An Activity System Model of the
Value Creation in the Service Context

A competitive paper submitted to the 27" IMP Conference in Glasgow 2011

Abstract

The purpose of the study is to examine and model how customer companies in interaction
with suppliers and other network actors create value in service production setting. Both the
value creation and service production are conceptualized as processes that are related to
customer, supplier and other network actors and the reciprocal interaction between them. The
empirical setting organised to acquire data is a qualitative real-life experiment that consists of
three field experiments. On the basis of the study we state that the content of the value
creation process comprise of the use of the service in the customer’s activities in a way that it
produces more benefits than sacrifices and perceiving this difference. In this sense value is
created by the customer only. The customer-supplier interaction in the service production and
the customer’s activity systems forms the context for the value creation.

Keywords: Value creation, Service production, Mobile Advertising, Activity System
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INTRODUCTION

Value and value creation are currently receiving an increasing attention from both
academics and practitioners and are key areas of interest in the current research on
business relationships and networks. It has been stated that the most important reason for
engaging in a business relationship is the opportunity it provides for value creation (e.g.
Boyd & Spekman 2004). A large variety of views concerning value have been presented
as the concept has been recognized and studied widely within marketing and
management research (e.g. Anderson & Narus 2004, Kothandaraman & Wilson 2001,
Lapierre 2000, Lindgreen & Wynstra 2005, Menon et al. 2005, Mdller & Torronen 2003,
Ulaga 2003, Zeithaml 1988).

The basic distinction can be drawn between value-in-exchange and value-in-use
concepts as dimensions of value (see Grénroos 2008). The former reflects the view
according which the value is an element loaded into the exchanged products in supplier’s
manufacturing processes and exchanged in transaction for money, for example. The latter
views the value to be created in customer’s value-generating processes. The recently
intensively evolved discussion on service dominant (SD) logic (see Vargo & Lusch 2004)
puts emphasis on the value creation. In its fundamental premises (see Vargo & Lusch
2008) the supplier’s contribution is limited to offering of value propositions and the
customer is the value co-creator who creates and determines the value in its domain. It is
reasonable to ask then, like Gronroos (2008) does that who creates and who co-creates
value; are the supplier the main-creator of value if the role of the customer is defined as
the co-creator. Or is the supplier at all an active subject creating value if the value is
created on the customer demand (cf. Vargo & Lusch 2008)? Despite such popularity of a
research area it is evident that a further work is still needed to conceptualize, model and
understand the value creation process (see Lin et al. 2005).

We believe that the presented contradictory in terms of supplier’s and customer’s roles
in value creation is partly related to service production that as a concept is interlinked
with the value creation in the literature (e.g. Vargo & Lusch 2004, Gronroos 2008). For
example Edvardsson et al. (2005, 118) define service as a perspective on and a result of
value creation rather than a category of market offerings. On the other hand the value-in-
use notion would, at least in some circumstances, demand that the service precedes or
parallels the value. In this respect this study aims to conceptualize and understand the
value creation process with reference to service production.

The purpose of the study is to examine and model how customer companies in interaction
with suppliers and other network actors create value in service production setting. Both the
value creation and service production are conceptualized as processes (Vargo & Lusch 2004;
Gronroos 2006) that are related to customer, supplier and other network actors and the
reciprocal interaction between them. With regard to any process it can be presented in terms
of interplay between the content and the context (Pettigrew 1992). Respectively, the research
purpose has been divided to two subquestions:

1. What is the content of the value creation process?
2. What is the context of the value creation process?

For the purpose of understanding the value creation and service production the study
applies the activity system model (see Engestrom 1987) complemented with the research
on value creation and service production within services marketing and within the
industrial network approach. On this basis the paper proposes a generic model of the
processes that is then applied to the empirical reality.



The empirical part of the study is conducted in the form of a qualitative case study.
The empirical setting organised to acquire data is qualitative real-life experiment. It
consists of three field experiments that were organised by the research project to simulate
real-life situations and to gain understanding of developing technological services that
are not yet in commercial use. Interviews, observations and personal experiences form
the main sources of information and are complemented by secondary documental data.
The unique context of the study enables in-depth exploration of the phenomenon of
service co-production and value co-creation. The paper contributes the current
understanding by defining the processes of value creation and service production and
providing understanding on their mutually evolving interplay with reference to the
customer’s own activities as well as those of the suppliers’ and other network actors’.
Compared to the current literature, this type of structured approach enables clearer and
deeper understanding of these processes in a network context (cf. Komulainen et al.
2007).

The paper is organized as follows. Firstly the activity system model is briefly
introduced. Then it is applied to structure the value creation and service production
discussion leading to a theoretical framework of the paper. The methodology section
describes the research approach and methodological stances of the empirical study whose
results are then presented. Finally the study provides a brief discussion and conclusions
on the results.

THEORETICAL BACKROUND
Activity system model

Activity theory emphasizes that activities can be understood only in their psychological,
cultural and institutional contexts, not in isolation (Engestrom 1987; Vygotsky, 1978;
Leontyev, 1978; Luria, 1976). The subject, object/outcome, and community are the core
elements of the model and are connected directly and through the mediatory elements of
instruments, rules and norms, and division of labor.
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Figure 1 Activity system model (Engestrom 1987, 78)

In the heart of the activity system model is an activity between subject and object.
Activities emerge as collectives from individual actions (see Leontyev 1978). Individual
actions are bound together as a subject targets its efforts toward an object in order to reach a



desired outcome. In performing the activity the subject employs instruments, that can be both
technical artifacts and abstract constructs like language, theories, or psychological tools of
mind that bring the prior knowledge into the current activity while mediating the activity
towards object (Luria, 1976).

The central activity is shared in the activity system model. The individual subject is in
interaction with the community that affects the activities of the subject as the subject
perceives, interprets and acts upon the shared rules and norms and attributes meanings to the
activities (Vygotsky, 1978; Leontyev 1978;). In other words, the structural elements posed by
the communities constantly shape central activity through the interpretations of the
individuals involved in it. Similarly individual subjects in and through their activities
reproduce the rules and norms that guide their interaction with the community.

The subject and the community have a shared interest towards the outcome of the
activity. The division of labor mediates the share and role of the community in forming the
outcome through the object of activity. This connection between community, object and
outcome has two types of influences on the central activity. Firstly, tasks between the
individual subjects as part of the group are divided, either by beforehand as a result of
organizational positions or other formal hierarchies or informally as a result of doings of
these individuals based on their personal interests or expertise. Secondly, the division of labor
refers to interconnections and priority status between central activity in the focal activity
system and other activities and other activity systems related to the community and individual
subjects (cf. Engestrom 1987). The next sections integrate the organizational buying and
network and interaction approaches to the activity system model.

