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The purpose of this thesis is to explore how digitalization shapes customer value in regional 
media and challenges the customer value propositions. More precisely, this study aims to 
increase the understanding of which elements and activities create customer value in regional 
media and enable the realization of customer value propositions. To do so, it brings together 
perspectives from the company and customers. The context of this study, regional media, is 
characterized by locality and refers to media within a specific geographical location that 
provides local content. 

The research was conducted as a single case study on a regional media company. The data 
was collected by using a mixed method approach with the objective of achieving data 
triangulation. A quantitative customer survey was first conducted with the objective to examine 
customer views on different value dimensions and their perceptions of value co-creation. Semi-
structured interviews with customers were conducted to study the formation of customer value 
and value co-creation more profoundly. Customer needs and expectations, perceived benefits 
and sacrifices as well as the company’s ability to meet them were therefore explored. Interviews 
with the personnel aimed at gaining an understanding of how the employees see the formation 
of customer value and value co-creation in regional media. The company’s ability to meet 
customer needs and deliver customer value successfully was also evaluated. Thereby, the 
research combined customer and company perspectives on value creation. 

The research findings show that the essence of regional media has not changed due to 
digitalization. Customer perceived value in regional media continues to consist of local, high-
quality content. Customers expect regional media to quickly react on the surrounding issues 
and to provide in-depth content of local phenomena. Consuming the content of regional media 
is also associated with being aware of the local environment and building one’s own identity. A 
functional value dimension is perceived the most important among the customers, whereas 
emotional and symbolic value dimensions are linked to content consumption. The findings 
indicate that the benefits provided by regional media remain ambiguous for young and 
especially for non-paying customers. Also, the images associated with regional media 
negatively influence the customer expectations and customers’ interest in interacting with 
regional media. To retain the existing customers and attract new ones, regional media needs 
to communicate the offered benefits more explicitly and sharpen the idea of locality in its 
operations.
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Tämän tutkimuksen tavoitteena on selvittää, kuinka digitalisaatio muokkaa asiakkaan kokemaa 
arvoa aluemediassa ja haastaa asiakasarvolupaukset. Lisäksi tarkoituksena on lisätä 
ymmärrystä siitä, mitkä elementit ja aktiviteetit luovat asiakasarvoa aluemediassa ja 
mahdollistavat asiakasarvolupausten toteuttamisen. Tämän työn kontekstia, aluemediaa, 
määrittää paikallisuus. Aluemedia tarkoittaa mediaa, joka toimii tietyllä maantieteellisellä 
alueella ja julkaisee siellä paikallista sisältöä.  

Tutkimus toteutettiin yksittäistapaustutkimuksena aluemediayhtiössä. Tutkimuksen aineisto 
kerättiin monimenetelmällistä tutkimusotetta hyödyntäen tavoitteena saavuttaa 
aineistotriangulaatio. Tutkimuksen ensimmäinen vaihe koostui määrällisestä asiakaskyselystä. 
Sen tarkoituksena oli selvittää asiakkaiden näkemyksiä eri arvoulottuvuuksista ja arvon 
yhteisluonnista. Tutkimuksen toisessa vaiheessa puolistrukturoiduilla haastatteluilla pyrittiin 
syventämään ymmärrystä asiakasarvon muodostumisesta ja arvon yhteisluonnista. 
Haastatteluissa tutkittiin arvon yhteisluontia, asiakkaiden tarpeita ja odotuksia, koettuja hyötyä 
ja uhkia, asiakkaiden odotuksia sekä yrityksen kykyä täyttää ne. Puolistrukturoitujen 
haastatteluiden avulla pyrittiin myös ymmärtämään, miten henkilökunta kokee asiakasarvon 
muodostumisen ja arvon yhteisluonnin. Lisäksi arvioitiin yrityksen kykyä täyttää asiakastarpeet 
ja luoda onnistuneesti asiakasarvoa. Tutkimus toi yhteen kuluttaja-asiakkaiden ja yrityksen 
näkökulmat asiakasarvonluontiin. 

Tutkimustulokset osoittavat, että digitalisaatio ei ole muuttanut aluemedian olemassaolon 
perustaa. Asiakkaan kokema arvo aluemediassa muodostuu laadukkaasta, paikallisesta 
sisällöstä. Asiakkaat odottavat aluemedialta sekä nopeaa reagointia ympärillä tapahtuviin 
asioihin, että pitkiä ja tutkivia sisältöjä paikallisista ilmiöistä. Aluemedian sisältöjen lukemiseen 
liittyvät myös oman paikallisen identiteetin rakentaminen ja tarve olla tietoinen paikallisista 
asioista. Toiminnallinen arvoulottuvuus koetaan asiakkaiden keskuudessa tärkeimmäksi, ja 
aluemediaan liitetyt emotionaalinen ja symbolinen arvo puolestaan kytkeytyvät sisältöjen 
kuluttamiseen. Tutkimustulokset viittaavat siihen, että aluemedian tarjoamat hyödyt jäävät 
epäselviksi eritoten nuorille ja sisältöjä ilmaiseksi kuluttaville asiakkaille. Lisäksi aluemediaan 
liitetyt mielikuvat heikentävät asiakkaiden odotuksia ja kiinnostusta olla vuorovaikutuksessa 
yrityksen kanssa. Ylläpitääkseen vanhoja ja hankkiakseen uusia asiakkaita, aluemedian on 
tulevaisuudessa viestittävä tarjoamistaan hyödyistä tarkemmin ja terävöitettävä paikallisuuden 
ideaa toiminnassaan.
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1 INTRODUCTION 

Years ago I was living in a small municipality. I used to get strange glances from my classmates 

because I was the only child in the 5th grade whose family did not subscribe the local 

newspaper. This has for sure shown me how strong and unique the position of a newspaper 

can be in a local community. Ever since, in the fear of being an “outsider”, it has been important 

to me be a reader of a local newspaper. 

A local newspaper does not only offer information on the local matters but also clearly connects 

people. Moreover, newspaper is a reliable information mediator and therefore has an important 

societal role. It provides an overall view of the news day and focuses also on other important 

phenomena besides merely describing what happened yesterday. Traditional printed 

newspaper has been a very comprehensive information packet, in which the importance of 

each news has already been valued by the provider. Thus, it may not meet with the customer’s 

personal interests but offers something to everyone and keeps the reader up to date. A similar 

comprehensive view of the news is lacking in the digital channels, because the customers are 

able to choose to read only the news which they perceive attractive. In addition, as there is a 

lot of free content available online, a question arises concerning how the local news media 

keeps the customers involved. In fact, can it be so that nowadays the readers of local 

newspaper have become the minority? Be that as it may, it is worrying to see what kind of 

consequences it has on the community if the newspaper becomes a media of fewer and fewer 

people. Hence, it is exciting and, above all, necessary to consider how the traditional news 

media maintains its position in the digital transition and responds to the changed customer 

needs and preferences in order to retain and attract customers.   

For this reason, this thesis aims to increase the understanding on how digitalization shapes 

customer value and thereby challenges the formation and realization of customer value 

propositions in regional media. The context of this study, regional media, refers to media within 

a specific geographical location that provides local content, whilst regional newspaper is 

defined as a daily newspaper (Kuutti 2012, 168). The study seeks to enhance the 

understanding on which elements and activities create customer value and to identify if there 

are differences in how customer value propositions are perceived by the organization and the 

customers. Since the existing studies have mainly focused on reinventing business models in 

the digital transition and finding new revenue streams for regional newspapers, this research 
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focuses on the customer interface of the business model and customer value proposition, as 

well as assesses the formation of customer value in business-to-consumer relationships. 

The following sub-chapters provide an overview of the research by presenting the background 

of the study and the research objectives and questions. In addition, the key concepts and the 

delimitations of the research are explained, and the structure of the study is introduced.  

1.1 Background of the study 

Improvements in information and communication technologies during the past decade have 

created new functionalities for business and questioned the existing methods. It has led to a 

comprehensive development of current practices. The use of digital technologies is providing 

new revenue and value creation opportunities, which lead to the emergence of digitalization. 

(Bharadwaj et al. 2013; Gartner 2017; Valtiovarainministeriö 2017; Valtiokonttori 2016) 

Digitalization occurs when processes or products are fully or partly digitalized. Products can be 

converted from analog to digital as has happened to cd disks or brick and mortar stores. 

However, digitalizing products alone is not enough to cause digitalization, because it also 

requires changing consumer behavior, the expectations of stakeholders, market dynamics and 

social structures. Digitalization is about how technology changes the environment in which 

business is done. Thus, digitalization can be divided into micro and macro levels including 

digitalization of the company, digitalization of the society and digitalization of the markets. 

Digital transition requires continuous adaptation to the changing circumstances and questions 

the organization’s ability to scan the evolving business environment and respond to identified 

trends across the organization. (Ilmarinen & Koskela 2015, 22-23; Kane 2017)  

At the company level, renewing corporate strategy and business models represents typical 

characteristic of digitalization. This may, for instance, include moving within the value chain 

towards a better position, changing marketing efforts to digital media and reconsidering the 

channel decisions. Most importantly, the digital resources are used to tie together all functional 

and process silos through rich information sharing. (Bharadwaj et al. 2013; Ilmarinen & Koskela 

2015, 24-25) A society can also either foster digitalization, as has happened in the case of 

making map data available for companies, or prevent digitalization, as has happened in setting 

the value added tax (VAT) rate of newspapers in Finland (Ilmarinen & Koskela 2015, 27; 

Verohallinto 2015; Laudon & Traver 2015, 47). At the moment, the reduced VAT rate only 

applies to printed newspapers but not to electronically provided versions, because they are 
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considered a supply of services and therefore the general VAT rate is applied (Verohallinto 

2015). 

On the other hand, digitalization of the markets often refers to disruption, whereby a disrupter 

succeeds to challenge established incumbent businesses (Christensen et al. 2015). Individual 

companies can change the existing practices with their digitalized business models, and new 

entrants may break the revenue models that the traditional companies used to have (Ilmarinen 

& Koskela 2015, 25-26). For example, the digital music service Spotify understood that its 

customers are interested in music rather than disks and started to provide music in a digital 

format. According to Christensen et al. (2015), disruptions may originate from two types of 

markets: low-end footholds and new-market footholds. Low-end footholds create an opportunity 

for disrupters, because established companies often tend to improve products and services for 

the most demanding and profitable customers and ignore the needs and preferences of some 

other segments. Therefore, new entrants typically first target the overlooked segments and, 

when the mainstream customers also start adopting the offering, disruption takes place. In the 

case of new-market foothold, disruption starts from creating a whole new market that did not 

exist before. For example, Guttentag (2015) explored how the accommodation company Airbnb 

managed to disrupt the traditional hospitality industry. Airbnb’s case illustrates how digital 

technology has changed the concept of overnighting at people’s homes when travelling into a 

global phenomenon and the way how people plan and book their travels online. Airbnb also 

represents the consumer’s role as an active participant and the significance of peer information 

sharing in the digital era, since anyone can become a host or write a review based on a stay. 

Airbnb started their business by providing low-cost solutions to low-value customers, who were 

not attracted to the hotel booking websites. Once Airbnb became more popular, the quality of 

the offering increased. Nowadays it also provides solutions for the needs of customers who 

would otherwise stay at a fancy hotel.  

Johnson et al. (2008) emphasized that re-inventing business models to fit the digital era does 

not begin with considering business models as such. Instead, it starts with considering the 

opportunity to satisfy a real customer who has a specific problem that needs to be solved. 

Environmental disruptions, more demanding customers and global competition have led to a 

situation in which companies need to look for new ways to gain competitive advantage 

(Woodruff 1997; Wirtz et al. 2010). According to Barney (1991), a company has competitive 

advantage when its value creating strategy is not simultaneously implemented by any current 
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or potential competitors. In addition, a sustained competitive advantage is reached when the 

company implements its value creating strategy and it is not implemented or can be duplicated 

by any competitor. Previously competitive advantage has been searched from within the 

organization by internal improvements, but Woodruff (1997) argued that the next key source 

for competitive advantage might rely on customer orientation and companies should compete 

on delivering superior customer value. Therefore, Johnson et al. (2008) suggested that 

developing a business model needs to begin with the creation of a strong and attractive 

customer value proposition. Customer value proposition incorporates both customer and 

company perspectives for value creation, and summarizes which value creating benefits the 

company aims to deliver to its customers (Zott & Amit 2010; Anderson et al. 2006; Payne & 

Frow 2014). Johnson et al. (2008) argued that the success of reinventing new business models 

originates from understanding what satisfies the target customer and analyzing how the 

customer needs can be fulfilled. According to Woodruff (1997), competing with superior 

customer value delivery needs to be supported by customer orientation and having a common 

framework within the company regarding customer value. In order to understand customer 

needs and preferences, the company should have an interest in customer value learning and 

translating the insights into action. 

The technological progress, the evolving mindset of Internet users and the changing 

competitive environment have a significant impact on business models. According to Wirtz et 

al. (2010), these environmental disruptions have led to four issues characterizing the business 

models in the digital era: social networking, interaction orientation, personalization and user-

added value. Social networking is associated with social identity, social trust, virtual word-of-

mouth and increasing consumer power. People are seeking to belong to specific social groups 

and aim to manage their own image in these online environments. Furthermore, information is 

transferred informally between different parties and, due to the increased interactions, firms’ 

awareness of user opinions is increasing extensively. The company needs provide 

opportunities for networking (e.g. blogs and forums) and being present on those platforms. 

Interaction orientation on the other hand describes the firm’s ability to respond to the increasing 

demand for more intense dialogue between customer and firm. It emphasizes customer 

centricity by always setting the customer first and organizing all business activities around the 

customer. More emphasis should also be put on managing the interaction with customers: how 

is the interaction process structured and what are the firm’s capabilities to reach and respond 

to individual customers. In addition, cooperative value generation enables a company to 
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integrate customers into its business activities and gain first-hand information. This information 

should be utilized by taking customers as an active participants into product development. The 

new digital era has also extended the concept of personalization. While personal customization 

refers to reconfiguring websites according to customer’s personal needs and preferences, 

group and social customizations enable the company to offer customized products to distinct 

social groups. Finally, digitalization has emphasized the role of user-added value gained 

through user-generated content, innovation and revenue (Prahalad & Ramaswamy 2004; Wirtz 

et al. 2010). The company should encourage customers to participate and provide tools that 

enable customers to create value, such as user reviews and media uploads (Wirtz et al. 2010).  

The era of digitalization has also disrupted the traditional newspaper industry and challenged 

its existing business models (Karimi & Walter 2015; Lehtisaari et al. 2016). According to 

Lehtisaari et al. (2016), the problems of traditional newspapers result from changing consumer 

habits and choices made by advertisers, which consequently are driven by the rapid 

developments in technology and the online environment. News consumption is moving to 

mobile devices whilst the customers are increasingly consuming news via social networks and 

portals, which decreases the visibility of the original news brand. At the same time print 

circulations are declining, ad blocking services are becoming more common on the Internet 

and content marketing is increasing, as it is offering customers pleasant experiences. (Newman 

et al. 2016) This obviously represents a major challenge for advertisement services, which 

traditionally have formed nearly half of the profits in Finnish newspapers (Sanomalehtien Liitto 

2017a).  The existing studies proposed that, thus far, newspapers in the Nordics have not been 

very innovative in terms of reinventing business models, and in general, the news media 

organizations do not seem to fully utilize the potential of the Internet to deliver engaging user 

experiences through social media (Kerrigan & Graham 2010; Lehtisaari et al. 2016). 

Hakaniemi (2014) stated that regional media companies have been too protective of the printed 

edition thus far, as the business is purely designed around making a printed newspaper. 

However, according to Hakaniemi (2014) the company should embrace the capabilities that 

are needed to keep up with the technological disruption and change as the industry around it 

evolves. According to Helfat et al. (2007), capabilities refer to the ability to perform a certain 

task or activity and they develop over time. Capabilities are divided into two categories: 

operational and dynamic capabilities. Whilst operational capabilities enable the organization to 

perform their tasks and activities in the present, dynamic capabilities refer to the ability of an 
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organization to purposefully create, extend or modify its resource base during the change. 

Resources in turn can be either tangible, intangible or human resources which the organization 

can acquire, whereas an activity refers to an integration of these resources to serve a specific 

purpose in terms of fulfilling the overall objective of the business model (Zott & Amit 2010). 

Following Hakaniemi (2014), the digital transition also in the regional media should start with 

redesigning business model and it should be driven by understanding customers and their 

needs. The findings of a study conducted by Karimi & Walter (2015) in the newspaper industry 

suggested that the firm’s capacity to create, extend or modify its existing resources, processes 

and values is associated with building digital platform capabilities, which in turn affects how the 

company succeeds in its response to digital transition. Through this, the newspaper companies 

can develop digital noncore products to improve and extend their core print products and 

services. These digital innovations are needed in providing more digital content and co-creating 

services and products, including, for instance, content creation. The companies should serve 

new customers, reconsider content models and accept different revenue structures. Lehtisaari 

et al. (2016) also argued that in order to respond to the digital transition, news media companies 

could invest in testing different pricing mechanisms, actively supporting customers’ transition 

from traditional newspaper to digital channels and building a strong brand with a taste of 

communality, which engages customers with the brand. Furthermore, Kerrigan & Graham 

(2010) suggested that the digital transition of regional news media organization can be 

enhanced through online marketing operations, which offer personalized content and local 

community service with instant interactions and co-creation activities. However, Hakaniemi 

(2014) underlined that regional newspaper’s responsibilities for its customers in the local 

community do not change due to digitalization, but the same duties just has to be done in novel 

ways. 

Previous studies focusing on the impact of digitalization on business models in the newspaper 

industry have mainly focused on examining the development of news media and redesigning 

the business models as a whole (Hakaniemi 2014; Karimi & Walter 2015; Lehtisaari et al. 2016). 

