicizing Goldilocks’
Choice at the Supermarket. The Political Work of Shopping Packs, Carts and
Talk. In Making Things Public. Atmospheres of Democracy, ed. Bruno Latour
and Peter Weibel, 646-59. Cambridge, MA: MIT Press.
Deeg, Richard. 2005. Change from Within: German and Italian Finance in the
1990s. In Beyond Continuity: Institutional Change in Advanced Political Economies, ed. Wolfgang Streeck and Kathleen Thelen, 169-202. New York: Oxford
University Press.
HSR 42 (2017) 1 │ 146

Deeg, Richard. 2009. The rise of internal capitalist diversity? Changing patterns of
finance and corporate governance in Europe. Economy and Society 38 (4): 55279.
Desrosières, Alain, and Laurent Thévenot. 1979. Les mots et les chiffres: les nomenclatures socioprofessionnelles. Economie et statistique 110: 49-65.
Desrosières, Alain, and Laurent Thévenot. 2005 [1988]. Les catégories socioprofessionnelles. Paris: Editions La Découverte.
Dexheimer, Peter, Eckehard Schubert, and Dieter Ungnade. 1988. Leitfaden durch
die Anlageberatung. Stuttgart: Deutscher Sparkassenverlag Stuttgart.
Diaz-Bone, Rainer. 2015. Die „Economie des conventions“. Grundlagen und Entwicklungen der neuen französischen Entwicklungssoziologie. Wiesbaden:
Springer VS.
Diaz-Bone, Rainer. 2017. Classifications, Quantifications and Quality Conventions
in Markets – Perspectives of the Economics of Convention. Historical Social Research 42 (1): 238-262. doi: 10.12759/hsr.42.2017.1.238-262.
DiMaggio, Paul. 1987. Classification in Art. American Sociological Review 52 (4):
440-55.
Douglas, Mary. 1966. Purity and Danger: An Analysis of Concepts of Pollution and
Taboo. New York: Praeger Publishers.
Douglas, Mary. 1986. How Institutions Think. Syracuse, NY: Syracuse University
Press.
Du Gay, Paul, and Graeme Salaman. 1992. The Cult(ure) of the Customer. Journal
of Management Studies 29 (5): 615-33.
Du Gay, Paul. 1993. 'Numbers and Souls': Retailing and the De-Differentiation of
Economy and Culture. British Journal of Sociology 44 (4): 563-87.
Durkheim, Emile. 1915. The Elementary Forms of the Religious Life. A Study in
Religious Sociology. London: Allen & Unwin.
Durkheim, Emile, and Marcel Mauss. 1963. Primitive Classification. Chicago:
Chicago University Press.
Eymard-Duvernay, François. 1989. Conventions de qualité et formes de coordination. Revue Economique 40 (2): 329-59.
Fohlin, Caroline. 2006. Banking and Industrialization in Germany: Corporate
Finance, Governance, and Performance from the 1840s to the Present. Cambridge: Cambridge University Press.
Fourcade, Marion, and Kieran Healy. 2013. Classification Situations: Life-Chances
in the Neoliberal Era. Accounting Organizations and Society 38 (8): 559-72.
Fourcade, Marion and Kieran Healy. 2017. Classification Situations: Life-Chances
in the Neoliberal Era. Historical Social Research 42 (1): 23-51. [Reprint of Fourcade and Healy 2013].
Gerring, John. 2011. Social Science Methodology: A Unified Framework. Cambridge, NY: Cambridge University Press.
Greenwood, Robin and David Scharfenstein. 2013. The Growth of Finance. Journal
of Economic Perspectives 27(2): 3-28.
Hackethal, Andreas. 2004. German Banks and Banking Structure. In The German
Financial System, ed. Jan P. Krahnen and Reinhart H. Schmidt, 71-105. New
York: Oxford University Press.
Haipeter, Thomas, and Karin Wagner. 2007. From Stability to Change: The German Banking Industry in Transition. In Globalization and Employment Relations
HSR 42 (2017) 1 │ 147

