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The effect of creative job titles on perceived value in business services

Abstract

Creative job titles have been increasingly used in the last decade, but little is known
about how they act as signals in business services. A scenario-based experiment with
537 professionals revealed that innovative service providers can increase perceived
value by using creative job titles. Conversely, creative job titles severely damage
perceived value when used by non-innovative service providers. While in the case of
non-innovative service providers, this negative relationship is mediated by expertise
and trustworthiness, no mediation effect could be found for the positive effect in the
case of innovative service providers. Practical implications for the adoption of creative
job titles by service providers are discussed.
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