Consumer trends concerning digital news consumption on a country level including Finland 

have also been investigated (Reunanen 2015; Newman et al. 2016). In addition, Graham & 

Smart (2010) examined the impact of the Internet on different value activities in the regional 

newspaper’s supply chain from the company’s perspective. Furthermore, Ojajärvi (2014) 

studied the current state and future of Finnish local media and explored the dimension of locality 
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in the contents of newspapers. However, the context of regional media in Finland and the 

nature of customer value propositions in the ongoing digital transition are not widely covered in 

the academic publications, although the importance of understanding customer needs has 

been emphasized time after time. Even though regional media is living the same digital 

transition as other media, it still has its unique customer base, stakeholders and competitors. 

Hujanen (2000) proposed that regional media is characterized by a local identity and the 

cultural identities might differ between different regions. Although regionalism is in some way 

or the other important for all regional newspapers, it is difficult to draw a single framework that 

would cover the whole regional media. Thus, there is room for further research in this context, 

and this thesis fills the research gap by focusing on regional media and the evolving perceptions 

of customer value.  

The case company of this study is a Southeastern Finnish media company Kaakon Viestintä 

Oy. The company was established in 2015, and it became one of the biggest regional media 

companies in Finland as a result of a fusion. It publishes regional and local newspapers and is 

also involved in digital business. Currently the company is looking for ways to renew the 

business and keep the regional media competitive. Responding to the digital transition and 

building new business models on locality and community requires an understanding of the 

changing customer needs. Thus, it is essential to understand which issues have impact on the 

formation and realization of customer value propositions both from the company’s and 

customers’ perspectives. The aim of the insights gained in this study is to increase the 

understanding of which activities and issues contribute to customer value creation in regional 

media in the digital era. In addition, the research facilitates to identify what kind of gaps there 

possibly are between customers’ and company’s value perceptions and thereby enables to 

improve customer value delivery. The ongoing changes in the industry and the case company 

provide an interesting starting point for the research. The case company is presented more 

comprehensively in chapter 5.2. 

Based on the previous discussion, it can be concluded that this study focuses on the customer 

interface of business model, namely customer value proposition. The focus of this research is 

illustrated in Figure 1 with red highlights. To clarify, this research examines how digitalization 

challenges the formation and realization of customer value proposition as a business model 

component. To be able to understand this, the research also explores customer needs and 

perceptions, and describes which organizational activities enhance successful delivery of the 
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set of benefits to the customer. Customer value proposition is connected to other essential 

components in the business model and guides the entire value creation process. Hence, it 

forms an appropriate basis for the research. 

 

Figure 1. Business model components (Adapted and modified from Hedman & Kalling 2003 
and Wirtz et al. 2015) 

1.2 Research aims & questions 

There is a vast amount of academic publications that address the key concepts of this study, 

such as business model (e.g. Chesbrough & Rosenbloom 2002; Osterwalder 2004; Morris et 

al. 2005; Zott & Amit 2010), customer value proposition (e.g. Anderson et al. 2006; Rintamäki 

et al. 2007; Payne et al. 2017), as well as value creation and customer perceived value (e.g. 

Zeithaml 1988; Ravald & Grönroos 1996; Woodruff 1997; Vargo & Lusch 2004). Value creation 

especially in e-business and re-inventing business models has also been covered in academic 

research (Timmers 1998; Amit & Zott 2001; Johnson et al. 2008; Wirtz et al. 2010). However, 

the existing studies focusing on digital transition in regional media have mainly focused on 

reinventing business models and paid attention particularly to the value capture (Hakaniemi 

2014; Lehtisaari et al. 2016; Reunanen 2015). Less knowledge has been gathered from the 
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formation of customer value in the digital era in regional media. Kerrigan & Graham suggested 

already in 2010 that future research should focus on examining customers’ evolving 

perceptions of value and the interaction between the customer and supplier. The existing 

research has emphasized that co-creation activities may be a key to survival in the digital 

transition of regional media, but simultaneously the media companies have not fully utilized this 

potential (Graham & Smart 2010; Kerrigan & Graham 2010). To fill this research gap, the thesis 

intends to explore customers’ value perceptions more profoundly. Moreover, the study aims to 

examine customers’ intentions and interests for value co-creation in the regional media. In order 

to examine the topic of this thesis in detail, the research ties together both business model and 

marketing literatures.  

As the media consumption habits in the field of regional media have changed due to rapid 

developments in digital technology and the online environment, regional media needs to find 

new ways of creating value for customers and to revise its business model to suit for the digital 

era (Lehtisaari et al. 2016). The purpose of this study is to examine the impacts of digitalization 

on customer value and thereby customer value proposition. This study aims to find out which 

elements form customer value in regional media and how customer value propositions are 

understood by the case organization and its customers. As a continuum to this, the study also 

intends to understand which interactions between different activities enable the realization of 

customer value proposition. The research problem is multidimensional and, since determining 

customer value requires assessing both customers’ and personnel’s’ perceptions (Ulaga & 

Chacour 2001), both customer and company sides are investigated to gain deeper insights. 

Based on the research objectives, the main research question (RQ1) is formulated as follows: 

 RQ1. How does digitalization shape customer value and challenge customer value 

propositions in regional media? 

A preliminary view on the case showed, that the development and communication of 

customer value propositions in regional media have usually been very price-oriented, whilst 

the entire business is strongly characterized by locality. However, digitalization has created 

new opportunities for value creation and changed the competitive environment and 

consumer behavior. As the consumers’ desires and needs have evolved and customer 

value propositions should address the value perceptions of customers (Chesbrough & 

Rosenbloom 2002; Rintamäki et al. 2007; Teece 2010), it is essential to examine how 
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digitalization affects the formation and realization of customer value propositions. In 

addition, it is argued that focusing on the product’s ability to provide value for money is a 

rather simplistic definition of customer perceived value (Sweeney & Soutar (2001), and 

price-centric value propositions may no longer be up to date. The purpose of the main 

research questions is therefore to increase the understanding of the changing demands for 

customer value propositions in the ongoing digital transition.  

To be able to answer the main research question, the following sub-questions (RQ2, RQ3 and 

RQ4) are also examined: 

 RQ2. Which elements and activities contribute to the realization of value propositions 

in regional media? 

Even though customer perceived value, customer value proposition and digital transition of 

news media are widely studied areas, the existing studies have not covered the formation 

and realization of customer value propositions in regional media. Therefore, the objective 

of this sub-question is to clarify which elements form customer value in the regional media, 

which has its unique characteristics. Understanding the most important value dimensions 

and attributes is essential in order to develop attractive and competitive customer value 

propositions which meet the needs and desires of target customers also in the digital era. 

 RQ3. Are there differences in how customer value propositions are understood by the 

company and customers? 

Since digitalization is changing the nature of customer value creation and the regional 

media is looking for ways to respond to the ongoing transition, it is essential to examine if 

the value perceptions across the company and customer are aligned. Value proposition 

should bring together the perspectives of both company and customers for value creation 

(Rintamäki et al. 2007), and Ulaga & Chacour (2001) suggested that determining customer 

value should contain a comparison between these views. To communicate and create 

customer value successfully, there should be a shared understanding of customer value 

not only across the organization but also between the company and customers (Woodruff 

1997; Ulaga & Chacour 2001). The purpose of this research question is to examine if the 

value perceptions of company and customers differ from each other. In doing so, it enables 

to identify possible gaps between the value perceptions in order to improve customer value 
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creation. The gaps create opportunities for mistakes in value delivery (Woodruff 1997). 

Hence, deepening the understanding on this subject is essential. 

 RQ4. What are the interactions between different activities that enable the realization 

of a customer value proposition? 

Any business unit or business model activity alone is not able to realize customer value 

propositions, but they should work seamlessly together to enhance the delivery of customer 

value. The whole business model should be organized around value creation, and all 

business model elements should be reflected in value delivery (Morris et al. 2005; 

Rintamäki et al. 2007).  

This thesis is conducted as a single case study by adopting an exploratory approach, which 

enables to enhance the understanding of the research problem and gain detailed knowledge 

from the case company’s customers and personnel (Saunders et al. 2009, 139; Hirsjärvi et al. 

2014, 138). The research examines the phenomenon in a certain context and timeframe and 

attempts to understand particularly the case company’s performance. Therefore, the research 

has adopted an abductive logic for reasoning. According to Dubois & Gadde (2002), abductive 

logic systematically combines deductive and inductive approaches, meaning that there is a 

continuous interaction between theory and empirical data. In abductive logic, the research does 

not test already existing theories, but uses people’s everyday interpretations to understand the 

topic examined (Eriksson & Kovalainen 2008, 22-23), which makes it closer to an inductive 

approach than deductive (Dubois & Gadde, 2002). In this research, prior research is utilized to 

design the data collection, and to analyze and understand the empirical data.  

Both qualitative and quantitative methods are applied to the empirical part of the study, since 

using mixed methods enables the collection of comprehensive evidence and achieving data 

triangulation (Saunders et al. 2009, 153-154; Yin 2014, 66). Thus, the research methods 

adopted to this study provide better opportunities to answer the research questions. The data 

collection begins with a survey questionnaire that focuses on customers’ perceptions of the 

different value dimensions that drive the formation of customer value. Next, middle and top 

managers responsible for the customer offering in the case company are interviewed to assess 

how customer value is perceived within the organization. The customer side of the 

phenomenon is further investigated by interviewing different types of customers (e.g. age, 

gender, subscription type). The objective is to have a heterogeneous sample with diverse 
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characteristics among the participants, which enables the exploration of the key themes arising 

from the population. Using multiple methods allows gaining a rich understanding of which 

dimensions and attributes form customer value in regional media and to corroborate the 

research findings. 

1.3 Key concept definitions 

The key concepts applied in this research are shortly introduced and explained in this chapter 

to clarify the discussion. 

Regional media 

Regional media is the news media within a specific geographical location. It provides content 

in a local context. Regional newspapers are published at least three times a week and are often 

defined as daily newspapers (Kuutti 2012, 168). 

Digitalization 

Improvements in information and communication technologies during the past decade have 

questioned the existing practices in business, unleashed new functionalities and provided new 

revenue and value creation opportunities (Bharadwaj et al. 2013; Gartner 2017; 

Valtiovarainministeriö 2017). Digitalization refers to a comprehensive development of the 

existing modes of action and is therefore described as a process of moving into digital business 

(Gartner 2017). Digitalization has increased interconnections among products, processes and 

services, while new digital resources are leveraged to create value (Valtionkonttori 2016; 

Bharadwaj et al. 2013). 

Business model 

Business model as an activity system is a set of interdependent organizational activities that 

enable a firm to create and appropriate value. It reflects a firm’s perception about customer 

needs and models how it conducts business and delivers value to the stakeholders. Activity 

system design involves content, structure and governance elements, which describe the 

selection of certain activities, how they are linked and who performs them. (Zott & Amit 2010; 

Teece 2010) 
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Value creation 

Value creation process includes identifying customer needs, determining what kind of value a 

company can create and deliver to customers, specifying the value an organization receives 

from its customers and finally managing the value exchange to maximize the lifetime value of 

certain customer segments (Payne 2006, 102-103). Value creation is therefore categorized into 

perceived use value and exchange value. The perceived use value is based on the customer’s 

subjective perceptions of the usefulness of the product offering, whereas the exchange value 

is realized when the product is sold and consists of the amount paid by the customer for the 

perceived use value. (Bowman & Ambrosini 2000) In order to create and deliver value to the 

customers, the company needs make product, service, pricing and distribution related 

decisions and communicate the value through an appropriate promotional mix (Lanning & 

Michaels 1988). Value creation requires that the company uses all key resources, capabilities 

and processes to fulfill the customer value propositions (Johnson et al. 2008). Moreover, 

customers can be involved in the value creation process through active participation in different 

processes of the company, such as product development and content creation. The 

interactions between the company and customer allow the customer to create unique 

experiences. (Prahalad & Ramaswamy 2004) 

Customer value proposition 

Customer value proposition is a business model component that reflects the overall objective 

of the business model and brings together the perspectives of both customers and company 

(Zott & Amit 2010). Customer value proposition is a promise to deliver a particular set of value 

creating benefits to a customer, and it should be designed to attract a specific target group. 

Thus, developing a customer value proposition firstly requires identifying the key dimensions 

of customer value. (Anderson et al. 2006; Payne & Frow 2014; Rintamäki et al. 2007) In order 

to enhance the value delivery, customer value proposition needs to be communicated to the 

customers with marketing efforts.  

Customer perceived value 

Customer perceived value can be defined as a trade-off between the benefits that a customer 

receives from a product or service and the sacrifices a customer needs to make in order to 

attain the benefits. Customer value is always subjective by nature and evaluated based on the 
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comparison between the expectations and experiences. Both tangible and intangible drivers 

are identified to either increase or decrease the value perceived by a customer. (Ravald & 

Grönroos 1996) The value dimensions affecting the value perceptions of customers are often 

categorized into following groups including both hedonic and utilitarian dimensions: economic, 

functional, symbolic and emotional value (Rintamäki et al. 2007; Sweeney & Soutar 2001). 

1.4 Research delimitations 

This thesis contains both theoretical and managerial delimitations which are to be discussed in 

order to describe the scope of the research. In the first place, this study is limited to the 

customer interface of business model and it focuses on customer value creation excluding 

value capturing. Other business model components such as key resources are left outside the 

study in spite of their impact on value creation (Johnson et al. 2008). A view on the case before 

conducting the empirical part showed that the existing customer value propositions of regional 

media are very price oriented and insights for developing new value propositions beyond price 

centricity are needed. Therefore, economic value is not emphasized in the theoretical nor in 

the empirical part of this research when examining distinct value dimensions. 

This study concentrates on customer value in business-to-consumer relationships, specifically 

in the context of regional media, and the findings of the research should be viewed only to that 

extent. The research is limited to the business-to-consumer market, because it forms the 

foundation for the business in this specific context. A focus on consumers also enables the 

company to run a stronger advertisement business designed for business-to-business market. 

The research is conducted as a single case study by examining a certain company operating 

in the regional newspaper industry in Finland. Therefore, the results reflect the unique 

resources, capabilities and customer base of one company, and the research does not aim to 

generalize the findings to other circumstances. Moreover, it is worth noting that this research 

only focuses on regional newspapers, and the local paid newspapers and the local free papers 

are excluded from the study. 

Even though the existing framework of customer value audit (Ulaga & Chacour 2001) 

suggested that customers’ perceptions of alternative competitors’ products should also be 

evaluated in order to compare the value offerings and improve the business, this study focuses 

solely on the case company’s own customers and offering. To gain a comprehensive view of 

the value perceptions, also the company side is covered by interviewing personnel. However, 
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the sample includes only the managerial level and does not cover all business units. For 

example, newspaper delivery is excluded outside the study. 

Although this study increases the understanding of how customer value is perceived within the 

organization and customers as well as describes what kind of organizational activities enable 

the realization of customer value propositions, the research does not focus on actual strategic 

choices or operational actions. The purpose is not to evaluate the current practices or develop 

new methods. Thus, tracking the value delivery performance and measuring value outcomes 

are excluded from the study. Moreover, the value outcomes, creation of customer experience 

or marketing tactics concerning the communication of customer value proposition are not tested 

empirically. 

1.5 Structure of the study 

This thesis begins with an introduction to the background of the research and explains the 

research problem, objectives and research questions. Also the key concepts and delimitations 

of the research are introduced. The report continues with a literature review that first discusses 

customer value and customer value creation. This contains literature on business models, 

service-dominant logic and value co-creation. Moreover, the formation of customer perceived 

value and the customer value determination process are explained. Next, the review continues 

to discuss value management as well as development and communication of customer value 

propositions. The aim is to explain what actions the realization of customer value propositions 

requires. The theoretical part is concluded with a presentation of the conceptual framework of 

the research and description of the industry and case company in which the empirical part is 

conducted. 

The thesis continues with an overview of the research design and provides an understanding 

on why certain data collection and analysis methods have been chosen over others. In addition, 

the data collection and analysis processes are introduced and the reliability and validity of the 

study are evaluated. This is followed by the empirical part of the research, in which the findings 

are analyzed in detail. Finally, the key findings of the study are concluded and both theoretical 

and managerial implications are drawn. The limitations of the research and the suggestions for 

further research are also discussed. 
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Figure 2 below illustrates the research questions and the theory chapters together with the 

empirical analysis in order to clarify the structure of the report. 

 

Figure 2. Thesis structure 
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2 CUSTOMER VALUE AND VALUE CREATION 

Digitalization has dramatically changed the competitive landscape by creating new 

opportunities and questioning the traditional methods in business. Digitalization has created a 

more connected world, where customers are better informed, may belong to social groups of 

consumers and expect experiences across multiple channels. As customers are becoming 

more demanding and their role as active participants in the value creation process is becoming 

more common, it is clear that the power of consumers has increased. They expect the 

companies to respond to their individual needs and even predict their future needs. In despite 

of the multidimensional nature of customer value creation, it is widely acknowledged that the 

customer is the party who determines the created value (e.g. Vargo & Lusch 2004; Grönroos 

2011). For this reason, delivering superior customer value can be seen as an important issue 

in attracting and retaining customers. Customer centricity as such is not a new paradigm, but 

its significance has been emphasized in the digital era especially due to the evolving customer 

needs and competitive environment. In order to succeed in value creation, the company needs 

to understand what the targeted customers value and which dimensions that affect customers’ 

choices and value perceptions are the most important ones. If not, the question arises about 

how the company knows which products and services to develop, are the customer needs 

already fulfilled by another company or is the product reflective of what the customers consider 

worth to pay. 

This chapter explains the concept of customer value creation and clarifies its role in relation to 

a business model. Moreover, the impacts of digitalization on customer value creation as well 

as the formation of customer perceived value are examined. Finally, the link between customer 

experience and customer perceived value and the determination of customer value are 

described.  

2.1 Business models and customer value creation 

Business model illustrates the product or service the company provides as well as the different 

business actors and their roles. It also defines the benefits different stakeholders may receive, 

as the business model describes how the company delivers and captures value, whereas a 

revenue model only refers to value appropriation. (Timmers 1998; Amit & Zott 2001) According 

to Zott & Amit (2010), the purpose of the business model is to utilize business opportunities by 

creating value for the parties involved whether it is meeting customer needs or making profit 
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for the company itself and its partners. Chesbrough and Rosenbloom (2002) in turn defined the 

business model as a logic that connects technical opportunities with the realization of monetary 

value. Osterwalder (2004) clarified the role of the business model by arguing that business 

strategy is translated into a business model through value propositions, customer relationships 

and value networks. The business model is implemented into appropriate functions, which are 

executed by the business organization, such as departments, units and workflows. As the 

business model represents the logic of how the company creates value and copes with the 

changes in the competitive environment, it is widely emphasized that it also describes how the 

company creates sustainable competitive advantage in the target markets and differentiates 

itself from the competitors when appropriately implemented (Chesbrough & Rosenbloom 2002; 

Osterwalder 2004; Morris et al. 2005; Teece 2010).  