in Retail Banking, ed. Jim Kitay, Leanne Cutcher, Nick Wailes and Roger
Blanpain, 57-77. Alphen aan den Rijn: Kluwer Law International.
Hardie, Iain and David Howart. 2009. Die Krise but not La Crise? The Financial
Crisis and the Transformation of German and French Banking Systems. Journal
of Common Market Studies 47(5): 1017–39.
Hassoun, Jean-Pierre. 2005. Emotions on the Trading Floor: Social and Symbolic
Expressions. In The Sociology of Financial Markets, ed. Karin Knorr Cetina and
Alex Preda, 102-20. Oxford: Oxford University Press.
Hayek, Friedrich A. 1973. Law, Legislation and Liberty, a New Statement of the
Liberal Principles of Justice and Political Economy, Volume 1: Rules and Order.
Chicago: Chicago University Press.
Holtgrewe, Ursula. 2002. Anerkennung und Arbeit in der Dienst-LeistungsGesellschaft: Eine identitätstheoretische Perspektive. In Subjektivierung von Arbeit, ed. Manfred Moldaschl and Günter G. Voß, 195-218. München, Mering:
Hampp.
Holtgrewe, Ursula. 2009. Narratives Interview. In Handbuch Methoden der Organisationsforschung. Quantitative und Qualitative Methoden, ed. Stefan Kühl, Petra
Strodtholz and Andreas Taffertshofer, 57-77. Wiesbaden: VS Verlag für Sozialwissenschaften.
Karpik, Lucien. 2010. Valuing the Unique. The Economics of Singularities. Princeton: Princeton University Press.
Kipping, Matthias, and Lars Engwall, eds. 2002. Management Consulting – Emergence and Dynamics of a Knowledge Industry. Oxford, New York: Oxford University Press.
Kitay, Jim, Leanne Cutcher, Nick Wailes and Roger Blanpain, eds. 2007. Globalization and Employment Relations in Retail Banking. Alphen aan den Rijn:
Kluwer Law International.
Knorr Cetina, Karin, and Alex Preda, eds. 2005. The Sociology of Financial Markets. Oxford: Oxford University Press.
Korczynski, Marek. 2001. The Contradictions of Service Work: Call Center as
Customer-Oriented Bureaucracy. In Customer Service: Empowerment and Entrapment, ed. A. Sturdy, I. Grugulis and Willmott, 79-101. Houndsmill, Basingstoke, Hampshire: Macmillan.
Kotler, Philip. 1989. From Mass Marketing to Mass Customization. Planning Review 17 (5): 10-47.
Krackhardt, David. 1999. The Ties That Torture: Simmelian Tie Analysis in Organizations. Research in the Sociology of Organizations 16 (10): 183-210.
Krahnen, Jan P. and Reinhart H. Schmidt, eds. 2004. The German Financial System. New York: Oxford University Press.
Krenn, Karoline. 2017. Markets and Classifications – Constructing Market Orders
in the Digital Age. An Introduction. Historical Social Research 42 (1): 7-22. doi:
10.12759/hsr.42.2017.1.7-22.
Krippner, Greta. 2005. The financialization of the American economy. SocioEconomic Review 3 (2): 173-208.
Krüger, Anne K., and Martin Reinhart. 2017. Theories of Valuation – Building
Blocks for Conceptualizing Valuation Between Practice and Structure. Historical
Social Research 42 (1): 263-285. doi: 10.12759/hsr.42.2017.1.263-285.