Value and value creation in service setting

Gronroos (2006) views service as a value-supporting process that consists of activities which
take place in interaction between a customer and people, goods and other physical resources,
systems and/or infrastructures representing the service provider and possibly involving other
customers. In this sense the service is a processual phenomenon that takes place within the
interaction between the supplier and customer and potential other actors. Instead of given a
passive role, the customer is in growing amount seen as a co-producer of a service (e.g.
Gronroos 1978, 1991, Gummesson 1979, Vargo & Lusch, 2004). The following figure 2
depicts the service co-production in the light of activities, resources and actors, or so called
ARA-model (see Hakansson & Johanson 1992; Hakansson & Snehota 1995). Service (in the
middle of the shaded area) is seen as an activity conducted jointly by the actors of the
supplier and the customer. The supplier’s network and network activity constellations as well
as customer’s network and network activity constellations compose the resource domains that
facilitate the service activity.
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Figure 2. The research framework on value creation in service context

Similarly figure 2 depicts the supplier’s and customer’s service related activity systems
(Engestrém 1987). Both the supplier and the customer engage into the service activity in
order to gain something (Gronroos, 2008; Gummesson 1995) i.e. to use the service as an
instrument to serve a certain activity or activities launched towards certain object(s) to
reach certain outcome(s). These activities take place in and are part of the
customer §/supplier s networks and network level activity constellations. The division of
labor describes how the activity accumulates to the total network activity constellation
and what its role in and for that is. Customer and supplier are linked through the resource
ties and activity links to their networks and network level activity constellations (see
Hakansson & Snehota 1995). These depicted activity systems are in a key position in
order to understand value creation.

Value creation in business markets have traditionally been seen as the process of how
suppliers create value for their customers and how customers perceive this value in a
supplier’s offering (e.g. Flint et al. 1997, Ulaga 2003). In a growing amount value has
been started to be conceptualized as a result of co-creation by both service provider and
customer (Lusch & Vargo 2006, Vargo & Lusch, 2004). This interpretation is faithful, for
example, for the early work by the service marketing pioneers Gronroos (1978, 1991)
and Gummesson (1979) and other studies in marketing. Value co-creation is defined as
occurring at the intersection of the actions of the supplier and the customer either directly
or as mediated by a product (see Grénroos 2006). However the views what the value co-
creation means in the service setting can be seen to some extent contradictory.

Vargo and Lusch (2004; 2008) state that the supplier’s contribution is limited to
offering of value propositions and the customer is the value co-creator who creates and
determines the value in its domain. This view is contradictory in a sense that if the
customer creates the value in its own domain how it can be a co-creator, instead of being



defined as the value creator, the one and only (cf. Gronroos 2008). Grénroos and Helle
(2010) view value also as being co-created but in their use the co-creation means that the
both supplier and the customer create value that is being divided between them. In this
sense basically both actors create value to themselves. Whereas Vargo and Lusch (2004)
link the value heavily to customer’s value-in-use notion and value creation as a process
that produces this unique, phenomenological experience the notion of value by Groénroos
and Helle (2010) refers to the concrete benefits that are created in the value co-creation
process i.e. the service process. The latter view considers the value as a motivation and
an outcome of the service process that is about joint production of value and its division
between the parties. The joint production is viewed in terms of customer and supplier
practices and their matching (Grénroos & Helle 2010).

The presented model (Figure 2) differs from the previous literature in a sense that it
makes a clear distinction between the service production and value creation. These two
processes are considered separate phenomena. The service production takes place in the
interaction between the actors and is about co-production like suggested in the prior
literature. Value is related to the activities in which the customer or supplier uses the
service process and its outcomes as an instrument to facilitate its activities with a certain
desired outcomes. On the right hand side the figure 2 depicts the customer’s and
supplier’s value-in-use domains. In this sense the value is not co-created but rather
created or perceived by the customer or the supplier solely. Hence the successful service
production or co-production creates the basis for value and value creation: for the
customer/supplier to use the service process to reach desired outcomes set for the actors
other activities. However, the question still remains that if the value is not created in the
service process, rather the service process facilitates the value creation, where value is
then created?

The approaches such as the means-end approach, the experiential approach and the
benefit-sacrifice approach have been presented as perspectives on value creation (see
Golik Klanac 2008 for review). The first two of these are in line with the presented
model (Figure 2) in terms that is also carries means-end logic in a sense that value is
related to a successful use of a service as a means to reach certain desired outcomes and
value is seen to emerge as an experiential phenomena from this. The evaluation of
benefits and sacrifices can be seen as underpinning the value experience. (see e.g.
Kothandaraman & Wilson 2001, Menon et al. 2005, Walter et al. 2001). That regarding,
value is a subjective perception of the trade-off or net value (see Woodall 2003) between
multiple benefits and sacrifices, relative to the net value of alternatives (e.g. de
Chernatony et al. 2000, Komulainen et al. 2007, Mdéller & Térrénen 2003, Ulaga 2003,
Walter et al. 2001, Zeithaml 1988).

As being a subjectively perceived, the dimensions of value and emphasis put on them
alters from customer to customer. However certain common classifications have been
presented that are of use in order to understand value dimensions and the principles of
value creation. The product, the service or the relationships have all been presented as
dimensions or elements that may be perceived valuable by the customer. Lindgreen and
Wynstra (2005) categorize the existing research on value according to the value of goods
and services and the value of relationships. A similar type of categorization is used by
Moller (2006) who refers to “total value creation” that involves both exchange value and
relationship value. Lapierre (2000) presents a categorization of value drivers with
reference to the benefits and sacrifices. Benefits are divided into product-related
(alternative solutions, product quality, and product customization), service-related
(responsiveness, flexibility, reliability, and technical competence), and relationship-
related benefits (supplier’s image, trust, and supplier solidarity with customer). The



recognized sacrifices include product and service-related price, relationship-related
time/effort/energy and conflict.

Although benefits and sacrifices are the basic elements of customer perceived value,
the existing categories mainly focus on benefits. Interaction and network research has
addressed the role of sacrifices at the relationship level. Several types of costs related to
relationship development have been identified, e.g. relationship handling costs and
relationship-specific investments (Walter et al. 2001). Moreover, adaptations can be seen
as one form of sacrifices. Adaptations refer to all changes in the company’s resource
deployment made for the exchange partner, and those can occur in the technical,
commercial, financial and social arenas (Walter & Ritter 2003, Hakansson 1982).
Related to this, Blankenburg Holm et al. (1999) talk about mutual commitment that is
“the willingness on the part of both partners to make short-term sacrifices to realize long-
term benefits in the relationship”. They state that building mutuality is a matter of
exchanging incremental commitments in order to form a relationship that creates value
for both partners.