Zott & Amit (2010) have later extended the business model concept towards an activity system 

that consists of independent activities exceeding the focal firm’s boundaries. An activity refers 

to an integration of human, physical and capital resources of any party that is involved in the 

business model, such as the focal firm, its partners or its customers. It serves a specific 

purpose, which contributes to fulfilling the overall objective of the business model. The authors 

also emphasized the importance of interdependences among the activities, meaning that the 

activity system should create a holistic business model design instead of only focusing on 

individual functions and optimizing the details. For example, one activity might seem inefficient 

when viewed separately, but when all activities are merged the system may allow gaining 

significant advantages in comparison to competitors. According to Amit & Zott (2012), the way 

how the activities are combined together describes the sources of value creation. Furthermore, 

the authors highlighted that imitating the entire system is more difficult for the competitors than 

copying a single product or process, which well illustrates the activity system’s value for the 

business. Based on the prior discussion, the activity system perspective seems to suit the 

ongoing digital transition well, because companies should move from the traditional, clear 

functional silos to working on a common goal of creating customer value. The better the 

different activities in the business model are linked to each other, the more improved the 

outcomes are. This means that even though different units have their own roles in the process, 

they should work together to reach the final outcome. For example, in the newspaper industry 

each department has the same goal of making a good newspaper (e.g. sales, editorial and 

delivery) but each unit focuses on its own function whilst interaction is lacking. A lot of potential 

will be lost and creating new solutions to respond to the changing competitive environment 
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becomes much more difficult. Therefore, this thesis explores the realization of customer value 

propositions in the digital transition of regional media from the activity system perspective.  

Even though many of the previous studies name similar elements to be included in business 

model, the analysis conducted by Wirtz et al. (2015) showed that there are still multiple 

approaches within the literature. Continuously appearing elements can be divided into offering, 

market, customer and company related factors (Timmers 1998; Amit & Zott 2001; Chesbrough 

& Rosenbloom 2002; Osterwalder 2004; Morris et al. 2005; Johnson et al. 2008; Teece 2010; 

Zott & Amit 2010). Chesbrough & Rosenbloom (2002) proposed that the business model should 

identify the customer value proposition, market segment, structure of value chain, cost 

structure, profit formula, competitive strategy and company’s position within the value chain. 

Morris et al. (2005) in turn divided the business model into six different components including 

offering, market, internal capability, competitive strategy, economic model and investor factors. 

These components address how the company creates value and to whom it creates value. 

Since the business model represents the competitive advantage of the firm, it should also 

characterize the sources of competencies and the competitive strategy. Moreover, the business 

model should define how the company makes money and identify time and growth related 

objectives. On the other hand, Johnson et al. (2008) shortened this list by proposing that the 

business model should only consist of four elements including customer value proposition, 

profit formula, key resources and key processes, whereas Zott & Amit (2010) argued that the 

business model involves only three elements: content, structure and governance. The business 

model should thus emphasize what and how the company conducts activities and who is 

responsible for performing them. However, the most commonly used framework in practice 

seems to be the business model canvas developed by Osterwalder (2004). According to 

Osterwalder (2004), business model is best described through nine different components 

covering customers, offering, infrastructure and economic viability, which consequently are 

implemented through organizational structures, processes and systems.  

Based on the previous studies, Wirtz et al. (2015) proposed an integrated business model, 

which is a framework to organize the value creation and ensure profit making. It consists of 

strategic, customer as well as market and value creation components, and considers both 

internal and external factors to form a holistic view. The strategic components include strategy 

model, resource model and network models. These components indicate a company’s strategic 

positions, value propositions, competencies and core assets. It also involves the networks and 
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partners of the business model. Furthermore, customer and market related factors are divided 

into customer, market and revenue models. The components also cover customer 

relationships, competitors, product or service offering and revenue streams. The value creation 

components are consequently related to manufacturing, procurement and finance, including, 

for example, resource acquisition and financing, capital and cost structure models. However, a 

clear separation between different business model elements is not always feasible and the 

components should be viewed as interconnected.  

Timmers (1998) identified eleven different business models especially for electronic markets: 

e-shop, e-procurement, e-auction, e-mall, 3rd party marketplace, virtual communities, value 

chain provider, value chain integrator, collaboration platform and information broker. The author 

also provided a framework for the classification of these Internet-based electronic commerce 

business models. The framework is based on two dimensions: degree of innovation and the 

extent of integration of functions. The business models are either an electronic re-

implementation of the traditional way of doing business or a totally new offering that consists 

of functions that did not exist before. In addition, the level of integration varies from single 

function business models to a fully integrated functionality. On the other hand, Wirtz et al. 

(2010) presented an Internet business model framework consisting of four basic types: content, 

commerce, context and connection. Content-oriented business models are typical for 

companies that focus on the collection, selection, distribution and/or presentation of online 

content. Commerce-orientated companies provide cost-efficient transactions for buyers, 

whereas context-oriented business models focus on sorting the information that already exists 

on the Internet. Business models focusing on connection provide a network infrastructure that 

enables users’ participation in online networks. However, it is noteworthy to mention that many 

companies apply several business model types at once in hybrid or integrated versions. 

All activities within the business model aim to serve value creation, which is the overall purpose 

of the business model (Zott & Amit 2010). Furthermore, the business model should summarize 

customer needs and express the customer value proposition, which indicates how the company 

delivers value to its customers (Teece 2010). Understanding how the business model manages 

to fulfill the value proposition by using all its key resources and processes requires identifying 

all essential parts of the model. Johnson et al. (2008) proposed that key processes might 

involve people, technology, product, equipment, information, channels, partnerships and brand, 

whereas Zott & Amit (2010) emphasized that sources of value creation are rather the design 
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themes of the business model. The design themes include efficiency, complementarities, lock-

in and novelty. In practice, this means that the company should adopt innovative elements to 

its offering, create factors that maintain stakeholder retention, seek for activities that enable the 

generation of more value and reduce transaction costs through reorganizing business model 

activities. Developments in information and communication technologies have also enabled 

firms to change the ways they conduct business (Amit & Zott 2015). Business conducted over 

the Internet has opened new opportunities for value creation, and e-business can be either 

complementary to traditional business or represent a completely new approach (Timmers 1998; 

Amit & Zott 2001).  

As many of the previous studies underline, customer value proposition is one of the central 

business model components and closely related to customer value creation, as it guides the 

whole value creation process (Chesbrough & Rosenbloom 2002; Osterwalder 2004; Morris et 

al. 2005; Johnson et al. 2008; Teece 2010; Zott & Amit 2010, Amit & Zott 2015). Customer 

value proposition, hence, represents the customer interface of the business model and is the 

component on which this thesis concentrates. It is directly linked to infrastructure (key 

resources, activities and partners), offering (products and services) and customer (customer 

segments and relationships as well as distribution channels) related components of the 

business model (Osterwalder 2004). Customer value proposition does not only describe a 

problem to which it delivers solutions and communicate the value created for customers, but 

also defines how the product or service offering is made available for customers and what is 

the firm’s role in this (Chesbrough & Rosenbloom 2002; Morris et al. 2005; Johnson et al. 2008). 

Most importantly, the objective is that the customer value proposition motivates a specific target 

group and addresses their value perceptions (Chesbrough & Rosenbloom 2002; Teece 2010). 

Moreover, Teece (2010) extended the definition of customer value proposition to also cover a 

company’s value appropriation, as the value proposition should provide advantageous cost and 

risk structures while enabling significant value capture. A business model itself might not 

provide answers to how it can contribute to realize the business objectives, and therefore, 

marketing strategy is needed to assess the economic viability of the value proposition (Timmers 

1998). 

According to Morris et al. (2005), the development of a value proposition requires well-defined 

customer needs and organizational capabilities, and to be successful, it also requires 

establishing guiding principles. Operating rules may clarify the customer value proposition, and 
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they are important on the operational level of the business model. The rules ensure that all 

elements of the business model are reflected in the ongoing actions, and they work as a 

guidance in avoiding actions that might endanger value creation. Since the customer value 

proposition forms the basis for this research, it is examined in isolation in chapters 3.2 and 3.3.   

2.2 Creating value for customers 

During the past hundred years, marketing has moved from a goods-dominant view to a service-

dominant logic changing the value creation process from a product- and company-centric 

approach to an interactive approach, in which the customer has a fundamental role (Prahalad 

& Ramaswamy 2004; Vargo & Lusch 2004; Vargo & Lusch 2008a). These logics differ in many 

ways, such as resources and the role of goods and service. The differences are summarized 

in Table 1 and explained below. 

Table 1. Goods-dominant logic and service-dominant logic (Vargo & Lusch 2004) 

 

To understand the evolution of marketing, it is necessary to first take a look at the concept of 

relationship marketing. The transition from transaction marketing to relationship marketing was 

driven by globalization and developing an understanding of the importance of customer 

retention (Grönroos 1994). In transaction marketing the customer value exists in the exchange 

of a product for money. Instead of building long-term relationships, the firm concentrates on 

single transactions and adopts a rather short-term perspective. (Grönroos 2004) The traditional 

marketing mix treats the consumer as a passive party, whereas the seller takes an active role. 

In this view, personal contacts with customers are not supposed to exist and the focus lies on 
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the mass markets. As contacts with the customers do not belong to the transaction marketing 

approach, the benefits received by the customers are mostly limited to technical solutions 

offered by the product. There are no other elements that would provide added value to the 

customer, and the dominating value driver is the outcome of the product, such as technical 

quality. Therefore, transaction marketing makes customers more price sensitive. (Grönroos 

1994) 

Grönroos (1994) defined relationship marketing as an approach where the objective is to 

establish and maintain customer relationships to maximize the customer lifetime value. This 

kind of relationships are often long-term by nature and aim to achieve certain economic goals, 

meaning that single transactions as such may sometimes be unprofitable for the company. In 

the relationship approach the customer interface is broader than in transaction marketing and 

the company has more possibilities to provide added value to the customers. Added value is 

something that is not included in the core product and it can, for example, be information, 

knowledge, social or technological by type. In contrary to the transaction view, in relationship 

marketing the dominating value driver is the interaction process, and the role of the core product 

in the customer’s value perception is blurred (Grönroos 2004). When several companies are 

able to provide the same technical quality, functional quality (i.e. how the service is delivered 

to the customer) becomes more important. Ravald & Grönroos (1996) suggested that having a 

relationship may shift customer’s evaluation from separate offerings to the relationship as a 

whole. Moreover, relationship aspects, such as credibility and commitment, can reduce the 

sacrifices the customer needs to make and therefore increase the overall value perceived by a 

customer.  

According to Ravald & Grönroos (1996), episode based value drivers, such as quality or 

support services, might not be the most valuable factors to the customer in a long-term 

relationship. Even though they are significant when the customer is choosing between different 

firms or considering repurchasing, in a long-term relationship between a customer and a focal 

firm attention should be paid to the benefit concept. The characteristics of the company, such 

as safety and continuity, may have a positive impact on the trust that the customer perceives 

towards the company. Consequently, increased trust for the focal firm supports customer 

loyalty, once the customer knows that the company can meet the needs. Sheth & Parvatlyar 

(1995) in turn suggested that fostering customer commitment through relationship marketing is 

beneficial for the company, because retaining current customers is less expensive than 
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acquiring new ones. In addition, a longer relationship is more profitable for the company. As 

Grönroos (1994) noted, relationship marketing aims to maximize the customer lifetime value, 

and separate transactions may at times remain unprofitable. Therefore, it is important to 

maintain customer commitment in order to balance profit flow especially in business to business 

relationships, where the customers are usually characterized by longer decision making 

processes and a desire to maintain longer relationships. Furthermore, Morgan & Hunt (1994) 

proposed that trust drives the relationship commitment, which in turn fosters the cooperative 

behavior between the firm and the customer. Cooperation in this matter refers to working 

together to achieve common goals and results that would not be reachable by operating alone.  

Whereas the objective of relationship marketing is to increase the amount of on-going 

transactions with the customer, service-dominant logic extends the relationship concept by 

including the customer to the value creation process as an active participant (Vargo 2009). 

Understanding the emergence of service-dominant logic begins with identifying operand and 

operant resources. Operand resources are tangible assets, such as raw materials, whereas 

operant resources refer to skills and knowledge. In the new service-dominant logic, operant 

resources are considered as the fundamental source of competitive advantage, and the 

resources should be developed and coordinated to deliver preferred benefits for customers. 

(Vargo & Lusch 2004; Vargo & Lusch 2009)  

Although earlier, tangible attributes and discrete transactions used to be central, nowadays 

intangibility, exchange processes and relationships play a significant role. Vargo & Lusch 

(2004), however, underlined that the service-dominant logic should not only be associated with 

service industries, value-added services or traditional conceptualizations which usually treat 

services as a residual to fill the gap that tangible goods did not achieve. Vargo & Lusch (2008b) 

described the role of goods in the service-dominant logic as conveyors of competences, 

because the service provided directly or through goods is a set of capabilities that forms the 

source of value. In service-dominant logic, services are defined as specialized competences 

that are applied to satisfy another’s needs through actions, processes and performances. 

Therefore, this philosophy is applicable to all market offerings, including also those that has 

tangible goods in the process of service supply. (Vargo & Lusch 2004; Vargo & Lusch 2008b) 

In the service-dominant logic, a customer is seen as an operant rather than an operand 

resource. The customer is always involved in the value creation and seen as a co-producer of 
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service. Whereas goods-centered logic of marketing focused on performing tasks to the 

customers, in the service-dominant logic marketing is based on continuous processes and 

performing tasks in interaction with the customers. For example, in the case of tangible 

products, the production does not end to manufacturing but continues when the customer uses 

the product. To clarify, by using the product, the customer is continuing the marketing, value 

creation and value delivery processes. Value is always determined by the customer itself while 

the company can only make value propositions. From the company’s perspective, applying 

service-dominant logic requires fundamental change in thinking. (Vargo & Lusch 2004) To 

enrich the understanding of this transition, Vargo & Lusch (2014) explained that the value is 

rather dynamic, emerging and co-created instead of being something that companies plan, 

manage, create and deliver top down. Moreover, Vargo & Lusch (2004) argued that all 

employees should be considered as service suppliers with the objective of satisfying the 

customer needs. Thus, every employee in the company should understand the value 

proposition of the firm and operate accordingly. As the focus of service-dominant logic relies 

on the customer, building and maintaining customer relationships belongs to the whole 

organization.  

Lanning & Michaels (1988) presented a three-step approach for value delivery (Figure 3) and 

emphasized the importance of providing and communicating value instead of making and 

selling the product. The value delivery system relies on the formulation and realization of 

customer value propositions (Ballantyne et al. 2011).  

 

Figure 3. Value delivery system (Adapted from Lanning & Michaels 1998 and Ballantyne et al. 
2001) 

While the traditional product-oriented system begins from product and process design and 

proceeds to manufacturing the product and providing service, value delivery system focuses 

first on understanding the value desires of the selected target group. Moreover, the value 

delivery focuses on defining the customer benefits before moving into product design as well 
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as manufacturing and distribution processes. The middle phase of the system consists of 

providing the value: product and service development in addition to making pricing, sourcing 

and distribution related decisions. Finally, the value is communicated to the customers through 

sales message and promotion activities. The latter part of the system should not be overlooked, 

as the customers make purchasing decisions based on the value they receive and, hence, the 

communication functions may reinforce the value delivery. (Lanning & Michaels 1988) 

2.2.1 Value co-creation 

The nature of mutual value creation has been extended by examining the concept of value co-

creation (Payne et al. 2008). Interactions that allow customers to create unique experiences 

together with the company has been considered as the next key source of competitive 

advantage (Prahalad & Ramaswamy 2004). Traditionally, the consumers do not affect the 

value creation but the company alone decides the product or service offering, and thus, defines 

what creates value for the customer. Nowadays, consumers can participate in different 

processes from the product development to product delivery. (Prahalad & Ramaswamy 2004; 

Payne et al. 2008) The opportunities that companies may have for value co-creation are 

dependent on the characteristics of their industry, offerings and customers. Opportunities for 

value co-creation can be based on either advancements in technology, changes in industries 

itself or changes in customer needs and consuming trends. (Payne et al. 2008) For example, 

technology companies might help the supplier to design a product that the customers need, 

and supermarkets have involved customers in the checkout process. Based on previous 

studies, Ranjan & Read (2016) argued that value co-creation consists of two elements: value 

co-production and value in-use. Co-production refers to exchange between two actors, 

whereas value in-use is based on the idea that value is always created in-use through 

interaction with the firm and the offering. Thus, value co-creation does not only consider 

engaging customers in new product development or content creation but also describes how 

the consumers behave, interact, experience and use the product in the social context in which 

they belong to.  

According to Ranjan & Read (2016), co-production consists of knowledge sharing, equity and 

interaction. The first one refers to sharing the operant resources, including customer’s ideas 

related to the existing products or development of new products, and customer’s willingness to 

invest time and effort into sharing suggestions to improve the company’s offering. It also refers 
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to the customer’s tendency to help other consumers and spread positive word of mouth (Yi & 

Gong 2013). Furthermore, this element covers company’s contribution in providing suitable 

environment for knowledge sharing (Ranjan & Read 2016). Equity on the other hand means 

that both parties have the same access and transparency to information in order to have a 

constructing dialogue (Payne et al. 2008; Ranjan & Read 2016). Equity also emphasizes how 

important does the company consider customer’s role in its own processes and if the customer 

has a possibility to participate equally in defining the outcome. Lastly, interaction consists of 

the dialog between the actors. It underlines if the customer has an opportunity to express his 

or her own needs and preferences or if the company provides relevant information to its 

customers. (Ranjan & Read 2016) Prahalad & Ramaswamy (2004) emphasized that providing 

information to the consumer can enhance the consumer’s evaluation of the risks and benefits 

related to the decision and thus support the decision making. Yi & Gong (2013) in turn proposed 

that customer’s own effort to share personal information is essential in terms of value co-

creation, because the better the customers provide information of their needs and expectations, 

the better the company can serve them.   