HSR 42 (2017) 1 │ 148

Lamont, Michéle, and Ann Swidler. 2014. Methodological Pluralism and the Possibilities and Limits of Interviewing. Qualitative Sociology 37 (2): 153-71.
Langley, Paul. 2008. The Everyday Life of Global Finance. New York: Oxford
University Press.
Lazarus, Jeanne. 2012. L’épreuve du crédit: Banques, banquiers, clients. Paris:
Calmann-Lévy.
Lounsbury, Michael, and Hayagreeva Rao. 2004. Sources of Durability and Change
in Market Classifications: A Study of the Reconstitution of Product Categories in
the American Mutual Fund Industry, 1944-1985. Social Forces 82 (3): 969-99.
Lunt, Peter K., and Sonia M. Livingstone. 1992. Mass Consumption and Personal
Identity: Everyday Economic Experience. Buckingham, Bristol: Open University
Press.
Lusardi, Annamaria and Lusardi Mitchell. 2014. The Economic Importance of Financial Literacy: Theory and Evidence. Journal of Economic Literature 52 (1): 5-44.
Machauer, Achim, and Sebastian Morgner. 2001. Segmentation of Bank Customers
by Expected Benefits and Attitudes. International Journal of Bank Marketing, 19
(1): 6-18.
Mayring, Philipp. 2000. Qualitative Inhaltsanalyse. Grundlagen und Techniken (7th
edition). Weinheim: Deutscher Studien Verlag.
Moldaschl, Manfred. 2001. Herrschaft durch Autonomie – Dezentralisierung und
widersprüchliche Arbeitsanforderungen. In Entwicklungsperspektiven von Arbeit,
ed. B. Lutz, Berlin: Akademie Verlag.
Moran, Michael. 1991. The Politics of the Financial Service Revolution. The USA,
UK and Japan. Basingstoke: Macmillan.
Orléan, André. 2014. The Empire of Value. A New Foundation of Economics.
Cambridge, MA: MIT Press.
Piller, Frank Thomas. 2006. Mass Customization. Ein wettbewerbsstrategisches
Konzept im Informationszeitalter. Wiesbaden: Gabler Springer.
Pohl, Manfred. 1982. Die Entwicklung des deutschen Bankwesens zwischen 1848
und 1870. In Deutsche Bankengeschichte, ed. Manfred Pohl, 143-220. Frankfurt
a. M: Fritz Knapp Verlag.
Pridmore, Jason, and Lalu Hämäläinen. 2017. Market Segmentation in (In)Action:
Marketing and ‘Yet to Be Installed’ Role of Big and Social Media Data. Historical Social Research 42 (1): 103-122. doi: 10.12759/hsr.42.2017.1.103-122.
Regini, Marino, Jim Kitay and Martin Baethge, eds. 1999. From Tellers to Sellers:
Changing Employment Relations in Banks. Cambridge, MA: MIT Press.
Reitmayer, Morten. 1999. Bankiers im Kaiserreich. Sozialprofil und Habitus der
deutschen Hochfinanz. Göttingen: Vandenhoeck & Ruprecht.
Ritzer, George. 2015. Prosumer Capitalism. The Sociological Quarterly 56 (3):
413-45.
Rona-Tas, Akos. 2017. The Off-Label Use of Consumer Credit Ratings. Historical
Social Research 42 (1): 52-76: 52-76. doi: 10.12759/hsr.42.2017.1.52-76.
Rona-Tas, Akos, and Stefanie Hiss. 2011. Forecasting as Valuation: The Role of
Ratings and Predictions in the Subprime Mortgage Crisis in the United States. In
The Worth of Goods: Valuation and Pricing in the Economy, ed. Jens Beckert
and Patrik Aspers, 223-46. Oxford: Oxford University Press.

HSR 42 (2017) 1 │ 149

Scheibelhofer, Elisabeth. 2008. Combining Narration-Based Interviews with Topical Interviews: Methodological Reflections on Research Practices. International
Journal of Social Research Methodology 11 (5): 403-16.
Schneiberg, Marc, and Gerald Berk. 2010. From Categorical Imperative to Learning
by Categories: Cost Accounting and New Categorical Practices in American Manufacturing, 1900-1930. Research in the Sociology of Organizations 31: 255-92.
Schütze, Fritz. 1977. Die Technik des narrative Interviews in Interaktionsfeldstudien – dargestellt an einem Projekt zur Erforschung von kommunalen Machtstrukturen. Bielefeld: Fakultät für Soziologie.
Schützeichel, Rainer. 2004. Skizzen einer Soziologie der Beratung. In Die beratene
Gesellschaft. Zur gesellschaftlichen Bedeutung von Beratung, ed. Rainer Schützeichel and Thomas Brüsemeister, 273-85. Wiesbaden: VS Verlag für Sozialwissenschaften.
Shire, Karen. 2005. Die Gestaltung der Kundeninteraktionen in wissensbasierter
Dienstleistungsarbeit. In Der Kunde in der Dienstleistungsbeziehung, ed. Heike
Jacobsen and Stephan Voswinkel, 219-39.
Smith, Wendell R. 1956. Product Differentiation and Market Segmentation as
Alternative Marketing Strategies. Journal of Marketing Management 21 (1): 3-8.
Storbacka, Kaj. 1997. Segmentation Based on Customer Profitability – a Retrospective Analysis of Retail Bank Customer Bases. Journal of Marketing Management
13 (5): 479-92.
Streeck, Wolfgang. 2009. Re-forming capitalism : institutional change in the German political economy. Oxford and New York: Oxford University Press.
Swedberg, Richard, ed. 2005. New Developments in Economic Sociology (2 vols.).
Cheltenham, UK: Edward Elgar.
Thévenot, Laurent. 1984. Rules and Implements: Investment in Forms. Social
Science Information 23 (2): 1-45.
Thévenot, Laurent. 2001. Organized Complexity. Conventions of Coordination and
the Composition of Economic Arrangements. European Journal of Social Theory
4 (4): 405-25.
Tilly, Charles. 2005. Identities, Boundaries, and Social Ties. Boulder, CO: Paradigm Publishers.
Tilly, Richard. 1986. German Banking, 1850-1914: Development Assistance for the
Strong. Journal of European Economic History 15: 113-52.
van der Zwan, Natascha. 2014. Making sense of financialization Socio-economic
Review 12(1): 99-129.
Vargha, Zsuzsanna. 2011. From Long-Term Savings to Instant Mortgages: Financial
Demonstration and the Role of Interaction in Markets. Organization 18 (2): 215-35.
Veblen, Thorstein. 1899. The Theory of the Leisure Class: An Economic Study of
Institutions. New York: The Macmillan Company.
Voß, Günther and Hans Pongratz. 1998. Der Arbeitskraftunternehmer. Eine neue
Grundform der Ware Arbeitskraft? Kölner Zeitschrift für Soziologie und Sozialpsychologie 50(1): 131-58.
White, Harrison. 1981. Where Do Markets Come From? American Journal of
Sociology 87: 517-47.
Windolf, Paul. 2005. Was ist Finanzmarktkapitalismus? In FinanzmarktKapitalismus: Analysen zum Wandel von Produktionsregimen, ed. Paul Windolf,
20-56. Wiesbaden: VS Verlag für Sozialwissenschaften.
HSR 42 (2017) 1 │ 150