Although benefit and sacrifice are interconnected components of customer perceived
value, the trade-off between them is not as straightforward as could be assumed, i.e. one
of benefits increasing value and sacrifices reducing it. Instead, value sub-elements may
have a complex interaction in service value co-creation, since certain sacrifices can
actually increase the perceived benefits. In other words sacrifices are required from both
parties to co-produce the service and thus perceive value from the service, as well as
from the relationship. Thus, it could be assumed that to maximize net value requires
finding the best combination of sacrifices and benefits. Thus, sacrifices may actually
increase the benefits and result in higher customer perceived value (e.g. Rokkan et al.
2003). This logic could be adapted from transaction cost analysis (TCA) to apply to a
value discussion (see e.g. Gosh & John 1999), that has not yet explicitly and thoroughly
addressed the issue.

METHODOLOGY
The case research strategy

The case study method enables an intensive study of the particular phenomenon. Case
study is considered an appropriate method when the research area is only partly
understood (Ghauri & Gronhaug 2002), when new perspectives are sought (Patton 1999)
and when the contextual understanding of the phenomenon is important (Bonoma 1985).
These conditions suit the present study very well since the purpose is to understand value
creation in the service setting and emphasize different, previously unknown aspects of
the phenomenon. The case study method is also suited to theory development research
(Ghauri & Gronhaug 2002) as this study is.

In this study, the case refers to the retailers’ value creation of an m-advertising service
that is at the application phase of development. Single retailer's value creation as such is
not considered as the case here, but the overall value creation mechanism that can be
understood through the study of the retailers. In this study the research project provided
an access to the empirical setting that is the qualitative real-life experiment, a setting that
takes place outside a laboratory in a real environment.

In this study the qualitative real-life experiment is used to explore a new service that
is at the application phase of development and is being tested through actual business
organisations and consumers using it. The service in question was so new that it had not



yet been brought to market at the time of testing, and the retailers could not have used it
anywhere else. Thus, an empirical setting was created that enabled the retailers to try a
totally new, emerging (future) service. The present study aims to create an in-depth
understanding of how customers perceive the value of a novel m-advertising service.
Hence, the experiment is not seen as an experiment in the traditional sense, but the term
instead refers here to the specific empirical setting that was organised to try the emerging
m-advertising service and to obtain information on how business customers (i.e.
retailers) perceive value from this type of developing service in a real-life environment
when using the service.

Mobile advertising as a studied technology-intensive service

The use of wireless communication services, such as m-advertising, is becoming a global
phenomenon since mobile phones are becoming an essential vehicle for business and
personal communications (Lee et al. 2006). Technological convergence of mobile phones
with audio, video, computing, telecommunications and television has made them an
effective media for m-advertising (Kim & Jun 2008).

Many definitions of this new kind of advertising have been offered. For example, the
Mobile Marketing Association (MMA) defines it as “a form of advertising that is
communicated to the consumer/target via a handset” and it involves for example SMS
(simple text message) and MMS (multimedia message) advertisements, mobile gaming
advertisements, and mobile video advertisements (www.mmaglobal.com). Leppéniemi et
al. (2004) suggest that m-advertising refers to “any paid message communicated by
mobile media with the intent to influence the attitudes, intentions and behaviour of those
addressed by the commercial messages”. Thus, m-advertising can be seen as advertising
messages that are sent to and presented on mobile devices through a wireless network,
and accordingly it is seen as one of the most promising business areas in the field of
information technology (e.g. Kim & Jun 2008, Peters et al. 2007, Varshney & Vetter
2002).

Peters et al. (2007) suggest that despite the widely acknowledged benefits of m-
advertising the studies focusing on this emerging field of business are still rare. Most
studies have approached m-advertising in B2C contexts, an exception being the research
of Takkula and Tahtinen (2006) that explores m-advertising as a part of B2B marketing
communications. In addition, some studies can be found that have discussed it from the
consumers’ (e.g. Lee et al. 2006, Tsang et al. 2004), retailers’ (e.g. Salo & Tahtinen
2005) or advertising agencies’ (e.g. Komulainen et al. 2005a) perspectives.

Due to the special characteristics of new mobile technologies, m-advertising can be
used to deliver advertisements which are radically different from traditional ones (see
e.g. Choi et al. 1997, Salo & Téhtinen 2005). Traditional advertising is primarily targeted
at mass audiences, and relies predominantly on one-way mass communication. M-
advertising can be tailored to individual customers, because it efficiently identifies the
receiver of the message (Kim & Jun 2008). In addition, the mobile device allows m-
advertising to be highly interactive as it is possible to engage consumers in discussions
and transactions with the advertiser (Barwise & Strong 2002). M-advertising also has the
potential to take account of the situation of the receiver, e.g. the time of day, weather, the
customer’s mood and/or location (Pura 2005, Salo & Téhtinen 2005). Thus, m-
advertising makes it possible to send unique, personalised and customized
advertisements as well as to engage customers in discussions and transactions with the
advertiser (Salo & Tahtinen 2005). In order to be successful, the use of m-advertising
requires new ways of thinking and learning how it can best be applied.



Another special feature of an m-advertising service common to other types of mobile
services as well (see Moller & Rajala 2007) is the need for different actors in the
production of the service. The following figure 3 illustrates a network producing the m-
advertising service, the business actors and their roles, and the value-creating exchanges
among the actors.
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Figure 3 The empirical research setting

The network actors have different roles in service production (Heikkinen et al. 2007)
and they have an impact on the final service offering and the value related to it. Although
acknowledging the importance of the surrounding network, this study focuses on the
value that is co-created in the relationship between the two focal actors of the network:
the m-advertising service provider and its customer, i.e. the retailer as an m-advertiser.
Specifically, attention is paid to the retailers’ perceptions of the value they received from
the m-advertising service within the focal relationship. However, it is also noted that the
other network actors may have an impact, either directly or indirectly, on the value
perceptions of the customer as well. Therefore changes in the network around the focal
dyad may also influence value co-creation in it.

Specific features of emerging technology-intensive business service in a case study

The context of this study, technology-intensive business service has specific features that
have an impact on value creation. These new features are related to 1) the special
technological character that distinguishes it from more traditional types of services, 2)
the novelty and developmental stage of the service, and 3) the network that is needed to
produce this type of service (see also Komulainen et al. 2007). These features are
naturally intertwined and partly overlapping but are discussed separately for purposes of
clarity.

First, it follows from the technological character of the service that it is complicated
to use and utilise effectively. Overcoming that complexity requires investments from the
customer (see Curran & Meuter 2005). The customer needs to invest resources, i.e. time
and effort to learn to use the service and to understand how value can be derived from it.



In a novel technology-intensive service setting, the service process typically takes place
through a technical interface — meaning that the role of the customer increases and part
of the service can in fact be self-service (see e.g. Dabholkar 1996). This makes the role
and competencies of the customer integral to the success of the service process. Thus, it
is a major challenge for the service provider to make the customer understand how to
derive value from the new service. An even greater challenge is to convince the customer
to invest often-scarce resources, given the many uncertainties related to emerging
technological services.