Ranjan & Read (2016) defined value in-use to consist of customer experience, customization 

and relationship factors related to the usage process. This includes assessing whether or not 

the experience was memorable for the customer and exceeded the functional value of the 

offering. From value in-use perspective, it is also worth considering if the offering serves the 

individual needs of a certain customer and provides benefits that are user-dependent. Every 

customer depending on his or her own needs, preferences or even knowledge participates in 

the process differently. The relationship aspect in turn refers to the customer’s possible 

belonging into a user community that shares the same interests towards the supplier. In 

addition, the customer may feel that there is a special attachment or relationship between him 

or her and the focal company, which fosters the collaboration between the parties. On the other 

hand, Grönroos & Voima (2013) emphasized in their analysis of service-dominant logic that 

value creation is the customer’s creation of value in-use. In other words, value in-use is 

customer value that is created individually or socially by the customer, and it enables the entire 

value creation. Therefore, value in-use does not occur as a single entity but emerges over time 

and results from the usage of resources and processes and their outcomes.   

This leads to a conceptualization of value co-creation, in which the customer alone is the 

creator of value, whilst the company can provide potential for the value creation and work as a 
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facilitator of the customer value or engage with the customer’s value creating processes. Yet, 

it is underlined that facilitation does not automatically make the firm a co-creator of value. 

(Grönroos 2011; Grönroos & Voima 2013) To clarify the roles of the firm and customer in the 

value creation process, Grönroos (2011) approached the concept through three different value 

creation spheres: provider sphere, joint sphere and customer sphere. In the provider sphere, 

the company (i.e. provider) works as a producer of resources to be used in the customer’s 

value creation process, meaning that the company is a value facilitator. This can contain, for 

example, manufacturing, which results in potential value that the customer may use in the value 

creation process. Next, the joint sphere consists of direct interaction between the provider and 

customer. The resources and processes of a company can interact with the customer’s 

resources and processes or vice versa. Hence, the provider might get an opportunity to get 

involved in value creation as a co-creator. Finally, the customer sphere consist of customer’s 

independent value creation or social value co-creation without any direct interaction with the 

provider. (Grönroos 2011; Grönroos & Voima 2013) In the independent value creation process, 

the customer may, for example, search for information on the provider’s websites whereas, in 

social value co-creation other actors than the provider interact with the customer. For example, 

the customer may discuss with other people or receive recommendations, and based on that 

search for more information on the website. (Grönroos & Voima 2013)   

The recent developments in service-dominant logic have approached value creation and 

delivery systems through service ecosystems, in which value co-creation is also at the center. 

The ecosystem view suggests that value co-creation is driven by continuous integration of 

resources across different actors, also including resources and actors that have an indirect 

impact on value co-creation. The ecosystems are collectively created through networks of 

relationships that extend beyond the traditional transaction view of marketing. For example, 

information technologies have enabled the actors to sense and respond more spontaneously 

on how and when to act. (Vargo 2009; Vargo & Lusch 2010) Vargo & Lusch (2010) proposed 

that, in service ecosystems, different actors use social institutions, common language and 

technologies to regulate and drive interaction in order to co-produce service offerings, engage 

in mutual service provision and co-create value. The actors cannot create value for other actors, 

but they can make offerings that have potential value. Vargo (2009) emphasized that before 

value can be realized, the input has to be integrated with other resources, which can be gained 

from market, private and public sources. The actors may invite other actors to contribute to the 

production of service offerings or integrate the service offering with other resources and service 
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offerings. The actors can also use their resources for another’s benefit through service 

exchange either directly or indirectly (Vargo & Lusch 2010). Thus, value creation is a 

collaborative and interactive process, which is always characterized by the context of a unique 

set of exchange relationships. This makes the nature of ecosystems dynamic and self-adjusting 

leading to the conceptualization of value in-context. (Vargo 2009) According to Chandler & 

Vargo (2011), context influences value co-creation because it affects each actor’s ability to 

access and leverage resources, which consequently are dependent on the varying networks of 

exchanges. Thus, value is always contextually determined when seen as a joint integration of 

resources by multiple actors (Vargo 2009; Vargo & Lusch 2010; Chandler & Vargo 2011; 

Wieland et al. 2015).  

2.2.2 Multi-channel approach 

The new era of digital business has driven traditional businesses to consider whether they 

should adapt a new business model including online presence or retain an old business model 

risking that web-based competitors will leave them far behind (Schoenbachler & Gordon 2002). 

The increasing number of channels enabling customers to interact with firms has been one of 

the most dramatic trends affecting the shopping environment. A channel in this context means 

a contact point where the customer and the firm interact. (Neslin et al. 2006) The changes in 

environment have pushed companies to develop strategies that integrate complementary 

channels to serve the diverse target market (Noble et al. 2005). The so called multichannel 

approach refers to a supplier who offers products to its customers through multiple channels 

and interacts with customers on various platforms (Schoenbachler & Gordon 2002). Payne et 

al. (2008) categorized the channel options based on physical or virtual contact and emphasized 

that different channels can also be used in combination to maximize the commercial benefits. 

For example, a retailer may have traditional store, online website and product catalog 

distributed through direct marketing. According to this approach, the different channels are, 

however, managed separately and the channels do not overlap with each other (Verhoef et al. 

2015).   

The transition towards a multi-channel approach is strongly connected to understanding 

customer perceptions, because customer preferences and previous experiences of certain 

platforms guide the channel choices (Schoenbachler & Gordon 2002; Neslin et al. 2006). For 

example, the customer may think that Internet is a suitable channel choice because it is easy 



38 

and fast to use, but later evaluation of the experience may reveal that Internet did not meet all 

the requirements, such as answering all the important questions the customer had in mind. 

Therefore, companies operating with multi-channel approach need to identify the drivers that 

make the customer to buy from a specific channel. Neslin et al. (2006) proposed a framework 

for managing multichannel process consisting of five major challenges: data integration, 

understanding customer behavior, channel evaluation, allocating resources across separate 

channels and coordinating channel strategies. Companies need to collect data on customer’s 

decision process and understand how their customers decide which channels they use and 

what aspects they value. After gathering the data, the company needs to evaluate channel 

performance and address the role of a possible additional channel in terms of sales and profits. 

In addition, the company should consider which channels work best with others and what is the 

optimal channel mix. Consequently, this requires assessing the available resources and how 

they are divided across different channels. 

The multi-channel approach has been extended by moving towards so called omnichannel 

retailing. Verhoef et al. (2015) defined that an omnichannel perspective approaches retailing 

from a broader view, in which the customers use different channels during the purchasing 

process seamlessly. Therefore, the channels that the company provides need to be integrated 

and offer unified shopping experiences. The channels can vary from physical store to websites, 

mobile services and social media, not forgetting mass communication channels. Sopadjieva et 

al. (2017) argued that an omnichannel strategy combines traditional channels with a set of 

digital channels and maintains a company’s competitiveness over those who merely operate 

online. According to Brynjolfsson et al. (2013) omnichannel retailing is breaking down the 

barriers between different channels and blurring the boundaries between traditional and 

internet businesses while enabling the companies to interact with the customers through 

multiple touch points. This in turn allows the companies to offer their customers comprehensive 

information and content through both offline and online platforms. Payne & Frow (2005) 

highlighted that in order to ensure that the customer experiences positive interactions within 

the different channels, all channels should uphold the same standards. In addition, creating an 

excellent customer experience in the multi-channel environment requires gathering and 

deploying customer information from all channels seamlessly. 
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2.3 Customer perceived value 

It is widely recognized that customer perceived value has a strong impact on customer 

satisfaction, and service quality alone is no more the determinant driver of satisfaction 

(Woodruff 1997; McDougall & Levesque 2000; Tam 2004). Customer satisfaction has also 

been recognized to affect customer loyalty, which in turn connects customer perceived value 

to company’s business performance (McDougall & Levesque 2000). According to Tam (2004), 

the assumption that satisfied customers will automatically re-purchase and recommend the 

product or service to other consumers is no longer up to date. Highly competitive markets have 

affected customer loyalty and repurchase intentions leading to a situation where even satisfied 

customers are inclined to switch to competitors. When examining the current status of local 

news media in Finland, Ojajärvi (2014) discovered that the competitive environment has 

challenged the strongly established position of local media and customer commitment is not 

unmistakable. A preliminary look into the case of this thesis also showed that digitalization has 

brought with it a concern about customers’ increasing tendency to change the service provider. 

Tam (2004) suggested that in order to foster customers’ repurchase intentions, companies 

should focus on enhancing customers’ perceptions of value, starting from understanding which 

aspects the customers value most and improving them. When the customers are surrounded 

with multiple service providers and their awareness of the alternatives is increasing due to the 

evolving circumstances, it is natural that they critically compare different options. Therefore, 

the company should convince the customers of the overall benefits in comparison to the 

competitors. 

Figure 4 below describes the interrelations between customer perceived service quality, 

customer satisfaction, perceived value and post-purchase behavior. The study conducted by 

Tam (2004) indicated that the effect of customer perceived value is even stronger on 

repurchase intentions than on customer satisfaction. The findings suggested that when 

customers regard that the quality of the service increases, they feel more satisfied and perceive 

higher value in the offering. Their willingness to repurchase and recommend the service 

becomes more probable, which is important for the company in terms of the business 

performance and communication of the customer value (see chapter 3.3).  
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Figure 4. Customer satisfaction, service quality and perceived value (Adapted from Tam 2004) 

As the figure shows, the impact of customer perceived value on behavioral intentions is both 

direct and indirect through customer satisfaction. However, it should be noted that the impact 

of service quality on customer perceived value might be compromised with the sacrifices that 

the customer needs to make, namely time or monetary costs. Service quality alone might not 

be enough to increase perceived value if the customer’s perception of value is low due to high 

costs.  

Customer-perceived value is often defined as the relation between the benefits that a customer 

gets from a product or service and the sacrifices a customer needs to make in order to receive 

the benefits (Zeithalm 1988; Ravald & Grönroos 1996). In line with this, Anderson & Narus 

(1998) defined value for customer as the worth in monetary terms of the economic, service, 

social and technical benefits the customer receives in exchange for the price he or she pays 

for the offering. Yang & Peterson (2004) in turn linked customer perceived value to equity theory 

by arguing that customer perceived value is a ratio of consumer’s outcome/input in comparison 

to company’s outcome/input and reflects customer’s feeling of what is fair or right. As can be 

seen from these definitions, customer perceived value is always subjective by nature and 

difficult to define, as it varies among consumers (Zeithaml 1988). In addition, perceptions even 

on the same product might vary in different occasions (Zeithaml 1988; Ravald & Grönroos 

1996). Therefore, Ravald & Grönroos (1996) suggested that in order to understand the 

formation of customer value completely, it is necessary to examine customer’s value chain too. 

Understanding what value customer is seeking from the company’s offering enables the 

delivery of correct value-providing attributes at the right time. Identifying what the customer 

intends to do with the firm’s offering at a certain time and place helps to draw conclusions about 
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what is valued and why as well as to match the company’s value delivery to the customer’s 

own value chain.   

Based on the literature, both tangible and intangible drivers in customer value creation can be 

recognized. Zeithaml (1988) proposed that consumers’ definitions of value can be grouped into 

four categories: value is low price, value is whatever a consumer wants in a product, value is 

the quality a consumer gets for the paid price and value is what a consumer gets for what he 

or she gives. The customers who associate value with low price are most sensitive for what 

they have to give in return. Their purchasing decisions are hence driven by coupons and offers 

of the week, and the price including saved money forms the value. The second definition in turn 

refers to the benefits received from the offering, meaning that the value is a subjective measure 

of the usefulness of the offering and the satisfaction resulting from the consumption. The next 

group, value is the quality for the paid price, conceptualizes value as a tradeoff between what 

the customer needs to give (price) and what he or she gets (quality). Finally, customers who 

evaluate value based on the totality of what he or she gets for what he or she gives consider 

all possible components of the offering. In this case, for example, reducing the waste by 

choosing a certain product may also be a source of value. 

Beneke et al. (2013) argued that perceived product value is influenced by product quality, 

relative price and risk, which are linked to consumers’ willingness to buy. Perceived risk refers 

to the offering related uncertainty the customer experiences when making the purchasing 

decision. The risk may contain, for instance, financial, usability related or psychological 

components. On the other hand, Chen & Dubinsky (2003) built a conceptual framework of 

perceived customer value in an e-commerce context, which suggests that in addition to 

perceived product quality and price, customer perceived value is affected by the shopping 

experience (see chapter 2.3.2). The authors emphasized that online shopping experience 

differs from the traditional bricks and mortar format, as the interaction occurs through electronic 

and automated interfaces and most of the value components remain nonphysical. This means 

that consumers do not have direct contact with the products or service personnel, and different 

elements might be needed in order to enhance the customer perceived value. 
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According to Payne (2006), customers do not only buy products or services, but rather expect 

benefits and value from the total offer the company provides. Thus, the total value offer 

emphasizes the importance of extending the core offer beyond other layers. The total offer 

refers to a complex set of different levels surrounding the core of the offering, namely the basic 

physical product. The different layers are illustrated in Figure 5. The core product should meet 

the customer’s basic needs and provide benefits that engage attention. The next level, 

expected product, illustrates the generic product together with customer’s minimal set of 

expectations. In this phase, also intangible aspects step forth, such as brand name or service 

support. The third layer, augmented product, is the offering above what the customer expects. 

This area is the one that can be differentiated from the competitors. Finally, the potential 

product layer consists of all added features and benefits gained from the product or service. 

(Payne 2006, 106) Also Ulaga & Chacour (2006) emphasized that product (e.g. product 

characteristics), service (e.g. technical support) and promotion related factors (e.g. images) are 

all linked to customer perceived value through the quality of the offering.  

 

Figure 5. The total value offer (Cited by Payne 2006) 

However, Ravald & Grönroos (1996) stated that customer perceived value cannot be derived 

from only the core product and supporting services. Customer perceived value should also 

include the effects of a relationship and thus be defined as total episode value. Ritter & Walter 

(2011) also emphasized the role of relationship functions as value drivers and stated that the 

relationship functions represent the reasons why customers are interested in engaging in 

exchanges with suppliers. The term total episode value, developed by Ravald & Grönroos 
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(1996), consists of both the episode value (episode benefits / episode sacrifice) and relationship 

value (relationship benefits / relationship sacrifice). This indicates that poor episode value can 

be balanced by the value received from the relationship. For example, having a relationship 

can be perceived positive because the company knows the customer needs and preferences, 

which increases the familiarity and effectiveness of the value creation process. If the customer’s 

value perception of the episode value is less good, but the company has succeeded previously, 

the relationship benefits can still keep the total episode value on a satisfactory level. According 

to Grönroos (2004), in a relationship context the sacrifices can, for instance, relate to the 

company’s delivery policies which cause extra costs for the customer or psychological aspects, 

such as feeling that the company is not able to perform according to the agreement, which 

leads to a mistrust. 

Customer value can be improved by either increasing the benefits or decreasing the sacrifices 

perceived by the customer. Ravald & Grönroos (1996) approached this by using the core 

product and supporting services (see Figure 5) as a base for increasing the benefits for the 

customer. The authors stated that a good core product together with support services increases 

the benefits and affects positively on the customer perceived value. This may contain home 

delivery, after-sales service or guidance. On the other hand, Grönroos (2004) underlined that 

the added value can also have negative impacts on the perceived value. For instance, a good 

core value of the product can be destroyed by delayed delivery or poor information and service. 

Most importantly, Ravald & Grönroos (1996) emphasized that the added benefits must always 

be important and beneficial for the customer and something that he or she perceives valuable 

and unique. Yet, it should be noted that increasing customer value does not simply mean 

adding new features to the products. If the company wishes to reduce the perceived sacrifices, 

it is necessary to consider things from the customer’s perspective and gain understanding of 

the customer’s value chain. Through this, it is possible to decrease the sacrifices on an episode-

level including, for example, lowering the price or increasing the purchase convenience.  

2.3.1 Value dimensions 

Customer value is argued to consist of several dimensions, whilst the customer choice is driven 

by both hedonic and utilitarian dimensions. Hedonic dimension refers to potential 

entertainment, joy and emotional value making it a very subjective concept, whereas utilitarian 
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dimension is more rational and refers to the functional utility of the product or service, namely 

its ability to meet customer needs (Babin et al. 1994). 

Since customer value has been a widely studied concept, distinct definitions have been offered 

by many authors (e.g. Rintamäki et al. 2007; Sheth et al. 1991; Sweeney & Soutar 2001). Yet, 

the classification of four value dimension categories has stabilized its position: economic, 

functional, emotional and symbolic value. These dimensions differ between them being from 

more objective to more subjective elements and from more concrete to more abstract. 

Moreover, the level of interaction varies from transaction-based value to more interactive 

approach. (Rintamäki 2007) A study conducted by Sweeney & Soutar (2001) revealed that 

consumers do not only assess products in monetary of functional terms, but also expect the 

product to offer enjoyment, pleasure and social consequences based on the messages that the 

consumption of a certain product delivers to others. The importance of each dimensions is 

always dependent on the customer’s perceptions. In addition, Sheth et al. (1991) argued that 

the customer choice can result from multiple value dimensions simultaneously, the value 

dimensions have different contribution in specific decision contexts or the dimensions are 

independent. 

Traditionally, functional and economic value dimensions are assumed to be the primary drivers 

of consumer behavior. Functional value can be derived from the product’s characteristics or 

attributes. It refers to the product’s ability to meet customer needs and provide convenience 

solutions. (Sheth et al. 1991; Rintamäki et al. 2007) Hence, functional value is evaluated based 

on the perceived quality of the offering and the expectations of the performance (Sweeney & 

Soutar 2001). On the other hand, consumers who make purchasing decisions mainly based on 

the price, are more sensitive for economic value (Rintamäki et al. 2007). Economic value refers 

to reduction of the perceived costs and is therefore affected by the company’s ability to provide 

the lowest price in the market or alternatively the best tradeoff between the quality of the 

offering and price (Sweeney & Soutar 2001; Rintamäki et al. 2007). 