Zhao, Wei. 2005. Understanding Classifications: Empirical Evidence from the
American and French Wine Industries. Poetics 33(3/4): 179-200.
Zhao, Wei. 2008. Social Categories, Classification Systems, and Determinants of
Wine Price in the California and French Wine Industries. Sociological Perspectives 51 (1): 163-99.
Zuckerman, Ezra W. 1999. The Categorical Imperative: Securities Analysts and the
Illegitimacy Discount. American Journal of Sociology 104 (5): 1398-438.

HSR 42 (2017) 1 │ 151

Historical Social Research
Historische Sozialforschung

Other articles published in this Special Issue:
Karoline Krenn
Markets and Classifications – Constructing Market Orders in the Digital Age. An Introduction.
doi: 10.12759/hsr.42.2017.1.7-22
Marion Fourcade & Kieran Healy
Classification Situations: Life-Chances in the Neoliberal Era.
doi: 10.12759/hsr.42.2017.1.23-51
Akos Rona-Tas
The Off-Label Use of Consumer Credit Ratings.
doi: 10.12759/hsr.42.2017.1.52-76
Sebastian Sevignani
Surveillance, Classification, and Social Inequality in Informational Capitalism: The Relevance of
Exploitation in the Context of Markets in Information.
doi: 10.12759/hsr.42.2017.1.77-102
Jason Pridmore & Lalu Elias Hämäläinen
Market Segmentation in (In)Action: Marketing and ‘Yet to Be Installed’ Role of Big and Social Media
Data.
doi: 10.12759/hsr.42.2017.1.103-122
Karoline Krenn
Segmented Intermediation. Advice Concepts in German Financial Services.
doi: 10.12759/hsr.42.2017.1.123-151
Eve Chiapello & Gaëtan Godefroy
The Dual Function of Judgment Devices. Why does the Plurality of Market Classifications Matter?
doi: 10.12759/hsr.42.2017.1.152-188
Sebastian Nagel, Stefanie Hiss, Daniela Woschnack & Bernd Teufel
Between Efficiency and Resilience: The Classification of Companies According to their Sustainability
Performance.
doi: 10.12759/hsr.42.2017.1.189-210
Simone Schiller-Merkens
Will Green Remain the New Black? Dynamics in the Self-Categorization of Ethical Fashion Designers
doi: 10.12759/hsr.42.2017.1.211-237
Rainer Diaz-Bone
Classifications, Quantifications and Quality Conventions in Markets – Perspectives of the Economics of
Convention.
doi: 10.12759/hsr.42.2017.1.238-262
Anne K. Krüger & Martin Reinhart
Theories of Valuation – Building Blocks for Conceptualizing Valuation Between Practice and Structure.
doi: 10.12759/hsr.42.2017.1.263-285
Marion Fourcade & Kieran Healy
Categories All the Way Down.

doi: 10.12759/hsr.42.2017.1.286-296
For further information on our journal, including tables of contents, article abstracts,
and our extensive online archive, please visit http://www.gesis.org/en/hsr.