The second characteristic of the emerging technology-intensive business service is
the novelty and developmental phase of the service. Since technology-intensive business
service represents a new business field involving many uncertainties (e.g. Moéller &
Rajala 2007) it follows that neither the service provider nor its customer has much
experience of the type of service. The m-advertising service addressed in this study, for
example, is entirely new for both parties, as is the relationship between them. Therefore,
both are unsure of the value potential of the new kind of service which creates various
uncertainties in relation to what might constitute maximum value from the service, how
to co-create value efficiently in the relationship with the service provider, plus the whole
network producing the service, and what aspects of the service are actually valuable for
the final consumers.

Due to the rapid growth of new technologies and the rapid advances in the resulting
technologies, the area of technology-intensive service is continuously being developed
and updated with new features (e.g. Curran & Meuter 2005, Edvardsson 1997).
Moreover, the m-advertising service explored in this study is only at the application
phase of development and due to be commercially released in the future. Due to this
developmental phase, the service and its features are in a state of flux. Hence, also the
value related to the service takes different forms as the service is developed and as the
customers learn to use and utilise it. Both the customer firm’s relationship with the
service provider and the surrounding network develop simultaneously. All these
changing conditions have an influence on value creation. As a result, the value
perceptions of the customer may change quite radically over time, both in relation to the
service and in terms of relationships. This makes studying the temporality of values very
rewarding in this kind of turbulent context.

The third specific feature of the emerging technology-intensive business service is the
network that is needed to produce this kind of service. Due to the complexity and
technological nature of the technology-intensive business service, individual companies
cannot produce and market such services alone (Mdéller et al. 2005). Instead, a network
of co-operating actors, e.g. technology providers, network operators, application
providers, device manufacturers, and content providers is needed to co-operate in service
production (see e.g. Kallio 2004). The network producing the service has an impact on
the final service offering and the value related to it (see e.g. Moller & Toérronen 2003)
determining the kind of features and options included with the final service and how the
service functions. Therefore, understanding that the service is produced in the wider
network is important as the network also influences, at least indirectly, the value
perceptions of the customer firm.

To conclude, these three features characterizing emerging technology-intensive
business service are naturally intertwined and partly overlapping. All the characteristics
make the value creation in the context of emerging technology-intensive business service
unpredictable and dynamic. Value creation takes different forms as the service is
constantly developed and as the customers learn to use it. Careful exploration of the
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context thus ensures a large variety of perceptions and changes will emerge over time,
which is a prerequisite for effective theory development.

The data collection and analysis

Empirical data for the examination of value creation in m-advertising setting were
obtained from the three experiments organized by a three-year (6/2003 - 5/2006)
multidisciplinary research project, focusing on the development and testing of new
technologies and business models for mobile multimedia services of the future. The
primary data consist of thematic interviews and observations. The interview data consist
of 55 interviews with the selected retailers who participated as m-advertisers in the field
experiments and used the new m-advertising service. The selection of the interviewees
was a multi-stage process which varied to some extent in each field experiment. The
general idea was to interview as many diverse types of retailers as possible to get a
multifaceted and extensive data representing a variety of views and experiences.

Observation data was collected first in the form of personal notes. Working as a
researcher in the work group of the research project and being responsible for the
practical organisation of m-advertising made it possible to get many different types of
information. The notes were made while recruiting the retailers, training them (both in
general training sessions and when visiting the retailers’ premises and giving individual
hands-on guidance) and solving their everyday problems during the field experiments.
During the field experiments the researcher was also on duty in the project’s field office
where the retailers could come with any questions or comments. The researcher had
access to field diaries that were kept during field experiments in the field office in order
to record all the information concerning the experiments (e.g. contacts from the
consumers and retailers using the services, information about the problem situations,
technical issues, and feedback). The researcher also received all the e-mails that were
sent between the project and individual retailers and answered their phone calls. All this
provided an opportunity for observations and numerous informal discussions with the
retailers, and thus aided in gradually developing the understanding of the research
phenomenon, i.e. the retailers’ perceptions of the value of an emerging technology-
intensive business service. Since the observation data involves different types of formal
and informal documents created over three years, its role in this research process was to
support the creation of a general understanding of the research phenomenon. Thus, it was
used as a complementary data and was not systematically analysed as the interviews
were.

When analysing the interviews, the unit of analysis was the m-advertisers’
representatives’ perceptions of the value of the service. First interpretations of the
interview data were based on multiple readings of each transcript in order to reveal
meaningful insights (Miles & Huberman 1994: 430). Thereafter, the original verbatim
interview data were imported to the QSR N’Vivo software. The software facilitated the
storing and organisation of the text as well as coding, searching and retrieving text
segments which stimulated the researchers’ interaction with the data (see Dembkowski &
Hanmer-Lloyd 1995). Thus, using QSR N’Vivo software enabled the classification of the
data, making notes on it and hence contributed to systematic, transparent and reliable
reporting.
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RESULTS
The perceived benefits

Experience and learning
The retailers pointed out that it was very important for them to be able to test the service
and to get to know how it works and its characteristics. Also the future dimension was
involved in this sub-element — as the retailers felt that by getting to know what m-
advertising currently was and how it worked at the time of testing, they could also get a
sense of what it could become in the future.

“We are happy that we became acquainted with this service and how m-
advertisements can be made.” Clothing store 111 04

“This was a test and for us a purely encouraging experience. And since it was free of
charge everything was just positive. [...] And we got the benefit that we now know
what m-advertising is at the moment. Of course it is interesting to think what it will
be for example in five years’ time when all the mobile phones have these fancy
multimedia characteristics and so on.” Physiotherapist 05

“This was interesting because we have had a chance to explore mobile marketing in
the real empirical environment and for us that was the most positive thing in this.”
Mobile applications 04

In addition, it became clear from the data that the retailers felt developing their own
skills and know-how was one significant benefit they gained from testing the new
service. For them learning new things and strengthening the knowledge base of the firm
was seen as a positive thing. Some thought that they had gained a direct advantage by
learning to use m-advertising and they planned to use that knowledge later in their
marketing. On the other hand, some thought they had gained benefits at the more general
level by improving their understanding of some new opportunities in the field of
marketing and simply by learning new things.

“Our goal for this (participating in the field experiment) was primarily to develop
ourselves and to develop our business. And we succeeded in that, since this has
brought us many new things. It is impossible even to try to count everything it has
brought already and also when we think about the future... we are now many steps
further on as we know better what we want to do with this thing in the future. [...]
This has given us a lot of confidence that it is possible to develop our marketing in
this direction (using m-advertising). And it is a really new and huge thing that we
now have confidence to do it.” Gift and decoration shop I 05

“Learning comes with it. It is nice to do something new and a bit different and learn
new things. And hopefully we can also utilise it later in something else.” Advertising
agency IV 04

Commercial effectiveness
Commercial effectiveness refers to the increase in sales or profit that resulted from
sending m-advertisements to potential customers. In other words, it refers to the number
of customers who see the m-advertisement, acknowledge the retailer, enter the shop and
make a purchase as a result.
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“From my, i.e. an entrepreneur’s, viewpoint I measure effectiveness through contact
prices, number of contacts. Then the real measure of the effectiveness of advertising
is cash.” Clothing store I 03

In general, retailers did not report great commercial success from their m-advertising
campaigns and said that they did not notice much change in cashflow. However, there
were retailers who were very satisfied with this aspect and mentioned that they actually
had new customers and noted the commercial effectiveness of using the m-advertising
service.