Emotional value consists of specific feelings related to the consumption, and it is therefore 

evaluated based on the offering’s capacity to generate feelings. It represents a significant 

dimension for those who seek for hedonic shopping motivations and want to have enjoyable 

shopping experiences. (Sheth et al. 1991; Rintamäki et al. 2007) Even more tangible and 

utilitarian products can have emotional value, as, for example, Christmas food does (Sheth et 



45 

al. 1991). Symbolic – sometimes also called social – value results from the offering’s ability to 

enhance the social self-concept (Sweeney & Soutar 2001). In practice, the offering is 

associated with a specific social group and generates positive consumption meanings that are 

communicated to others. Consuming a certain product enables the customer to express him- 

or herself. (Rintamäki et al. 2007) 

Moreover, Sheth et al. (1991) identified conditional and epistemic value dimensions that affect 

customer’s value perceptions. Epistemic value describes the offering’s capacity to provide 

novelty, arouse curiosity and satisfy a desire for acquiring new knowledge. It often occurs in 

entirely new experiences. Customers may choose the offering that provides epistemic value 

because of being bored with the current alternative. Conditional value is perceived as the result 

of a specific situation or set of circumstances which the customer faces. The authors stated 

that conditional value is often dependent on the situation and, for example, some products 

might have only seasonal value whereas other products might be used only in emergency 

situations. Thus, the company can expand functional or social value by adding conditional value 

components to its offering. 

2.3.2 Customer experience 

Examining customer perceived value also requires considering customer experience, as it 

contributes to the success of a company’s offering and customer value creation. Customer 

experience refers to any direct or indirect contact with a company or product which stimulates 

some sort of reaction in the customer. Direct contact occurs during purchase, use and service, 

whereas indirect contact is often unplanned and can include for example word-of-mouth 

messages. Customer experience reflects the kind of impression a customer gets from a set of 

those interactions, and is therefore strongly subjective by nature. (Gentile et al. 2007; Meyer & 

Schwager 2007; Rose et al. 2012) 

Customer experience does not result from one interaction, but contains multiple phases from 

the search and purchase to actual consumption and after sales (Verhoef et al. 2009). It 

describes the totality of how customers engage with a certain company and involves every 

feature of the offering including, for example, product and service attributes, advertising and 

usability (Meyer & Schwager 2007). Thus, customer experience may be formed in several 

different channels or in repeated cases within one channel (Verhoef et al. 2009). Understanding 

customers’ experiences should not only be limited to service transactions, which represent 
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typical touchpoints between the customer and the supplier firm. In order to enhance customer 

experience, the company needs to divide it to smaller pieces, and each value-creating 

component (see chapters 2.3 and 2.3.1) must be viewed separately. (Meyer & Schwager 2007)  

Customer experience is recognized to be multidimensional and may consists of several 

dimensions linked to the offering. Gentile et al. (2007) divided the components affecting the 

customer experience into six different categories. Firstly, the aim of utilizing sensorial 

component is to affect customer’s senses by addressing, for example, sight, hearing or touch. 

It can also stimulate aesthetic pleasure and satisfaction. Emotional component in turn delivers 

experiences and feelings in order to create an emotional tie between the company and 

customer. The cognitive component of the offering engages customers in problem solving or 

using creativity, whereas pragmatic component refers to the usability of the product. Lifestyle 

component relates to the experience that comes from consuming a product that symbolizes 

certain values. Finally, the relational component of the customer experience stimulates the 

consumption together with other people or enables the consumer to strengthen his or her social 

identity through the offering. However, the studies conducted by Berry et al. (2002) and Gentile 

et al. (2007) indicated that in order to encourage positive consumption experiences, firms 

should deliver both functional and experiential value equally. Even though customers seem to 

seek experiential features, the importance of functionalities should not be overlooked even 

when considering the total customer experience.  

The interrelationships between customer value creation and customer experience are 

illustrated below in Figure 6. The value the customer receives from the offering is created 

through customer experience, which reflects how the company realizes its value proposition 

and meets customer expectations. The customer evaluates the received value based on the 

comparison between the expectations she or he had beforehand and the perceptions resulting 

from the interactions. On the other hand, those interactions enable the supplier firm to generate 

value, which can affect both the traditional performance measures (e.g. sales) as well as 

intangible assets (e.g. brand equity). (Gentile et al. 2007) Thus, positive touch-points with the 

customer can lead to enhanced customer value and, through that, to improved market 

performance. 
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Figure 6. The connection between customer experience and customer value creation (Adapted 
from Gentile et al. 2007) 

According to Holbrook (2006), customer value is an interactive relativistic preference 

experience, which also emphasizes the relation between customer value and customer 

experience. By this definition, Holbrook (2006) highlighted that customer value includes 

interaction between the offering and consumer, and the interaction is dependent on three 

senses: comparative, personal and situational. This means that customer value contains a 

comparison of alternative options, it varies from one customer to another and is strongly 

dependent on the circumstances in which the evaluation takes place.   

The development of digital technologies has also introduced new factors enhancing customer 

experience in online businesses. A research conducted by Rose et al. (2012) indicated that 

while companies continue to heavily invest in technical and graphical functionalities and visual 

design of websites, these elements are getting less important to customers. Instead, customer 

empowerment and a sense of control are increasing their significance. The authors suggested 

that companies can improve online customer experience through ease-of-use, customization 

and customer to customer interaction. Both Rose et al. (2012) and Martin et al. (2015) argued 

that the possibilities of customizing the user interface and sharing ideas with other customers 

will enhance the experience through building feelings of personal control and confidence. In 

line with that, Gummerus (2010) discovered that the source of customer value online is not 

merely a website’s professional content but the peer content. The findings indicated that 

customers value more, for example, discussion groups than database of questions and 

professional answers. The author also suggested that companies should encourage customers 

to use the most value-enhancing services by emphasizing them on the website. In doing so, 

the customer can easily find the most attractive content which they perceive most valuable, 

leading to enhanced customer experience and higher perceived value. Chen & Dubinsky 

(2003) highlighted that e-commerce allows a fast exchange of information about the offerings 

between the company and customers, but customers expect rapid and relevant information. 

Quick access to useful information has become one of the main benefits that consumers seek 
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online. However, the customers perceive only relevant information to be valuable, which is 

challenging for the companies operating online. It is not possible to adapt the information to 

customer needs as flexibly as it would be in face to face interaction. In addition, it is widely 

acknowledged that a website should offer easy and quick navigation while providing, for 

example, simplified ordering procedure (Chen & Dubinsky 2003; Martin et al. 2015; Rose et al. 

2012). These elements create convenience that customers appreciate, making the entire 

experience favorable. 

Furthermore, Novak et al. (2000) proposed that a website needs to provide enough challenges 

for action in order to be exciting for the customers. This leads to increased focus and attention 

from the customer’s side (Novak et al. 2000; Chen & Dubinsky 2003). Nevertheless, none of 

the online experiences should be so challenging that it leads to customer frustration. The 

research findings of Novak et al. (2000) also indicated that online customer experience is 

positively affected by fun and experimental features, while the amount of time spent online also 

has a positive correlation to customer’s perceptions. Martin et al. (2015) also proposed that the 

aesthetic features of the website, such as layout, color and music, have a positive impact on 

the online customer experience through increased enjoyment. 

2.3.3 Determining customer value 

Identifying the sources of customer value has become critical for any company, since delivering 

superior customer value is emphasized to have an impact on the competitive position of the 

company, particularly in the digital era (Ulaga & Chacour 2001; Woodruff 1997).  Understanding 

what customers value is extremely important, because it allows the company to develop 

customer value creation to the desired direction in a controlled manner. Furthermore, the 

knowledge of value dimensions and drivers that customers perceive important works as a basis 

for developing attractive value propositions (Zeithalm 1988; Rintamäki et al. 2007). Anderson 

et al. (2006) emphasized that once the company has gained information of customer needs 

and desires, the understanding of value can be utilized to strengthen company’s performance 

in many other ways too. The company can, for example, use the knowledge to develop new 

products and services or to improve marketing efforts in order to attract new customers. 

Understanding customer value can be approached by customer value determination process 

(CVD) developed by Woodruff (1997). Different phases of the process are described in Figure 

7 below. The process begins with identifying target customers and continues with picturing 
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customers’ desired value hierarchy by identifying what customers value. However, customers 

may name numerous value dimensions (see chapter 2.3.1), and the company might not be 

able to deliver all of them. For this reason, the CVD process needs to assess which value 

dimensions are the most important for the customers. The purpose of the CVD is also to 

determine customers’ perceptions of how well the company can meet the customer needs and 

how well it is performing in value delivery. This can be done through customer satisfaction 

measurement. Even though traditional customer satisfaction surveys are applicable for 

examining how customers evaluate supplier’s performance in delivering desired value, they do 

not define why customers make certain evaluations. The purpose of the CVD process is to gain 

insights on why the company has not managed to deliver some of the value dimensions. For 

example, the customer may evaluate that the company is performing poorly in on-time delivery, 

but the important thing is to identify how the definitions of on-time delivery differ between the 

customer and the supplier. Traditional satisfaction measurements might not provide the 

information that is needed to improve supplier’s weaknesses, whereas the CVD explores the 

reasons behind the scores. Finally, as the customers’ preferences change over time, the CVD 

process aims to learn how to predict these changes in order to react quicker.  

 

Figure 7. Determining customer value (Adapted from Woodruff 1997) 

Ulaga & Chacour (2001) introduced a slightly different approach for assessing customer value, 

namely a customer value audit (CVA). It does not only help in auditing customers’ needs but 

also in positioning the company in relation to its competitors and measuring the gaps in the 

customer’s and the supplier’s value perceptions. The framework was originally developed for 

business-to-business relationships and it assesses customer value more profoundly than the 

CVD process does. It takes into account the competitive environment and the differences in 

value perceptions. Identifying the gaps between customers’ and supplier’s perceptions is 
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important, because the gaps create possibilities for making mistakes in customer value delivery 

(Woodruff 1997).  

The CVA process begins with an examination of the supplier’s view of customer value through 

internal value audit. The objective of the first phase is to generate a customer purchasing 

criteria and rank distinct value drivers according to their relative importance. Moreover, the 

market is segmented and a sample of the present, former and potential new customers is 

selected. Next, customer survey is conducted. The customers are first asked to evaluate their 

purchasing criteria without focusing on any specific supplier. In order to compare supplier’s and 

customer’s views, it is important that the customer survey follows the internal value audition. 

(Ulaga & Chacour 2001) As referred previously in this paper, customer value results from the 

evaluation between the value expectations and the actual value perceptions (Gentile et al. 

2007). Therefore, in the CVA process, the customers are next asked to evaluate the 

performance of the main suppliers against their own expectations. It enables measuring 

customer value based on the difference between customer’s expectations and supplier’s 

performance. Finally, the received information enables drawing a comparison between 

alternative offerings, and all key suppliers can be positioned in the value map based on their 

price and quality positions. The CVA map can be used as a guidance for making strategic 

actions in order to improve the value position of the company to the desired direction. (Ulaga 

& Chacour 2001)  

To extend the understanding of possible negative aspects in the current value proposition and 

value delivery, Bocken et al. (2013) developed a value mapping tool. The tool was originally 

developed for assessing sustainable business model innovations, but it was later found to be 

suitable, for example, for designing products and reinventing business models (Bocken et al. 

2015). As the tool has adopted a multi-stakeholder perspective, it enables identifying conflicting 

values, meaning a situation where one’s benefit has a negative impact on another’s. Value 

mapping includes the current value proposition, missed and destroyed value as well as 

identifying new opportunities. Value destroyed refers to the negative impacts of business 

activities, whereas missed value consists of situations where some of the stakeholders involved 

in the value creation process operate below the best practices. In addition, missed value 

opportunities may be due to the failures in receiving the benefits, which in turn can result from 

poorly designed value delivery or inability to acknowledge the value. New opportunities for 

value creation in turn originate from the reduction or elimination of destroyed value or 
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developing new activities based on the missed opportunities. (Bocken et al. 2013) According 

to Bocken et al. (2015), the key benefit of value mapping tool relies on its potential to better 

consider the impacts of a business model that might compromise the received value and to 

align the value creation between stakeholders’ interests. 
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3 REALIZATION OF CUSTOMER VALUE PROPOSITIONS 

Since chapter 2 focused on understanding the evolving nature of customer value creation and 

the formation of customer value, this chapter contributes to examining how customer value 

propositions are realized. To explain this, a closer look is taken into the development and 

communication of customer value propositions. In order to explain a successful delivery of 

customer value propositions, this chapter also discusses the management of organizational 

activities and capabilities contributing to the customer value creation.   

Customer value proposition is a strategic concept that brings together the company’s and 

customer’s perspectives on creating value and building competitive advantage. Therefore, it is 

much more than a brand slogan, and the whole business model should be organized around 

value creation (Rintamäki et al. 2007; Payne et al. 2017). The aim of the value proposition is to 

increase the benefits and decrease the sacrifices that the customer perceives. Value 

proposition is therefore built on those competences that the company is able to utilize more 

effectively than the competitors. The value proposition reflects why the customer should 

engage with the supplier firm, and it is realized through value creation. (Rintamäki et al. 2007) 

Thus, developing a formal statement alone is not enough to cover the concept of value 

proposition. The means by which the value proposition is delivered to the customers completes 

it. (Payne 2006, 128) In order to realize the value proposition successfully, the company needs 

to adapt a market-oriented approach and focus on value-creating capabilities (Slater 1997).  

To clarify this, the framework developed by Payne et al. (2017) illustrates how distinct market- 

and firm-based resources and capabilities affect the formulation of the customer value 

proposition (see Figure 8). Briefly, to receive the desired outcomes of the customer value 

proposition, both antecedent resources and resources that moderate the impact of customer 

value proposition are needed. Product and market knowledge as well as innovation capabilities 

are necessary in order to develop solutions for customer needs and finding new ways to solve 

their problems. In addition, developing a customer value proposition requires a formal structure. 

Also, support from the leadership is needed for it to be applied into practice. The authors 

additionally suggested that insights gained from the framework help to understand what kind 

of consequences customer value proposition may have on organization’s success. In summary, 

design characteristics, such as explicitness and focus of the value proposition as well as brand 

reputation affect the customer’s value perception and the certainty of the evaluation. Moreover, 
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the customer value proposition fosters market orientation within the organization and provides 

guidance for both strategic and operative actions. Thus, the customer value proposition impacts 

the customers both indirectly and directly, which finally results as a competitive advantage. 

 

Figure 8. The role of CVP (Adapted and modified from Payne et al. 2017, 475) 

The elements of this framework are included in the following sub-chapters and explained more 

specifically in connection with other related issues. 

3.1 Value management 

As emphasized in this paper, creating superior customer value requires a comprehensive 

understanding of the customers and a seamless delivery of all value-creating components. To 

achieve this in the highly competitive business environment, Slater (1997) suggested that the 

company needs to adopt a market-oriented approach to its operations. The author defined 

market orientation as an externally focused business culture. It refers to commitment to the 

continuous creation of superior customer value through customer orientation, competitor focus 

and cross-functional coordination. According to Slater (1997) and Woodruff (1997), these 

components need to be continuously expressed in the organization and developed over time. 

Therefore, excellent capabilities for learning are needed to gain competitive advantage through 

market orientation.  
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As illustrated by Payne et al. (2017) in Figure 8, market-based antecedent resources involve 

market knowledge. More precisely, a market-oriented company collects information of its 

customers actively and uses that information to understand what customers value and how to 

solve their problems in novel ways (Slater & Narver 1994; Payne et al. 2017). A truly customer-

centric organization possess a common value according to which every decision or action is 

driven by a customer, and the employees are customer advocates (Shah et al. 2006). Woodruff 

(1997) divided learning about customers into two main categories: informal and formal learning. 

Informal learning consists of trial and error experiences from prior operations, feedback and 

contacts with customers. On the other hand, formal learning involves different market and 

customer research methods that organizations may utilize. According to Payne et al. (2017), 

customer knowledge can contain understanding of customers’ life situations, resources, 

capabilities, challenges and goals. These insights enable the company to develop offerings that 

facilitate customers’ life and make it enjoyable. Moreover, Woodruff (1997) emphasized that a 

company may benefit from customer value learning when the learning outcomes shape 

managers’ views of their customers and when these mental models actually guide the activities 

organized to enhance the customer value delivery. 

Managing customer value creation does not conclude with a focus on customers. The company 

should also be aware of the competitive threats and gather information of the competitors (see 

also chapter 2.3.3). As the customer value proposition should reflect the value that a targeted 

customer can expect from the company, knowledge of the competitors is also needed in order 

to ensure a realistic internal evaluation of the value offering superiority (Payne et al. 2017). 

Firstly, this requires identifying which companies or products are the main competitors and 

whether or not the target customers perceive them as alternative suppliers. In a market driven-

business, employees from all business units share this information actively. For example, 

employees working with sales and marketing may receive significant information from the 

competitor analysis or from the tasks in the customer interface. This information should also 

reach people in the product development department, so that it can be fully utilized in improving 

the product offering. (Slater & Narver 1994) In a customer oriented firm, employees are willing 

to share information with each other so that the entire firm has better possibilities to meet 

customer needs (Shah et al. 2006). 

Finally, after collecting the information, all resources including employees need to be 

coordinated appropriately throughout the organization and integrated in the value creation 
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(Slater & Narver 1994; Woodruff 1997; Shah et al. 2006). In contrast to the traditional product 

oriented approach, the company is not organized around functional silos or determined by 

product categories. Instead, the company should integrate distinct functions to serve a common 

goal of delivering superior customer value. (Shah et al. 2006) This emphasizes the 

formalization of customer value proposition as a firm-based resource (Figure 8). To ensure that 

all desired value components are delivered to the customers, the organization needs to identify 

the key processes needed for the value delivery and specify the requirements that guarantee 

a successful value delivery. In this phase, it should be noted that customers may perceive value 

dimensions quite differently than the company. For example, even quality can be understood 

differently by the customer and the company. Therefore, it is important to identify possible gaps 

between customers’ and company’s value perceptions and translate these learning outcomes 

into actions (see chapter 3.2). (Woodruff 1997)  

Slater & Narver (1994) highlighted that in a market-oriented approach, any business activity 

can contribute to value creation and it is not only the marketing department’s responsibility. 

