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Canaccord Genuity Group Inc. is one of the many firms dedicated to providing quality financial services to its clients in Canada (Canaccord Genuity Group Inc., 2017). 
Regarding marketing of services and products, there are sharp variations between them.  Marketing of products is characterized by tangibility, ability to separate the service from the service provider, consistency, and inventory (Walter, 2015).  Furthermore, it is possible to maintain consistency in product marketing because companies can make numerous products of the same quality, texture, color, and size, among other characteristics. Moreover, products have a component that enhances their storage capability (Walter, 2015). 
Challenges and opportunities in marketing the service as opposed to marketing consumer products
Services lack characteristics similar to those that define products, and they assume such others as intangibility, inseparability, inconsistency, and inventory (West, Ford, and Ibrahim, 2015). Regarding intangibility, services, unlike products cannot be physically touched and this characteristic hinders their effective evaluation for value tendered (Walter, 2015). Regarding inseparability, it is difficult to separate services from the people that provide them. In such instances, it becomes challenging to distinguish service production from service consumption (Walter, 2015). However, there are opportunities in services whereby, the interaction between clients and service providers can be increased and enhanced without increasing the physical brick and mortar space through the use of the internet. The provision of services eliminates the need for a physical space as is the case with products, whereby space is necessary especially concerning storage.
Ways for marketers to overcome the four I’s of service
If the service is to achieve benefits, it has to engage in some advancement. For example, it has to ensure that it improves on the intangibility characteristic that is unique to service provision and delivery (West, Ford, and Ibrahim, 2015).  One way to improve on the intangibility characteristic would be for the service provider to seek for reviews from clients. This process allows clients to provide their perceptions regarding the service regarding its provision and how that might have affected them. 
To improve the inseparability characteristic, service providers can provide copywriting benefits to their clients. This process entails the provision of details informing how the client would benefit from the application of the provided service. The benefits that the client gains from using the service become the principal motivator.
One way to improve the inconsistency characteristic would by providing avenues to ensure clients receive consistent service, and it is possible to achieve this through training employees on customer care. Clients need training on customer value and how it should be respected to ensure that clients always feel cared for whenever they seek to use the services provided by the service provider (West, Ford, and Ibrahim, 2015).
Since services cannot be stored in the same way products are stored in warehouses, the improvement of the services’ inventory characteristic is highly crucial. One significant way to improve the inventory characteristic in the provision of services is by monitoring demand. Demand monitoring is a process that entails close tracking of clients and their needs to decipher when there is a fluctuation in demand because of the inability to order more than what is provided. 
Opportunities for marketing improvement in financial services
In the marketing of financial services, it is important to ensure clients can access crucial financial information all the time (Canaccord Genuity Group Inc., 2017). To achieve this, the service provider can provide online chat services to its clients so that they can gain crucial information concerning financial matters. That way, clients can access crucial information regarding wealth management and they can also use the forum to provide feedback to the service provider.
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