“It surpassed all expectations concerning what we invested in this and what we got
from it. This was a wonderful thing, even a stunning thing. During this short test
period we got new customers, which was more than we expected from the whole
summer. And those customers we got were all enlightened ones. So there were many
advantages and this surpassed our expectations at all levels. So I’'m more than
satisfied.” Gift and decoration shop I 05

“If we think that 150-200 m-advertisements were sent and approximately five
customers came to our shop based on those advertisements. How many percent is it?
I think it was quite good! In general, if you think of contacts per ad, it is usually like
one or at the most two percent that react to it. Compared to that, this was pretty fine.”
Health store 05

The interviews revealed that the retailers did not have monitoring systems to assess how
effective the m-advertising had actually been. Therefore their opinions were mainly
based on rough estimations or a general feeling of how many customers were attracted
by m-advertisements and made a purchase from their shop.

“Maybe we should have followed it more accurately — asked the customers where
they had got this information and so on, but unfortunately we did not. Of course very
few customers say that ‘Yeah, I was participating in this kind of test and got your m-
advertisement’. But I think that some came here to our office because of the m-
advertisement.” Travel agency I 04

Useful service features
Useful service features again refer to the group of service-related features that the
retailers perceived as important and useful. In other words, specific service features are
those characteristics that are specific to the m-advertising service and are closely related
to the service itself and its usage, and are therefore discussed as one group of realized
benefit sub-elements.

Generally, retailers pointed out very similar important features of the m-advertising
service they felt useful and beneficial, although the emphasis depended on the retailer
and their personal opinions. The ability to tailor a message based on the personal
information of the receivers of the m-advertising was emphasized in the interviews, since
this enabled the firm to reach the specific group of customers it was interested in. In
addition, personalizing the m-advertisement according to the information gathered from
the recipient let the retailers send messages that were seen as more personal and therefore
also more attractive and effective. Thus, the ability to reach a certain customer and to
send personally tailored messages was a new feature that fascinated retailers since they
saw it as providing an opportunity to develop more effective advertising campaigns and
thus hopefully increase their sales.
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“I found these basic things very useful; you can personalize it and you can choose
the receiver and time you send it. That is probably the most important characteristic
of this mobile thing. That the message is not sent to just anybody but depends on the
customer.” Advertising agency 1V 04

M-advertising also enabled the retailers to specify the time the messages were sent. This
gave the retailer a whole new range of options to plan their advertising and improve its
efficiency, for example, by timing the m-advertising campaign for the most suitable
moment.

“It was a positive point that we could make a campaign very fast and target it
extremely accurately. It has... because there is a possibility to collect information
about the receivers and what they are interested in and these kinds of things, we can
target it really well to the right people. And the speed, that is important. You can build
a one-day campaign if you want. That is brilliant.” Health store 04

Closely related to the tailoring and personalization some retailers highlighted the fact the
m-advertising engenders a capability to follow and measure the effectiveness of certain
m-advertisements. If the retailer knew who had received the message they could easily
find out if the message had attracted the customer, which in turn would permit them to
create more attractive and effective m-advertisements in the future.

“We could target the m-advertisements and we could also measure it at some level,
because we could follow the specific customers who had received the m-
advertisements. At the moment the situation with advertising is poor; if you have an
advert in a certain local newspaper and you ask the customer where s/he has seen it
the answer is probably some other newspaper. So these print mediums are mixed in
the minds of the consumers but with this (m-advertising) you can direct it straight to
the customer.” Telecommunications company 04

In addition to the above service features, technical functionality and ease of use were
also reported as helpful features of the service. Some pointed out that they were very
happy with the service since it was functioning well and was easy to use, whereas some
had had difficulties with the service. However, this depended to some degree on the year
the retailer tested the service. In the first field experiment there were more technical
problems than in the third field experiment, because by that stage time had been spent on
developing and improving the service. Moreover, the technical skills and equipment of
the retailers varied greatly, which also influenced their perceptions.

“It was really good when it started to function and all the tools were functioning well.
It was easy to use and simple, it worked just fine.” Health store 05

As a whole, the service features our retailers identified as being useful incorporate quite
a varied group of m-advertising service features that forms a realized value. The
connecting factor between them is that the features discussed are specific to the m-
advertising service examined in this study and were pointed out by the retailers as
aspects that increased the realized value.

Service support
Service support refers to the supporting activities from the service provider to individual
retailers. In other words, how the service provider helped, assisted and enabled the
retailers’ usage of the new kind of service. It includes, for example, technical support and
backup, adequate briefing and instructions from the service provider concerning the use
of the m-advertising service.
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Generally, the personal assistance and the instructions offered by the service provider
were appreciated. For some retailers the personal support was extremely important in
helping them get started with the service. For some it was enough to know that in the
case of any problems they could have technical assistance from the service provider.

“I was so surprised that I did not feel like a fossil but I got so quickly into it! But I
believe it was because you had such a good and qualified person who introduced it
(m-advertising service) and showed how to use it and told what benefits it will bring
to us.” Travel agency I 04

“Information was very fluent since we got numerous e-mails and phone calls and that
kind of stuff. And somebody even came to show us here on-the-spot how to use the
mobile tool.” Leather goods store 05

In contrast, there were also retailers who were very autonomous and self-educated and
did not need any personal assistance from the service provider. They were satisfied with
the written instructions and did not need any further support. However, it was
emphasized in the interviews that getting all the technical documents and instructions
was helpful in using the new service.

“The tools and the documentation we got were adequate for us. With this know-how
and skill plus that group of instructions we were given... that was enough.” Mobile
applications 04

The retailers also provided positive feedback on the pro-activity of the service support —
generally feeling that the service provider had been helpful and appreciating the support
received. In addition, the retailers were pleased to know that they could contact the
service provider with any questions and that technical support was continuously
available, and not limited to the beginning of the testing.

“I was very satisfied with the help we got. | found it great that somebody contacted
me and asked “is everything 0k?”” and offered information on, for example, what type
of files were needed and so on. They did many things for me because our own
resources were so limited.” Clothing store 1 05

“I think the support from the project has been... Because you have known all along
that you can call if you have any technical problems. So, | think the support has been
very good and worked well.” Gift and decoration shop I 05

Interaction
Interaction refers to the communication, co-operation and interaction between the retailer
and the service provider that facilitated the customer in its activities. The main difference
compared to service support is that service support is more technically oriented and
includes the evaluation of the sufficiency of the instructions, technical backup and other
technical aspects, whereas interaction refers to the co-operation and the relationship
between the two actors providing benefits for the customer.