However, adopting this kind of a culture may require encouragement and demonstration of 

benefits from the marketing, as it is likely to be the first unit to understand the benefits of this 

approach and operate accordingly. Woodruff (1997) and Shah et al. (2006) recognized in their 

researches that it is precisely the organizational culture that often challenges the transition from 

a product centric approach to a competition on superior customer value delivery. Woodruff 

(1997), for example, demonstrated that when asking employees to engage in customer value 

learning or enhancing customer centricity in the organization, the managers may face 

comments such as “I already know customer needs” or “I do not have time for that”. Therefore, 

reinforcing the rewarding of customer value learning or highlighting the link between customer 

learning and traditional performance measures used in the organization could have positive 

impacts on reducing the barriers for customer orientation. Payne et al. (2017) also proposed 

that having leaders who consider customer value proposition as an essential part of corporate 

strategy, namely leadership support (Figure 8), is likely to improve the likelihood that people 

begin thinking in terms of customer value instead of focusing merely on products and 

transactions. 

As can be seen from the review, employees have a crucial role in value creation. In addition to 

above mentioned actions, it is recognized that market-oriented firms tend to invest in customer 

relationships through active interaction and extending the offering beyond the core product (e.g. 
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providing superior service). This puts even more pressure on the employees. Therefore, the 

company needs to pay attention to acquiring and retaining the right people and train them 

appropriately in order to ensure exceptional value delivery. (Slater & Narver 1994) Digitalization 

has also brought its own challenges, as the employees need to adapt to the rapidly changing 

environment as well as embrace new ways of working and creating value (Saksi 2016; Wang 

2015).  

In the digital era, the customer should be put in priority, and therefore the organization should 

possess a transformational mind-set, as Wang (2016) proposed. As digital transition is mainly 

about changing the organizational culture, managers’ contribution is also needed in order to 

encourage and empower the employees (Slater & Narver 1994; Wang 2015). Slater & Narver 

(1994) proposed two different approaches to changing the culture in the organization: the 

programmatic approach and the adaptive approach. The programmatic approach is a top-down 

method, which strives for a big change at once, whereas the adaptive approach highlights the 

bottom-up strategy. In the latter case, the change is rather incremental and managed without 

determining specifically what the change will be. According to Wang (2015) organizations 

possess four different types of transformational mind,set: market leader, fast follower, cautious 

adopter and laggard. Market leaders actively look for a change whereas fast followers react to 

the actions taken by market leaders. On the other hand, cautious adopters remain reserved 

and may experiment new things, while laggards take a reactive approach and resist change. 

Laggards do not utilize the opportunities enabled by digitalization and do not adopt a truly 

customer-oriented approach. To enhance finding new ways of meeting the customer needs 

and solving their problems, Payne et al. (2017) suggested that the company should possess a 

suitable innovation culture and innovation processes (Figure 8). These antecedent resources 

affect the firm’s ability to develop and integrate existing and new resources to enhance the 

effectiveness of customer solutions, which is essential in the ever-changing conditions.  

The changing environment and evolving customer needs also contain an issue of 

organizational ambidexterity. The organizations need to balance between managing today’s 

business efficiently and adapting to the changing demands successfully. This kind of a 

transition also causes a turning point for customer value propositions: the company needs to 

balance between delivering the existing value propositions and developing and meeting the 

new ones designed to fit the changed circumstances. Gibson & Birkinshaw (2004) argued that 

while exploring new competences in order to improve value delivery, the organization needs to 
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complete its current tasks without compromising the value perceived by a customer. The 

resources and tasks in an organization are therefore usually to some extent in conflict. For 

example, the management needs to make decisions on whether to invest in the new or current 

projects or lower the prices instead of focus on differentiation. Even though these compromises 

can never be fully eliminated, the organization should aim to combine them and adopt a 

consistent internal view of the actions to be taken.  

In terms of organizational ambidexterity, existing studies have shown that pursuing a market-

oriented approach guides companies towards simultaneously allocating resources into 

exploiting existing competences and developing new ones (Raisch & Birkinshaw 2008). 

Moreover, Gibson & Birkinshaw (2004) proposed that there is no clear trade-off between these 

two orientations, whereby one is scarified for another. However, successful organizations are 

able to develop both capabilities while forgoing structural ambidexterity. Traditionally, 

ambidexterity has been approached by using structural solutions, such as designating different 

business units as responsible for either exploitative or explorative tasks. Conversely, the 

research conducted by Gibson & Birkinshaw (2004) indicated that organizations should create 

a supportive environment, which creates the capacity for ambidexterity and where the 

employees can choose how they divide their time between different tasks. This kind of 

contextual ambidexterity is recognized to positively affect organization’s performance, as 

alignment activities aim at improved performance in the short-term whereas the purpose of 

adaptability activities is to improve performance in the long-term. Moreover, achieving 

contextual ambidexterity enables individuals to deliver value to existing customers, as there is 

no clear gap between distinct business units.  

3.2 Developing customer value propositions 

Payne (2006, 126-127) proposed that formulating the customer value proposition begins with 

analyzing the markets based on the desired customer value. It contains segmenting the 

markets by the insights received from the CVD process (see chapter 2.3.3). After reviewing the 

market, the company needs to assess opportunities in each segment in terms of delivering 

superior value. It should be noted, that the value perceptions can differ between different 

customer types and different value propositions might be needed for each segment. The value 

proposition should be attractive and formed to a specific group of customers, which is not 

possible without a clear understanding and hierarchical evaluation of customer needs and 
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preferences (Morris et al. 2005; Teece 2010). Rintamäki et al. (2007) suggested that even 

though customers do not necessarily perceive value as hierarchically built, it is usually easier 

for a company to develop a competitive value proposition when the utilitarian dimensions are 

considered first over the hedonic value dimensions. 

The competitiveness of customer value propositions should be evaluated based on the 

suitability of the resources and capabilities that are needed to deliver value. The company 

should consider if they can build competitive advantage on certain value dimensions and how 

well they are performing in delivering customer value. (Rintamäki et al. 2007; Woodruff 1997) 

Therefore, ensuring the competitiveness of the customer value proposition might require 

adjusting the product or service mix, its availability or firm’s own role in production or delivery 

(Chesbrough & Rosenbloom 2002; Morris et al. 2005). Isolated goods and services are only 

seldom able to solve complex customer problems, so product knowledge (Figure 8) is needed 

to develop comprehensive combinations of distinct products and services. Together with 

customer and competitor knowledge, product knowledge can help to design attractive value 

propositions. (Payne et al. 2017)  

Finally, the last step of developing a customer value proposition is to formulate a formal 

statement. Payne et al. (2017) proposed that depending on the context, competitive 

environment and offering, there are three alternative perspectives on formulating the customer 

value proposition: supplier determined, transitional and mutually determined. The supplier 

determined perspective considers the customer as a passive participant, and the company 

alone chooses, provides and communicates the value. The transitional perspective for 

customer value proposition in turn emphasizes the dialogue between the company and 

customer in order to understand customers’ experiences during the usage and perceptions of 

value attributes. The mutually determined approach enables the customer to actively 

participate, whilst the customer value proposition emphasizes the benefits received before, 

during and after the usage. Anderson et al. (2006) argued that managers often tend to list all 

benefits they believe that their offering might deliver to target customers – or even worse, they 

might want to include features for the product that do not actually provide benefits for the target 

group. Even though the value proposition should combine together different benefits, the 

company should concentrate only on few elements that motivate the target group. Payne et al. 

(2017), however, underlined that it is not clearly established thus far how many and what 

aspects should be highlighted for an effective value proposition. Yet, it is argued that these 
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design elements affect the benefits received from the value proposition from the perspectives 

of both company and customer. Thus, these pitfalls should be carefully considered when 

formulating customer value propositions. 

Anderson et al. (2006) divided value propositions into three different categories based on their 

content: all benefits, favorable points of difference and resonating focus. The all benefits 

proposition communicates all benefits customers receive from a market offering, whereas the 

favorable points of difference proposition highlights all the favorable differences a market 

offering has in comparison to the next best alternative available. The value proposition with 

resonating focus emphasizes one or two points of difference whose improvement will deliver 

the greatest value to the customer in the future. However, all of these options require 

background research. The all benefits and favorable points of difference value propositions 

contain knowledge of the company’s own market offering and the other alternatives in the 

market, the value proposition with a resonating focus requires specific understanding of the 

customer needs.  

On the other hand, Rintamäki et al. (2007) categorized value propositions based on the key 

dimensions of customer value: economic, functional, emotional and symbolic customer value 

propositions. An economic value proposition relies on the thought that there are customers for 

whom the price remains the most important value driver and who are not willing to pay higher 

price for better quality. Therefore, competing with this value proposition usually requires 

resources based on economies of scale. The functional value proposition in turn provides 

convenient solutions, whereas the emotional value proposition encourages customers to enjoy 

and spend their leisure time with the specific offering by focusing on the feelings that the 

offering arises. The symbolic value proposition emphasizes the socially interpreted codes 

embedded in consumption. For example, the cosmetics brand Body Shop highlights that they 

“enrich not exploit”, meaning that they are committed to working fairly with their suppliers while 

providing good quality products to the consumers without compromising the value with animal 

testing (The Body Shop International PLC 2016). The customers engaging with Body Shop 

perceive these meanings important and want to express these values through consuming their 

products (Rintamäki et al. 2007).  

According to Rintamäki et al. (2007) value propositions based on the distinct value dimensions 

can also be combined. For example, value proposition including both emotional and functional 



60 

value provides customers efficient and pleasurable experiences at the same time. On the other 

hand, emotional and symbolic dimensions in the value proposition deliver pleasurable and 

meaningful consuming experiences simultaneously. 

As discussed in chapter 2.2, marketing has moved towards service-dominant logic while the 

customer has become an active participant in the value creation process (Vargo 2009). This 

has led to the examination of value propositions also from the perspective of service-dominant 

logic with an increasing focus on collaborative interaction and resource integration. Ballantyne 

et al. (2011) presented a concept of reciprocal value propositions, which was defined as a 

communication practice that provides opportunities for engaging with customers beyond sales 

transactions. The reciprocal value proposition refers to dialogical communication where the 

parties are willing to interact and learn together over time. As stated previously in chapter 2.2, 

companies are only able to make value propositions, whereas the judgment of the value 

changes according to the needs of a single evaluator (Vargo & Lusch 2004; Grönroos 2011). 

Thus, the reciprocal value proposition aims to bring together both customer’s and company’s 

perspectives for value creation, meaning that it is a two-way promise of value. The reciprocal 

value proposition can be either informal or anegotiated co-created agreement. (Ballantyne & 

Varey 2006) The purpose of the reciprocal value proposition is to enable co-learning and co-

development as well as to bring exchange activities, relationship development and knowledge 

renewal closer together (Ballantyne et al. 2011). However, this can only occur if these 

operations are not considered as a consequence of managerial action but the management 

model becomes a one of side of the interaction (Ballantyne & Varey 2006).  

3.3 Communicating and delivering value propositions  

Even though the value proposition is not only a brand slogan, it needs to be communicated to 

the customers with marketing efforts in order to achieve the desired impacts: strengthen the 

supplier’s financial and operational performance through enhanced customer value delivery 

(Anderson et al. 2006; Rintamäki et al. 2007; Zott & Amit 2010). As Figure 3 illustrated, the final 

step of the value delivery system contains communicating the value, which is brought to closer 

examination in this chapter. 

As described in chapters 2.3 and 2.3.2, customers perceive value based on the received 

benefits and the sacrifices made, and the evaluation is always a comparison between 

expectations and experiences. It is widely argued that companies can improve customer 
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perceived value through increasing the benefits or eliminating the sacrifices (Ravald & 

Grönroos 1996; Rintamäki et al. 2007). For this purpose, effective communication of the 

customer value propositions is essential, because it emphasizes the key elements of the 

offering that the target audience perceives valuable. Even Payne et al. (2017) argued that value 

proposition’s role as a communication device is not emphasized without a reason. Saliba & 

Fisher (2000) argued that utilizing communication activities can help to build customers’ 

awareness of the offering and complete the information they have about the products. This in 

turn is likely to enhance the product’s potential in the eyes of the customers. Moreover, it is 

acknowledged that appropriate communication not only strengthens the likelihood of customers 

purchasing the offering but also ensures that they have realistic expectations (Payne et al. 

2017; Terho et al. 2012). Controlling the expectations and providing information is especially 

important in terms of reducing the sacrifices perceived by the customers and avoiding 

unnecessary disappointments. The managers should note that the company always has more 

knowledge about the offering than its customers and, therefore, it is important to assist them in 

weighting the received value against other alternative suppliers (Saliba & Fisher 2000). 

Nowadays there are piles of products competing for customers’ attention, and communicating 

the value can facilitate to improve the competitiveness of the offering in relation to other 

alternatives (Doyle 2000, 300). Communication also works as an effective tool for value 

improvement without actually lowering the price (Saliba & Fisher 2000). 

The customer value proposition should work as a foundation and guideline for everything in the 

organization, be it developing business activities or designing the promotional mix. This 

becomes easier when the whole organization shares the same idea of the business and 

customer needs. Without explicit communication the value proposition may remain ambiguous, 

customers might not understand it or different business units may not have the same vision of 

organizational priorities (Payne et al. 2017). According to Payne et al. (2017) the customer 

value proposition has originally worked as a tool for adopting a market oriented approach to 

traditional product oriented firms. Their research revealed that customer value propositions 

advance sharing information of customers and competitors, while fostering the organization-

wide responsiveness to the market information. Thus, appropriately communicated value 

propositions may enhance the organization’s aspirations to better satisfy customer needs, as 

the value proposition reminds the personnel of the prerequisites for the business. 
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To customers, the value proposition should be communicated through consistent sales and 

marketing messages with the aim of making them understand and believe the it. The objective 

is to catch the target audience’s attention, support or even demonstrate the value proposition 

with the marketing efforts and convince the customers of the benefits offered by the product 

(Terho et al. 2012). For this reason, communicating the value should contain both functional 

and emotional attributes and be based on the insights gathered in the customer value 

determination process. Communicating value propositions may take many forms, such as 

advertising, sales promotion, public relations, personal selling and sponsorships. Most 

importantly, all channels have certain characteristics and different purposes as well as 

advantages and disadvantages. (Doyle 2002, 300) When communicating the value for 

customers and trying to reach certain goals, the components of the promotional mix should 

complement each other while the resources are allocated and integrated across distinct 

channels (Doyle 2002, 315). Using the described integrated marketing communications to 

optimize and unify the communication messages requires interactive and cross-functional 

processes to plan, execute and evaluate the communication activities. Most importantly, in 

order to succeed in communications, the company should adopt an outside-in approach, 

meaning the customer should always come first. This in turn leads to enhanced customer 

connectivity and organization’s capability to respond to changes. Therefore, companies with 

low market orientation (see chapter 3.1) are less likely to succeed in designing integrated 

communications, as the cultural barriers within the organization may prevent them from 

cooperating across the functions or leveraging the customer knowledge for the benefit of 

marketing tactics. (Reid et al. 2005) 

In the digital era communicating a value proposition is seen to an increasing extent as an 

interactive, two-way process, which is a strongly customer oriented approach (Doyle 2002, 

300). It means that instead of pushing the offering to customer, the company should encourage 

customers to come to the company.  Pull marketing refers to activities that create demand for 

the offering and motivate the customers to seek out a certain product or brand. It is a rather 

long-term approach searching for loyal customers who keep coming back. As the objective of 

pull marketing is to generate interest and win customer preference, it benefits, for example, 

from social media, where people are likely to share information with each other and word-of-

mouth referrals spread. Word-of-mouth is usually defined as a positive or negative non-paid 

communication from customers to potential new customers. (Hollensen 2010, 495) Moreover, 

Payne et al. (2017) proposed that a positive and strong brand reputation can strengthen the 
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impact of customer value propositions on customers (Figure 9). For example, the brand can 

bind the supplier to certain pledges to which the customers can rely on when it would be 

otherwise difficult to prove the value proposition, as may happen in the case of launching a new 

innovative product. 

As referred in chapter 2.3, previous studies have emphasized the impact of perceived value on 

customer satisfaction and re-purchase intentions (McDougall & Levesque 2000; Tam 2004). 

Since positive word-of-mouth is expected to result from a recommendation received from a 

satisfied customer, it can be concluded that customer perceived value also affects indirectly 

and directly positive word-of-mouth communication intentions (Oh 1999). This in turn reflects 

that delivering superior customer value and communicating customer value propositions are 

likely to benefit each other in turns. Figure 9 below demonstrates the domino effect between 

these elements: the better the customer’s perceptions of the received value are, the higher the 

customer satisfaction and re-purchase intentions are, which in turn fosters positive word-of-

mouth communication and contributes to the communication of the value proposition, finally 

leading to improved customer perceived value.  

 

Figure 9. Factors affecting the communication of customer value proposition 
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Marketing accountability 

Customer perceived value cannot be directly controlled by the company, but as noted in chapter 

3.3, different marketing actions may affect customers’ perceptions of value. Arslanagic-

Kalajdzic & Zabkar (2015) suggested that in order to enhance the communication and delivery 

of customer value propositions, firms should implement a marketing accountability processes. 

The American Marketing Association (2005) defines marketing accountability as a systematic 

management of marketing resources and activities in order to gain return on marketing 

investments and achieve increased marketing efficiency. Based on the research findings, 

Arslanagic-Kalajdzic & Zabkar (2015) argued that in order to capture the external effects of 

marketing accountability, implementing marketing metrics alone is not enough. Marketing 

metrics contain quantitative assessment of the marketing performance, namely measurements 

that demonstrate the financial contributions of the marketing activities. To be appropriately 

accomplished, marketing accountability also reflects two other dimensions simultaneously: firm 

capabilities and manager’s competence. Firm capabilities consist of the ability to acquire 

knowledge and disseminate information, whilst the capability of learning is also emphasized. 

Manager’s competence in turn refers to the knowledge required to use the metrics, which in 

turn provides arguments and evidence to support the role of marketing within the firm (Verhoef 

& Leeflang 2009; Arslanagic-Kalajdzic & Zabkar 2015).   

Increasing accountability for marketing resources and activities is important not only for its 

internal impacts on marketing productivity, but also for its external impacts on consumers (Rust 

et al. 2004; Arslanagic-Kalajdzic & Zabkar 2015). In other words, marketing accountability is 

recognized to affect customer perceived value positively, thereby also affecting the supplier’s 

business performance, which makes marketing accountability essential for any firm 

(Arslanagic-Kalajdzic & Zabkar 2015). The interrelations between the firm, customer, marketing 

accountability and customer perceived value are demonstrated in Figure 10. 
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Figure 10. The impact of marketing accountability on customer perceived value (Arslanagic-
Kalajdzic & Zabkar 2015, 85) 

According to Arslanagic-Kalajdzic & Zabkar (2015), when a company implements a marketing 

accountability processes, marketing activities are improved, including the communication of 

customer value proposition. This leads to increased awareness of the offering among the 

consumers and affects the customer’s perceptions and attitudes related to the brand and 

product offering (Rust et al. 2004; Arslanagic-Kalajdzic & Zabkar 2015). If the accountability 

processes exist, the greater are the customer’s perceptions of value antecedents (e.g. firm’s 

brand and expertise as well as the quality of the offering) and the more likely are also the 

favorable value outcomes in terms of the company’s performance (Arslanagic-Kalajdzic & 

Zabkar 2015). Thus, it can be concluded that marketing accountability clearly contributes to 

attracting new customers, which is considered as one of the main issues in the digital transition 

of news media. Once the accuracy and visibility of delivered information increases, this also 

has a positive impact on the benefits perceived by the customer, which is essential in today’s 

more intense competition. 
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4 CONCEPTUAL FRAMEWORK 

The conceptual framework of the study is presented below (Figure 11). It is based on the 

reviewed literature. The framework introduces some of the key concepts in this study and 

describes the interrelations between them. 

 

Figure 11. The conceptual framework of the study 

As the existing studies indicated, digitalization continues to change customer needs and 

provides new ways for creating value (Timmers 1998; Amit & Zott 2001; Lehtisaari et al. 2016). 

Hence, the conceptual framework of this study describes digitalization and the customer 

interface of the business model including customer value proposition and customer value 

creation process that leads to customer perceived value. However, digitalization of regional 

media is seen as the context of this study and the phenomenon surrounding other key 

concepts.  

The left side of the framework presents the customer value proposition. It defines the offering 

that responds to the customer’s problem and, thus, reflects the overall object of the business 

model: utilizing business opportunity by creating value for stakeholders (Johnson et al. 2008; 

Zott & Amit 2010). Moreover, it shapes customers’ expectations towards the offering and can 
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increase the benefits perceived by a customer. For this reason, it also affects the overall 

evaluation of customer value.  

The middle of the framework depicts the concept of value creation, which consists of using all 

key resources and processes to fulfill the value propositions (Johnson et al. 2008). Lastly, the 

concept of customer perceived value refers to a customer’s perception of the benefits that the 

product or service provides and the sacrifices which receiving those benefits requires (Zeithalm 

1988; Ravald & Grönroos 1996). Customer perceived value is an outcome of value creation 

and, therefore, is located on the right side of framework. It reflects how well the company has 

managed to develop and realize its customer value proposition. 

On the top of the whole framework are value dimensions and value drivers, which are in relation 

to all other phases. Value dimensions (e.g. functional and emotional) which are perceived 

important by the customer affect the formation of value proposition, because it should address 

the customer needs and preferences in order to be attractive to a specific target group 

(Chesbrough & Rosenbloom 2002). In addition, value drivers (e.g. service and product 

features) are seen to have a significant impact on value creation, because those attributes 

should be involved in the value creation process in order to successfully deliver customer value. 

Finally, value drivers affect perceived customer value, because customers evaluate the 

received benefits based on their own preferences. 

  



68 

5 CASE DESCRIPTION 

“We must differentiate between mission and tradition: what we do because it’s essential 
to our values and what we do because we’ve always done it.” (The New York Times 
2017) 

The news media environment is changing significantly across the world. The growth of news 

accessed via social media, transition to mobile services and the rise of ad blocking are not only 

challenging both traditional companies and new born digital players but also changing the way 

news are packaged and delivered to customers. (Newman et al. 2016) News media is 

undergoing a transformation in their production and administrative processes, and the future is 

strongly dependent on the companies’ ability to find new, feasible business models (Kerrigan 

& Graham 2010). In these days, online news portals with news bulleting services and social 

media are replacing both newspapers and evening tabloids. Moreover, Google and other global 

social media are challenging the advertisement services provided by newspapers. (Alma Media 

2017) Thus, the competitive environment has changed remarkably, and the new and emerging 

competitors of the existing media products are far from the usual. 

The research conducted by Reuters Institute revealed that while the consumption of printed 

newspapers is declining considerably, nearly half of the respondents (including samples from 

26 countries) use social media as a source of news. The number has almost doubled in three 

years. At the same time, smartphone usage is dramatically increasing and the adoption of new 

digital platforms seems inevitable. (Newman et al. 2016) On the other hand, advertisement 

sales have traditionally played a significant role in newspapers’ revenue structures. Even 

though online advertisement sales have been increasing continuously while the print ads are 

declining, they still act a minor role in the big picture. This becomes challenging, because 

customers have not been willing to pay for the online content either. Thus, subscription sales 

are extremely important for newspapers in the digital transition. (Graham & Smart 2010) 

Furthermore, as New York Times (2017) underlined in its strategy, by focusing on subscribers, 

the company can also maintain a stronger advertisement business. The advertisers desire to 

have readers who are committed to the newspaper, spend time on the content and return time 

after time. 

The new era of digital business has also challenged newspaper advertising in terms of the end-

user experience. According to Newman et al. (2015), consumers perceive online ads more 

unpleasant than ads in the printed version. The websites are often crowded with intrusive ads, 
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which from the customer’s perspective disturb the reading experience. Moreover, the space 

might also be offered to a third party, who provides ads and content to the website, weakening 

the control over the ads and their relevance. Therefore, for example, The New York Times has 

started to provide advertising experiences, which are useful and enjoyable for the customers. 

Even though stories created by the advertisers might be the future of newspaper 

advertisements, paid content needs to be clearly distinguishable from journalism. This requires 

that editorial and commercial business units work together on integrated strategies in order to 

combine the editorial mission and standards with the customer experience. The New York 

Times (2017) suggested in their 2020 report of digital journalism that getting readers to become 

a part of the community by talking with each other and learning from each other, whether the 

topic is food or politics, is one way to respond to the needs and desires of the newspaper 

readers. Furthermore, Newman et al. (2015) argued that while the consumers worry about 

missing important news because of algorithmic discrimination and consider the privacy 

concerns of data gathering they still wish to have personalized recommendations on their news 

feed. 

Kerrigan & Graham (2010) investigated the impacts of Internet on consumer value activities in 

the regional news media in the United Kingdom. The authors developed a theoretical model of 

the news-media value chain based on marketing theory that involves the concepts of value co-

creation, digital economics, operational management and value chains. The value chain of 

regional media is illustrated below in Figure 12.    

 

Figure 12. A value chain of the news media (Adapted from Kerrigan & Graham 2010) 
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The value chain emphasizes that several organizational and environmental factors have an 

impact on the value creation in regional media. According to Kerrigan & Graham (2010), for 

example, the declining circulation and reduction in print advertising have a direct influence on 

the profitability of a news media company. Furthermore, the material supply and product 

distribution involve multiple actors to the value chain: ink and paper suppliers, print 

manufacturers, wholesalers and retailers, to name a few. The value chain has also potential 

for value co-creation activities between the firm, consumers and community. Digitalization 

challenges news media companies to improve their engagement with their audience by taking 

the consumers a part of gathering, selecting, editing, producing and communicating news. 

However, findings of the research conducted by Kerrigan & Graham (2010) also revealed that 

the companies in news media industry have not fully utilized the opportunities for value co-

creation, but excluded consumers from the editorial process. Consumers are often limited to 

discussing ongoing events without having an opportunity to participate in the news production. 

Graham & Smart (2010) suggested that a consumer-driven transition towards a multi-media 

platform (i.e. online, mobile and print) does not only provide new insights to value co-creation 

but influences production and distribution activities in the value chain. Furthermore, Kerrigan & 

Graham (2010) argued that the role of regional media is becoming less relevant, because 

consumers tend to search for news from other digital sources. For instance, bloggers are 

challenging the traditional newspaper systems by providing their own distribution mechanism 

(Graham & Smart 2010). Kerrigan & Graham (2010) proposed that future research should 

therefore especially focus on examining the evolving perceptions of value in the digital era. In 

addition, further understanding of the interaction between the consumer and supplier is needed 

to develop sustainable online business models.    

Although regional media has its unique characteristics due to its locality, it is struggling in the 

same digital transition as any national media. The context of this research is limited to regional 

media in Finland. More precisely, the case company of the study is a media company from 

South-East Finland. Regional media in Finland and the case company are discussed more 

specifically in chapters 5.1 and 5.2.  

5.1 Regional media in Finland 

Finland is one of the leading countries in terms of circulation of newspapers. There are about 

200 newspapers in Finland, and one in four of the papers is published at least once a week. 
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(Sanomalehtien Liitto 2017b)  In 2014, the circulation was 338 per 1000 inhabitants including 

the adult population (Cited by Sanomalehtien Liitto 2015). The competitive environment in 

Finland is characterized by a strong regional press, a strong public broadcaster (YLE), one 

essential national newspaper (Helsingin Sanomat) and two popular evening tabloids (Newman 

et al. 2016). 

As described in the beginning of chapter 5, the whole media industry is facing challenges in 

terms of circulation, advertisement business and adoption of new online platforms, to mention 

a few. The print circulations have continued their decline in 2015, which is problematic for 

Finnish newspaper companies because the print business still brings most of the profits 

(Newman et al. 2016). In 2015, circulation profits formed 55% of the revenues of the 

newspapers and 45% of the profits came from the sold ads (Sanomalehtien Liitto 2017a). On 

the contrary, until now the advertisement sales have played bigger role on the Internet than the 

subscription sales. Even though the ad sales have increased continuously, they still act a minor 

role in the big picture and have not been able to cover the losses of the print advertisement 

sales. (Laitakari 2016; Lehtisaari et al. 2016) Furthermore, the growth of online subscriptions 

is slow and currently only 15% pay for the online news in Finland. Of those who do not pay for 

the online content, 74% would not be willing to pay for it in the future either. (Newman et al. 

2016)  

The changes in media usage have also had an impact on the adoption of new digital platforms, 

such as Facebook and Twitter, and therefore on the advertisement business. Finnish people 

have embraced online media, and already 90% of them follows news online while 88% uses 

the traditional channels (Reunanen 2015). The most popular social network for news 

consumption is Facebook, and the Reuters Institute’s research indicated that 34% of the 

respondents uses Facebook for news weekly. However, only 5% of the respondents in Finland 

is using social media as the main source of news, and the number remained the same between 

years 2015 and 2016. (Newman et al. 2016) New and traditional news channels seem to 

complete each other in the everyday life of Finnish consumers, even though the online media 

is rapidly strengthening its position in this multichannel environment (Reunanen 2015). The 

consumption on the digital platforms is also shifting from computers to mobile devices and 

tablets. This challenges the traditional digital advertisement, which is not adaptable to the new 

environment as such, for example, because of technological issues. (Laitakari 2016) The digital 

transition has also brought along new global competitors to the advertisement business, such 



72 

as Google and Facebook. However, compared to national newspapers and evening tabloids, 

the future of regional and local newspapers seems more promising because of the communality 

and locality. The audience and the advertisers have seemed to stay quite loyal to their local 

newspapers. (Lehtisaari et al. 2016) 

Although Finnish people have adopted online media, the research conducted by Reuters 

Institute revealed that this is not entirely on the expense of print media. The printed newspaper 

sector is declining more slowly than elsewhere due to a strong reading culture. The well-

established early morning delivery and standing orders have also supported the existence of 

printed newspapers. In addition, Finnish language and the small market size seem to protect 

national news brands from international competition to some extent. There is also a lot of free 

online content available, which may affect both the popularity of Finnish news media and the 

consumers’ unwillingness to pay for online content. (Newman et al. 2016)  

The recent activities in the Finnish newspaper industry show that companies have responded 

to the digital transition, for instance, by acquisitions (see e.g. Alma Media Oyj, 

Keskisuomalainen Oyj and Kaakon Viestintä Oy) and by extending their products and services 

beyond traditional newspapers. With the acquisitions, the companies have tried to guarantee 

the competitiveness of their business. They have invested into locality, which still forms the 

core of the operations. (Berg 2016) Moreover, companies have introduced new platforms, such 

as housing services and blog portals, where individuals can write posts (see e.g. Etuovi.com 

and Rantapallo.fi by Almamedia Oyj). While digitalization reinforces the material generated by 

the public and through content marketing, it should be noted that customer participation 

requires special attention from the newspaper companies: there should always be a clear 

distinction between the public and editorial content (Julkisen sanan neuvosto 2011). 

In order to understand the nature of customer value propositions in regional media, it is worth 

to describe what makes regional media special among other media. Locality is an essential 

part of the Finnish media industry and strongly characterizes regional media. According to 

Hujanen (2000) and Ojajärvi (2014), regional media is the voice of a certain region speaking to 

the whole country. It builds the community and links the reader to it through reporting on local 

decision making, business and events as well as contributing to the discussion between 

different stakeholders. Regional media aims to protect the inhabitants’ and region’s 

prerequisites for welfare and encourages different actors to work together for the community. 
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The local newspapers often have a unique position based on old and long traditions as well as 

a readership that is personal and close. Ojajärvi (2014) concluded that local media has succeed 

in its mission if it manages to raise discussion topics that are essential for the region and view 

them from multiple perspectives.   

According to Ojajärvi (2014), the locality that characterizes news media can be understood in 

two different ways: locality refers to a physical region where the newspaper operates, or locality 

is understood as a cultural and mental factor, which the content in a local paper builds and 

strengthens. Hujanen (2000), however, highlighted that the cultural identities differ across 

different circulation areas and creating one framework to describe all regional newspapers is 

difficult. Locality also challenges the conversation and reader orientation. The regional 

journalism should be multi-voiced and close to the readers. In regional media, for example, the 

right person for an expert interview may not be a government official but an ordinary citizen 

with a relevant experience that provides understanding of the practical issues close to the 

consumer. 

5.2 Case company 

The case company of this study is a Southeastern Finnish media company Kaakon Viestintä 

Oy. The company is established in 2015 as a result of a fusion, in which two regional 

newspapers published by Länsi-Savo Oy and four newspapers of Sanoma Lehtimedia merged 

into one company. Even though the case company is rather recently established, its history 

dates back to as far as 1880s, when the parent company, Länsi-Savo Oy, was established and 

began to publish its first newspaper. (Länsi-Savo 2017) Thus, the newspapers published by 

the case company have a strong position in the local communities. The aim of the company is 

to provide local content of good quality in different channels and to build local identity of the 

community. Moreover, the newspapers offer a platform to their customers for versatile 

discussion. (Kaakon Viestintä 2017b) On one of its websites (regional newspaper Etelä-

Saimaa), the firm has defined its quality promise in the following manner (Etelä-Saimaa 2017c):  

“Etelä-Saimaa is a pluralistic and journalistically ambitious newspaper. We tell the most 
interesting news from South-Karelia reliably and quickly. We observe the surrounding 
society critically. In our own activities, we are open and honest. Etelä-Saimaa is present 
in the readers’ everyday life, arises discussion topics and creates a channel for 
conversation. People are our most important value.” 
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These days Kaakon Viestintä Oy is one of the biggest regional media companies in Finland. 

The company has a turnover of 51M€ and employs around 400 people (Kaakon Viestintä 

2017b). Together with ESV-paikallismediat and St Michel Print, Kaakon Viestintä Oy forms a 

consolidated company named Länsi-Savo-konserni. The turnover of the whole consolidated 

corporate was 72.5M€ in 2015 and the number of employees was 1080. (Länsi-Savo 2017) 

Kaakon Viestintä Oy operates in three different regions in Southeastern Finland. It publishes 

six regional newspapers in Mikkeli, Lappeenranta, Imatra, Savonlinna, Kotka and Kouvola, and 

several local free papers. All together the paid and free newspapers published by Kaakon 

Viestintä Oy reach around 500,000 consumers. The amount of subscriptions is 98,000. The 

company is also involved in digital business and provides, for example, digital content to 

consumers and advertisement services for corporate customers (Kaakon Viestintä 2017a).  

As described in chapters 5 and 5.1, the whole industry is currently faced with the continuously 

declining circulation of printed newspapers while global giants challenge the advertisement 

business. The case company is no exception. Like many, also Kaakon Viestintä Oy has been 

forced to ponder where to get new revenue streams and how to attract customers. The 2015 

fusion made their business more efficient, and in addition, the company has had various 

cooperation negotiations during its short history. The cuts were directed to delivery and 

editorial, but the company also cut overlaps, for example, in the newspaper press by 

centralizing the work to one city (Laitakari 2016). 