First, it was reported in the interviews that the flow of information from the service
provider to the retailer had worked very well. This involved for example the
weekly/monthly reports concerning the current issues of the field experiments and the
project in general (e.g. how many m-advertisements were sent, published research
reports, feedback). It also refers to the contacts between the retailer and the service
provider, i.e. how easy and fast it was to get information from the service provider and
how the service provider reacted to contact from the retailer.
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“We got information very nicely. If somebody complains about it he is wrong. I think
the information flow from the service provider to us was very fluent. And if we had
something to ask or anything like that...Well, I think it worked in both ways really
well.” Travel agency I 04

Retailers were very pleased that the service provider was proactive in contacting them —
enquiring as to their progress and whether they needed anything. Retailers also
appreciated the communication being two-way, in that they felt comfortable with
contacting the service provider with any questions or comments.

“The interaction between us and the service provider was great. Clearly the project
had paid attention to it and it worked well. Because it often happens that the
entrepreneur is busy and might let it slide like ‘We have these other duties and have
no time for m-advertising’. But then somebody came from the project and said ‘Good
afternoon, I came here to see how you are doing!” and you remembered that you need
to update those m-advertisements.” Gift and decoration shop I 04

Finally, it was indicated in the interviews that the successful co-operation could even
compensate for other (potential) defects in the field experiments. Therefore, by investing
properly in the interaction, the service provider could increase the satisfaction of the
retailers.

“We did not get any sales but the opportunity to analyze this (m-advertising) with the
researchers and to get feedback from the field experiments... that makes it all worth
it.” Mobile applications 04

Positive company image
Positive company image refers here to the image the firm obtained from using the new
m-advertising service. It is the mental picture of the ambitious firm that is willing to
continuously develop and to try new things to satisfy its customers more than its
competitors.

“I believe it (participating in the field experiment) was really good for our image. I
mean that customers saw it too [...] and they saw that we are involved in this. That is
very positive. In that sense taking part was really useful to us.” Science centre 05

Retailers emphasized that it was essential that the field experiments were publicized in
the media — the local newspapers and even national television. They felt that it was good
for their image to participate in the testing of the new service that gained a lot of public
attention. This visibility was also supported by the service provider offering the
participating firms stickers to be placed on their front doors or cash desks that
announced: “We are participating as m-advertisers in the Rotuaari project”. Firms were
also provided with information leaflets that included information about the project and
could be distributed to their retail customers.

“We got the communicational and high-tech value from this by telling our customers
that we are using this (m-advertising) [...] So, I think that it is very positive thing to
our company image and in every way that we were involved. And to this city as well.
To get the publicity. It has been nicely reported in the newspapers what is going on
here. So it is very positive to us, surely.” Travel agency I 04

“It (the field experiment) had a lot of publicity and it has not been bad publicity at
all. So, I think that it has given us good PR to be involved in this kind of thing. And
also the involvement of the city, university and the Downtown Association. Being
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this kind of pacemaker gives goodwill and | think that is the most essential thing at
this moment.” Clothing store III 03

It became evident from the interviews that although retailers did not perceive much
commercial utility from being involved in the field experiments and testing m-
advertising, they still felt that a positive company image and other ‘“non-monetary”
aspects were important to them and made it worth participating. Also those who were
satisfied with the profit they gained from using m-advertising emphasized those other
aspects as well.

Customer Realized sacrifices

Realized sacrifices refer to those investments the retailers made during the field
experiment when they used m-advertising, for example in planning the campaign or
designing and implementing the m-advertisements. They are placed into two categories
that reveal the sources of sacrifices: monetary and non-monetary factors.

Non-monetary factors

The non-monetary aspects consisted of the time used, the learning required and effort
made to use the service. Generally the retailers perceived time as the main sacrifice. The
time was expressed either as hours used by the entrepreneur or the number of people
involved in designing and implementing the m-advertisements. The estimates of the time
used ranged widely, from 15 minutes to three working days (a working day being about
eight hours). Retailers also pointed out that in the first phase when they started to
familiarize themselves with and were learning to use m-advertising, it took a good deal
of their time, but as they learned little by little to use the service it became much easier
and faster. Thus, after learning to use the service the time required to make new m-
advertisements decreased significantly.

“Well, making the first m-advertisements took a while. To get it into the right size and
shape so it looked good in the final version. But once we had done it... If we think
about time | guess it took altogether like two or three hours from me and Ulla to
make one m-advertisement from the planning to final version. So I think it was very
fast.” Telecommunications company 04

The interview data indicates that m-advertising required varying amounts of effort from
different retailers. Effort here refers to all investments or use of the firm’s resources.
Retailers’ perceptions of what is a reasonable and acceptable amount of non-monetary
sacrifice also varied significantly. Some retailers had a large number of employees
involved in the planning of m-advertising but did not consider that a big investment. To
some of them, even the need to sit down to create the m-advertisement or the need for a
couple of phone calls during service use was too much, as taking care of the daily
business occupied all of their time. In such cases, non-routine tasks were easily put aside,
no matter how fascinating.

“Well, it did not take much (resources) because we did not have any. And as I said
our investment to this was quite small. We made the one m-advertisement and that
was it. It was because there were those passwords and we were told to call
somewhere to get it and it was so unclear. So when it gets like that and you do not
have time, then you just drop it.” Nightclub 03
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Time, learning and effort are very closely related to each other and actually represent
different sides of the non-monetary investments the retailers reported they had made in
m-advertising.

Monetary factors

The use of the service was free of charge since the service was only at the application
stage. Therefore, the retailers did not need to make any direct monetary investments
when they were testing m-advertising. However, some retailers also invested money in
m-advertising by hiring an advertising agency to design and implement the m-
advertisements. Some were too busy to take care of m-advertising by themselves and
therefore outsourced the task to an agency, while some were also actively involved in the
planning with their advertising agency.

“Well, it took us a lot of time and cigarettes to plan it (m-advertising) plus few
thousand euros for the advertising agency. In that sense we used too much resource
compared to what we got from it.” Co-operative 04

In relation to the amount of sacrifices made during the field experiments, some of the
retailers were satisfied and felt that it was worth it. On the other hand, some were
disappointed with the service provider since they felt that they had invested too much (in
the form of time, learning, effort and/or money) in relation to their return. Finally, some
were disappointed with themselves because they thought they had not invested sufficient
resources in the unique opportunity to test a new service.

Relation to net value of an alternative

Retailers compared m-advertising to the other advertising media and perceived many
advantages in this new way of advertising. M-advertising was reported to be fast, wide-
reaching, personal and easy to use compared to other media. Interviewees gave several
examples suggesting where m-advertising can be seen as superior to any other medium,
for instance:

“It was nice that it allowed us to personalize the message. And what | liked was the
possibility to make the m-advertisements according to the weather. To say that ‘Hey,
it is raining, come to the Science Centre because there is nothing to do outside just
now!” Or something like that. And the interactivity or how do you say it... The
possibility to react really fast compared to newspaper advertising where you have to
make the ad much earlier. Like ‘Okay, we want to advertise next Wednesday’ but how
do you know beforehand what is going on then?” Science centre 05

Also the pricing of m-advertising was perceived as an advantage compared to other
advertising media. When comparing the price of sending m-advertisements to the
numbers of customers the messages reach, and against other media, m-advertising
produced a positive result. In other words, retailers saw that due to its ability to
effectively reach the receivers m-advertising was inexpensive and therefore a good
option compared to other advertising media. What should be noted, however, is that the
assessment of the price of m-advertising was based on the retailer’s own estimation,
since sending m-advertisements during the field experiments was free of charge for the
participating retailers.
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“Clearly the advantage of the m-advertising is its price. It is pretty inexpensive per
customer to get the message through. When we calculate how many euros this
message costs per customer... When we use m-advertising we can define the receiver
very accurately. It is extremely important that we do not send the ad promoting a
male stripper show to a 60-year old man. So our money goes to waste if we put the ad
into the local newspaper because 60 % of people reading that newspaper are adults,
older men and so on.” Nightclub and restaurant 05

DISCUSSION

Firstly, the study points attention to the fuzzy and contradictory relationship between the
value creation and service production processes as presented in the current literature. As
more and more services today are interactive, technology-intensive and embedded in
relationships (Matthing et al. 2004) this might have caused that the service production
and value creation concepts have come close to each other and partly as overlapping
conceptualizations of the interaction between the supplier and customer in service
context. However we suggest keeping these two processes as separate entities as depicted
in the framework (Figure 2). The empirical study depicted the value and value creation in
terms of customer’s benefits and sacrifices and shows that the service production
facilitated or underpinned the perceiving of value and value creation in the customer’s
domain. The various subcategories of the benefits and sacrifices and different opinions
related to them show that different customer’s perceived different aspects of the service
and service production producing value to them. This is a natural implication that derives
from the view of value or benefits and sacrifices as an outcome of the instrumental use of
the service in customer’s activities. Integrated to different activities and activity systems
the gained benefits and sacrifices were different. On this basis we tune the research
framework in Figure 4.
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Figure 4 An empirically grounded model on value creation in service context

The figure 4 adds the sub-acitivity systems to the customer’s value-creation domain. This

refers to the different uses in which the service was taken and the benefits and sacrifices this

produced to the whole. The empirical study clearly demonstrated the evolving interaction
between the service production and value creation. The more skillful and experienced the
both the supplier and customer become the more various were the potential targets the service

were used and thus the value gained.

To conclude, we may state that the content of the value creation process comprise of the
use of the service in the customer’s activities in a way that it produces more benefits than
sacrifices and perceiving this difference. In this sense value is created by the customer only.
The customer-supplier interaction in the service production and the customer’s activity
systems forms the context for the value creation. The current version of the paper includes the
preliminary analysis of the value and value creation from the customer viewpoint. In the next
phase the researchers will integrate the analysis of the supplier side to the study in order to
propose a dyadic model and analysis of the value creation in the network context with

reference the research framework.

20



REFERENCES

Anderson JC & Narus JA (2004) Business Market Management. Understanding, Creating, and
Delivering Value. 2nd ed. Upper Saddle River, JN, Prentice-Hall.

Barwise P & Strong C (2002) Permission-based mobile advertising. Journal of Interactive
Marketing 16(1): 14-24.

Blankenburg Holm D, Eriksson K & Johanson J (1999) Creating value through mutual
commitment to business network relationships. Strategic Management Journal 20(5): 467-
86.

Bonoma TV (1985) Case research in marketing: opportunities, problems and a process. Journal
of Marketing Research 22: 199-208.

Boyd DE & Spekman RE (2004) Internet usage within B2B relationships and its impact on
value creation: a conceptual model and research propositions. Journal of Business-to-
Business Marketing 11(1/2): 9-34.

Choi SY, Stahl DO & Whinston AB (1997) The Economics of Electronic Commerce.
Indianapolis: Macmillan Technical Publishing.

Curran JM & Meuter ML (2005) Self-service technology adoption: comparing three
technologies. Journal of Services Marketing 19(2): 103-113.

Dabholkar (1996) Consumer evaluations of new technology-based self-service options: an
investigation of alternative models of service quality. International Journal of Research in
Marketing 13: 29-51.

de Chernatony L, Harris F & Dall’Olmo Riley F (2000) Added value: its nature, roles and
sustainability. European Journal of Marketing, 34(1/2): 39-56.

Dembkowski S & Hanmer-Lloyd S (1995) Computer applications — A new road to qualitative
data analysis? European Journal of Marketing 29(11): 50-62.

Edvardsson B (1997) Quality in new service development: key components and a frame of
reference. International Journal of Production Economics 52: 31-46.

Edvardsson B, Gustafsson A & Roos | (2005) Service portraits in service research: a critical
review. International Journal of Service Industry Management 16(1): 107-121.

Engestrém, Yrjo (1987) Learning by expanding. An activity-theoretical approach to
developmental research. Orienta-Konsultit Oy: Helsinki

Flint DJ, Woodruff RB & Gardial SF (1997) Customer value change in industrial marketing
relationships. A call for new strategies and research. Industrial Marketing Management
26(2): 163-175.

Ghauri P & Gronhaug K (2002) Research Methods in Business Studies: A Practical Guide. New
York: Prentice Hall.

Golik Klanac N (2008) Customer value of website communication in business-to-business
relationships. Doctoral dissertation, Svedish School of Economics and Business
Administration.

Gosh M & John G (1999) Governance value analysis and marketing strategy. Journal of
Marketing 63 (special issue): 131-145.

Gronroos, Christian & Helle, Pekka (2010) Adopting a service logic in manufacturing.

Conceptual foundation and metrics for mutual value creation. VVol. 12, No. 5, pp. 564-
590.

Gronroos C (1978) A Service-oriented approach to marketing of services. European Journal of

Marketing 12(8): 588-601.

21



Gronroos C (1991) Scandinavian management and the Nordic school of services —
Contributions to service management and quality. International Journal of Service Industry
Management 2(3): 17-25.

Gronroos C (2006) Adopting a service logic for marketing. Marketing Theory 6(3): 317-33.

Gummesson, E (1995) Relationship marketing: its role in the service economy. In. Glynn,

W.J. & Barnes, J.G. (eds.) Understanding Services Management, Wiley, New York, NY.
pp. 244-268.

Gummesson E (1979) The marketing of professional services — An organizational dilemma.
European Journal of Marketing 13(5): 308-318.

Gummesson E (1979) The marketing of professional services — An organizational dilemma.
European Journal of Marketing 13(5): 308-318.

Hakansson H (1982) International Marketing and Purchasing of Industrial Goods. Chichester:
Wiley.

Hakansson, Hakan — Johansson, Jan (1992) A model of industrial networks. In: Industrial
networks. A new view of reality, ed. by Bjorn Axelsson — Geoffrey Easton, 28-34.
Routledge: London.

Hakansson, Hakan — Snehota, Ivan (1995) Developing business relationships. Routledge:
London.

Heikkinen M, Mainela T, Still J & Téahtinen J (2007) Roles for managing in mobile service
development nets. Industrial Marketing Management 36(7): 909-925.

Industrial Marketing Management 37: 895-908.

Kallio P (2004) Emergence of Wireless Services. Business Actors and Their Roles in
Networked Component-based Development. Doctoral dissertation, University of Oulu. VTT
Publications 534.

Kim MJ & Jun JW (2008) A case study of mobile advertising in South Korea: personalisation
and digital multimedia broadcasting. Journal of Targeting, Measurement and Analysis for
Marketing 16(2): 129-138.

Komulainen H, Mainela T, Sinisalo J, Téhtinen J & Ulkuniemi P (2005a) Business Models in
the Emerging Context of Mobile Advertising. Frontiers of E-business Research 1: 590-605.

Komulainen H, Mainela T, Tdhtinen J & Ulkuniemi P (2007) Retailers’ different value
perceptions of mobile advertising service. International Journal of Service Industry
Management 18(4).

Kothandaraman P & Wilson D (2001) The future of competition: value-creating networks.
Industrial Marketing Management 30(4): 379-389.

Lapierre J (2000) Customer perceived value in industrial contexts. The Journal of Business and
Industrial Marketing 15(2/3): 122-45.

Lee SF, Tsai YC & Jih WJ (2006) An empirical examination of customer perceptions of mobile
advertising, Information Sources Management Journal 19(4).

Leontyev (1978) Activity, Consousness, and Personality. Englewood Cliffs, NJ: Prentice-

Hall.

Leppéaniemi M, Karjaluoto H & Salo J (2004) The success factors of mobile advertising value
chain. The E-Business Review 4(1): 93-97.

Lin CH, Sher P & Shih HY (2005) Past progress and future directions in conceptualising
customer perceived value. International Journal of Service Industry Management 16(4):
318-36.

Lindgreen A & Wynstra F (2005) Value in business markets: What do we know? Where are we
going? Industrial Marketing Management 34(7): 641-758.

Luria, A.R. (1976) Cognitive Development: Its Cultural and Social Foundations. Harvard
University Press, Cambridge, MA

22



Lusch RF & Vargo SL (2006) Service-dominant logic: reactions, reflections and refinements.
Marketing Theory 6(3): 281-88.

Matthing J, Sanden B & Edvardsson B (2004) New service development: learning from and
with customers. International Journal of Service Industry Management 15(5): 479-498.

Menon A, Homburg C & Beutin N (2005) Understanding customer value in business-to-
business relationships. Journal of Business-to-Business Marketing 12(2): 1-38.

Miles MB & Huberman AM (1994) An Expanded Sourcebook: Qualitative Data Analysis. 2"
edition, Thousand Oaks, Sage Publications, California.

Moller K & Rajala A (2007) Rise of strategic nets — New modes of value creation.

Moller K & Tdrronen P (2003) Business suppliers’ value creation potential. A capability-based
analysis. Industrial Marketing Management 32(2): 109-18.

Moller K (2006) Role of competencies in creating customer value: A value-creation logic
approach. Industrial Marketing Management 35(8): 913-24.

Moller K, Rajala A & Svahn S (2005) Strategic business nets — their type and management. Journal
of Business Research 58(9): 12741284

Patton MQ (1999) Enhancing the quality and credibility of qualitative analysis. Health Services
Research 34(5, Part I1): 1189-1208.

Peters C, Amato CH & Hollenbeck CR (2007) An exploratory investigation of consumers’
perceptions of wireless advertising. Journal of Advertising 36(4).

Pettigrew, Andrew (1992) The character and significance of strategy process research.
Strategic Management Journal, Vol. 13, No: 1, 5-16.

Pura M (2005) Linking perceived value and loyalty in location-based mobile services.
Managing Service Quality 15(6): 509-38.

Rokkan Al, Heide JB & Wathne KH (2003) Specific investments in marketing relationships:
expropriation and bonding effects. Journal of Marketing Research 40 (2): 210-224.

Salo J & Tahtinen J (2005) Retailer use of permission-based mobile advertising. In: Clarke | &
Flaherty TB (eds) Advances in Electronic Marketing, Idea Publishing Group, PA, USA.

Gronroos, Christian (2008) Service logic revisited: who creates value? And who co-creates?
European Business Review, Vol. 20, No. 4, pp. 298-314,

Takkula T & Téhtinen J (2006) Mobile advertising in business-to-business communications.
Proc 11™ Conference on Corporate and Mobile Advertising, Ljubljana, Slovenia.

Tsang MM, Ho SC & Liang TP (2004) Consumer attitudes toward mobile advertising: An
empirical study. International Journal of Electronic Commerce 8(3): 65-78.

Ulaga W (2003) Capturing value creation in business relationships: a customer perspective.
Industrial Marketing Management 32(8): 677—693.

Ulaga W (2003) Capturing value creation in business relationships: a customer perspective.
Industrial Marketing Management 32(8): 677—693.

Vargo, Stephen & Lusch, Robert (2008) Service-dominant logic: continuing the evolution.
Journal of the Academy of Marketing Science, Vol. 36, pp. 1-10.

Vargo SL & Lusch RF (2004) Evolving to a new dominant logic for marketing. Journal of
Marketing 68(1): 1-17.

Varshney U & Vetter R (2002) Mobile commerce: Framework, applications and networking
support. Mobile Networks and Applications 7(3): 185-198.

Vygotsky, L.S. (1978) Mind in society: The development of higher psychological processes.
Cambridge, MA: Harvard University Press.

Walter A & Ritter T (2003) The influence of adaptations, trust and commitment on value-
creating functions of customer relationships. The Journal of Business & Industrial
Marketing 18(4-5): 353-66.

23



Walter A, Ritter T & Geminden HG (2001) Value creation in buyer-seller relationships.
Theoretical considerations and empirical results from a supplier’s perspective. Industrial
Marketing Management 30(4): 365-377.

Woodall T (2003) Conceptualising ‘value for the customer’: An attributional, structural and
dispositional analysis. Academy of Marketing Science Review, 2003: 1-42.

Zeithaml V (1988) Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence. Journal of Marketing 52(1): 2-22.

24