Kaakon Viestintä Oy has not only invested in recruiting new people to work with the digital 

products and social media, but also developed, for example, fully-owned blog communities to 

respond to the digital transition and changed consumer preferences (Kaakon Viestintä 2017c; 

Tiilikainen 2016; Valtonen 2017). The blog platforms provide user generated lifestyle content, 

and the bloggers are mainly local people or somehow linked to the local community. The 

purpose of these kind of products and services is to attract entirely new customer segments, 

which have not been reached through traditional news media. The blog communities also 

create new advertisement opportunities for the corporate customers. One example is content 

marketing, which has been adopted to the blogs as well as newspapers’ own websites and 

printed edition. (Valtonen 2017) The advertisers may attract and retain customers by creating 

valuable and relevant content. In addition, Kaakon Viestintä Oy recently renewed its 

subscription types by adding digital news to all subscriptions with the aim of familiarizing 

consumers with the digital products (Etelä-Saimaa 2017a). 
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The recent actions indicate that the case company is looking for ways to renew its business 

and respond to the evolving customer needs. The aim is to keep regional media competitive in 

the digital transition. Obviously, customers have also been involved in the process. Most 

recently, the company searched for customers to participate in a panel to express their interests 

and opinions about the content and ads in the newspapers (Etelä-Saimaa 2017b). As the 

company is about to publish new, more user-friendly web services with better technical 

functionalities in 2017, they also asked customers to evaluate their websites and give feedback 

(Tiilikainen 2017). Furthermore, the recent customer surveys in addition to this the commission 

of this research reveal that the need and interest for customer intelligence on the ongoing 

change are strong. 
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6 RESEARCH METHODOLOGY 

This chapter explicates the research methods used in the study and provides an understanding 

on why certain data collection and analysis methods have been chosen over others. In addition, 

the following chapters describe how the empirical part of the research has been conducted, 

including customer survey, semi-structured interviews and sampling techniques. Lastly, the 

reliability and validity of this research are evaluated in order to assess the credibility of the 

results (Saunders et al. 2009, 156). 

Classification of the research purposes is often characterized by three features: explanatory, 

exploratory and descriptive (Hirsjärvi et al. 2014, 138; Saunders et al. 2009, 139). Explanatory 

research aims to look for explanations for the problem, and the purpose is to explain 

relationships between the variables.  For example, qualitative data can be used to explain 

former quantitative results and the reasons behind them. (Creswell & Clark 2011, 82; Hirsjärvi 

et al. 2014, 138) Exploratory research in turn emphasizes what is happening around us. The 

focus of the research might be broad at first but narrows once the research goes further and 

more information on the topic is gained. Using the exploratory approach enables expanding the 

understanding of the research problem and recognizing the key issues relating to it before 

attempting to collect statistically generalizable data. (Saunders et al. 2009, 139-140; Hirsjärvi 

et al. 2014, 138) Descriptive research proposes exact descriptions of individuals or occasions 

and focuses on interesting characteristics of the certain phenomenon. Descriptive approach 

can also be used as a piece of both explanatory and exploratory research to draw, for example, 

more accurate profiles based on the data. (Saunders et al. 2009, 140) This thesis is an 

exploratory case study, since it provides qualitatively rich information on the research problem. 

The exploratory approach is especially appropriate to this kind of research in which the purpose 

is to explore new insights about the phenomenon that is relatively unknown in this particular 

context.  

The research design of this study is described through a “research onion” in Figure 13. It 

demonstrates the different layers of the study and guides the process of collecting and 

analyzing the data to ensure that the results addresses the initial research questions (Saunders 

et al. 2009, 107; Yin 2014, 28).  
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Figure 13. Research design 

The outermost layer defines the research philosophy that explains the development and nature 

of knowledge (Saunders et al. 2009, 107). The philosophy that has been adopted to this study 

is interpretivism, as it aims to understand differences between people as social actors. 

Interpretivism is characterized by a concern with subjective and shared meanings, and 

proposes that business cannot be theorized by definite laws. (Eriksson & Kovalainen 2008, 19; 

Saunders et al. 2009, 116) Interpretivism is an appropriate perspective to complex and unique 

business situations that form a set of specific conditions and have individuals come together at 

a certain time (Saunders et al. 2009, 116).  

Moreover, this study has adopted abductive logic, which combines two basic models of 

reasoning: deductive and inductive. Deduction relies on the idea that theory is the first source 

of knowledge. For this reason, the research proceeds from theory to empirical findings and 

follows a strict procedure that is suitable especially for quantitative research. (Eriksson & 

Kovalainen 2008, 21-22) In a deductive approach, the data is analyzed according to an existing 

theoretical framework and the conclusions are made based on the accepted theories and rules 

(Patton 2002, 453). Inductive research in turn proceeds from empirical material to theoretical 

findings, meaning that the research should not be started with a theoretical hypothesis and 
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theories are outcomes of empirical research. Inductive analysis attempts to determine the rule, 

based on which the conclusions can be reasoned. (Eriksson & Kovalainen 2008, 22-23) 

According to Patton (2002, 453-454), qualitative analysis is often inductive in the early phase, 

meaning that the researcher should be open to the data and allow the patterns, themes and 

categories emerge out of the data. Later on, the qualitative analysis may include deductive 

features, such as testing the inductive content analysis through generating theoretical 

propositions and hypothesis. On the other hand, the qualitative analysis can also start with a 

deductive phase. This includes first verifying the theories based on the qualitative data and, 

after this, viewing the data again in order to find undiscovered themes and gain new insights 

on the topic.  

Pure inductive logic is rare or even impossible to achieve, and both inductive and deductive 

approaches can be simultaneously involved in the same project. Abduction is typical for 

exploratory research, since the meanings and descriptions given by individuals are used to 

create categories and concepts that form the basis for explaining and understanding the studied 

phenomenon. (Eriksson & Kovalainen 2008, 22-23) This study aims to gain new insights related 

to the topic and to understand the case company’s operations rather than tests existing 

theories, which in turn would be typical for deductive approach (Saunders et al. 2009, 61). 

Following the abductive approach, prior research, however, guides the data collection and 

analysis (Dubois & Gadde 2002; Eriksson & Kovalainen 2008, 129). In this thesis, the 

theoretical concepts retrieved from prior research and viewed in the beginning of this research 

process are utilized in designing the data collection as well as organizing and analyzing the 

empirical data. The benefit of the abductive approach in this research is that it enables us to 

recognize the important concepts at an early stage and helps to understand the phenomenon 

more thoroughly. 

The third layer represents the research strategy, which can be defined as a single case study. 

A single case study is organized around one case, whereas a multiple-case study contains two 

or more cases (Yin 2014, 51). According to Yin (2014), conducting a case study is the preferred 

method when the objective is to examine a contemporary phenomenon in a real life context. A 

case study focuses on a certain case, occasion or group of cases. The target is often an 

individual person, group or community, and the area of interest is usually processes (Hirsjärvi 

et al. 1997, 135). Yin (2014) categorizes the reasons behind the single case selection into five 

groups: a critical, unusual, common, revelatory and longitudinal case. A critical case represents 
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the circumstances where the theoretical propositions are expected to be true and the single 

case can be used to determine if the propositions are correct. The critical case can provide 

important contribution to knowledge and theory building by confirming, challenging or extending 

the theory. An unusual case differs from the theoretical norms, whereas a common case 

examines the circumstances and conditions of an everyday situation to provide information 

about social processes. A revelatory case refers to a situation in which a researcher is able to 

investigate a phenomenon that has previously been inaccessible. In a longitudinal case, the 

same single case is studied at multiple points in time, which enables the identification of how 

the phenomenon evolves over time. The case of this study (see chapter 5.2) represents a 

critical case and was chosen because it is closely related to the research problem of interest. 

The case has faced the digital transition and is currently looking for ways to respond to that 

change. Thus, it provides great circumstances to examine how digitalization affects the 

formation and realization of customer value propositions in regional media. In addition, using a 

single case method is best to provide an access to the information and enable in-depth 

investigation and analysis. 

Case study data of can be collected by using various methods, such as observing, interviewing 

or examining written documents. Even though the case studies are usually qualitative by 

nature, either quantitative or qualitative methods can be used (Hirsjärvi et al. 2014, 135; 138). 

The methodological choice of this study is mixed methods. Mixed method research uses 

quantitative and qualitative data techniques and analysis procedures either at the same time 

or one after the other, but does not combine them as mixed-model research does (Saunders 

et al. 2009, 152-153). According to Johnson et al. (2007), mixed method approach recognizes 

the importance of traditional quantitative and qualitative research, but represents a third 

methodological option, which provides the most informative, complete and useful research 

results. Using multiple methods can permit the researcher to collect richer and stronger 

evidence and thus provides better opportunities to answer the research questions (Saunders 

et al. 2009, 153-154; Yin 2014, 66). For example, qualitative data can be used to explain prior 

quantitative results (Creswell 2014, 231). Thus, the main purpose of using mixed method 

design is, therefore, to corroborate the research findings by achieving triangulation (Johnson 

et al. 2007; Saunders et al. 2009, 154). Triangulation can be achieved through four different 

forms: data, method, investigator and theory triangulation. Data triangulation refers to collecting 

information from multiple sources and comparing the consistency of findings within the same 

method. The second form, method triangulation, involves using different data collection 
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methods and integrating the data collected through qualitative methods with data collected 

through quantitative methods. Investigator triangulation involves multiple analysts to review 

research findings, whereas using multiple theories to interpret the data can lead to theory 

triangulation. (Patton 2002, 556; Yin 2014, 120) In this light, this research aims to achieve 

method triangulation through qualitative interviews and quantitative customer survey. Once the 

data is triangulated, the findings of the case study are supported by more than a single source 

of evidence (Yin 2014, 121). For this reason, the purpose is not to analyze each data source 

separately or compare the findings. 

Mixed method research has three different types depending on the methodological choice: 

qualitative dominant, equal status and quantitative dominant. The middle one, equal status, 

represents the pure form of mixed methods and proposes that qualitative and quantitative data 

and approaches will add insights evenly into all research questions. On the other hand, 

quantitative dominant research is characterized by a quantitative research process, while 

including qualitative data is considered to be important. (Johnson et al. 2007) This thesis adopts 

a qualitative dominant approach to mixed methods. In other words, the research relies on 

qualitative research method, but adding quantitative data is recognized to benefit the process. 

Qualitative method was chosen to this study, because the purpose is to gain comprehensive 

and detailed knowledge from the case company’s customers and employees instead of testing 

existing theories and generalizing the results to other cases, to which purpose only the 

quantitative method could have been used. According to Hirsjärvi et al. (2014, 164) qualitative 

research is typically comprehensive knowledge acquisition and the data is collected in real-life 

context. Furthermore, in qualitative research, the sample is purposefully chosen instead of 

using random sampling, and the research plan might be adapted once the process continues. 

The research can be conducted in different time horizons depending on the studied research 

questions. Cross-sectional studies are snapshots of the current phenomena, whereas 

longitudinal studies include multiple observations of the same sample over a given period. 

Longitudinal research requires more resources, but it allows studying a single sample for a 

longer period of time to reach the conclusions. Thus, it is able to explore change, development 

or process over time. On the other hand, cross-sectional study analyses a specific phenomenon 

in a particular context. It is about descriptive analysis and can be used, for example, to describe 

the incidence of a phenomenon. It should, however, be noted that because the exposure and 

outcomes are examined simultaneously within a limited timeframe, a cross-sectional study may 
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not be able to prove the causality between two factors. (Eriksson & Kovalainen 2008, 27; 

Saunders et al. 2009, 155) This study is cross-sectional by timespan, because it examines a 

certain phenomenon precisely in the context of regional media and the research is conducted 

in a quite short timeframe. The data collection consists of quantitative customer survey and 

qualitative interviews of both customers and personnel. As suggested by Ulaga & Chacour 

(2001), besides the company, also customer side is covered in order to gain a rich 

understanding of which activities and issues contribute to the realization of customer value 

propositions in regional media. Using a customer survey enabled this study to obtain a larger 

sample than interviews alone could have allowed. In addition, the customer survey provided 

more comprehensive insights on how customers perceive and assess different value 

dimensions. 

6.1 Data collection 

This research is a part of the larger research project “Alueellisen median digitaalinen loikka – 

mikä muuttuu?” carried out in cooperation with the Lappeenranta University of Technology and 

the case company Kaakon Viestintä Oy. Before starting the data collection for this certain 

research purpose, the researcher had access to the previous interviews conducted in the case 

company by another project group in 2017. Viewing the primary data collected from the case 

company and the existing academic publications of the digital transition of news media, has 

probided a preliminary overview of the ongoing issues in relation to the research problem. Thus, 

the existing materials worked as a foundation for designing the data collection. An overview of 

the data collection is presented below in Table 2. 

Table 2. Overview of the data collection 
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As explained in chapter 6, the data collection for this research includes multiple sources of 

data. Semi-structured interviews of customers and employees and a customer survey were 

seen to answer the research objectives and research questions the most appropriately. The 

data was collected between April and June 2017 first by executing a customer survey  

(10.-19.4.2017) and then by conducting the interviews of overall 20 informants. The following 

chapters describe each method and the sampling procedure separately.  

6.1.1 Customer survey 

In April 2017, the case company conducted a separate customer survey of their own focusing 

on customer needs and consuming behavior. As a part of this, the researcher got an opportunity 

to design a few questions to serve the research purpose of this study to be included in the 

survey. According to Hirsjärvi et al. (2014, 193) survey as a term usually refers to a 

questionnaire, interview and observation formats, in which the data collection is standardized, 

each topic is asked similarly from every respondent and the data is typically analyzed 

qualitatively. In this study, the customer survey was carried out as a web-based questionnaire. 

The questionnaire is an appropriate method for examining attitudes, values and opinions 

(Creswell 2014, 155), and was therefore applied in this study. It also enables us to obtain large 

sample and examine differences between the variables. 

The questions examined the importance of different value dimensions and customer’s 

perceptions of value co-creation. An overview of the items is presented below in Table 2, in 

which concept refers to the value dimension in question and variable to the value driver, namely 

how the dimension is delivered to the customer. Since the purpose was to collect opinion data, 

rating questions and a Likert-style scale were applied to the study (Saunders et al. 2009, 378). 

The respondents were asked how strongly they agree or disagree with a given statement. The 

aim was to identify the most important value dimensions and examine if there are differences 

in how different customer types used to value distinct dimensions.  

Since this research has adopted an abductive logic, both theory of the customer value 

dimensions and value co-creation were utilized in designing the items, even though any existing 

scale was not directly applied in the survey (see Table 3). Customer perceived value is often 

defined as a trade-off between the benefits and sacrifices perceived by the customer and 

viewed by measuring price and quality of the offering (Zeithalm 1988; Monroe 1991; Ravald & 

Grönroos 1996). However, this definition is rather simplistic and excludes other dimensions that 
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could influence how consumers value products and services. Sweeney & Soutar (2001) 

argued, that multiple value dimensions explain purchase decisions better than a single item 

focusing on the price and the ability to provide value for money. Moreover, Rintamäki et al. 

(2007) suggested that developing competitive customer value propositions begins with 

identifying the key dimensions of customer value, and customer value propositions are then 

developed on the basis of those dimensions. In order to gain insights of customer value 

dimensions and be able to develop attractive customer value propositions beyond price 

centricity, a more comprehensive approach than a trade-off between the benefits and sacrifices 

was applied to this study to understand customer value.  

Table 3. Measurement overview 

 

A research conducted by Sweeney & Soutar (2001) suggested a 19-item measure, called 

PERVAL, for measuring customers’ perceptions of value. The findings of the study proposed 

that customer perceived value has four different dimensions: emotional, social, 

quality/performance and price/value for money. Even though the titles of different value 

dimensions may vary a bit between different authors, the content remains the same (see e.g. 

Sweeney & Soutar 2001 and Rintamäki et al. 2007). Therefore, adapting these value 

dimensions seemed an appropriate choice for this research, and a shorter, yet purposeful, set 

of items was designed to fit to the separate customer survey conducted by the case company. 

The chosen set of statements covered three distinct value dimensions: functional, emotional 
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and symbolic value. Emotional and symbolic value dimensions were combined and 

investigated together by using three distinct items. Functional value was also examined with 

three items while economic value (price) was excluded from the study based on the prior 

evaluation of the research objectives. 

The set of questions also involved two statements concerning value co-creation. Value co-

creation was approached by utilizing the scales proposed by Yi & Gong (2013) and Ranjan & 

Read (2016) as a starting point. Ranjan & Read (2016) divided value co-creation into value co-

production and value-in-use. Co-production means co-working with customers, whereas value-

in-use refers to value that is created through the consumption process (Ranjan & Read 2016). 

The same issues were emphasized by Yi & Gong (2013), even though a clear distinction 

between value co-production and value in-use was not drawn. In this research, customers’ 

views on value co-creation were examined by focusing on customer participation. Therefore, 

the statements aimed to assess customers’ willingness to participate in the local discussion 

through different channels of regional media and the development of the content and services. 

6.1.2 Semi-structured interviews 

According to Hirsjärvi et al. (2014, 205), an interview has typically been the main data collection 

method in qualitative research, because it enables the exploration of the views, experiences 

and motivations of individuals on a specific matter more profoundly than, for example, a sole 

questionnaire does. Hirsjärvi et al. (2014) divided research interviews into different categories 

based on the consistency of each interview: structured i.e. form interview, theme interview and 

unstructured i.e. open interview. The more structured the interview is, the more interviewer has 

control over the situation and the interview process remains the same for each interviewee. For 

this research a semi-structured theme interview was chosen as a suitable method. In a semi-

structured interview, every participant is asked the same questions, but the interviewer may 

change the order depending on the situation. Compared to other techniques, an interview is 

very flexible and provides more possibilities to interpret the answers. Moreover, the interviewer 

may ask arguments for the opinions expressed or ask extra questions in order to deepen the 

understanding on the received information. 

Semi-structured interviews with the customers were conducted to study the formation of 

customer value, including the following themes: customer needs and buying behavior, 

perceived benefits and sacrifices, value dimensions, value co-creation intentions, customer 
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expectations and the company’s ability to meet them. More precisely, the interviews focused 

on understanding why the customer decided to purchase a certain product instead of other 

available options and to which customer needs the product responds. Also, semi-structured 

interviews of the personnel were conducted in order to identify possible gaps between the 

customers’ and company’s perceptions. The interviews of the personnel aimed to understand 

how the employees see the formation of customer value. Moreover, the interviews included 

discussion of the company’s ability to meet customer needs and deliver customer value 

successfully. Following the abductive approach, questions for both customer and employee 

interviews were formed based on the viewed theory, which, for example, helped to ensure that 

all necessary themes were covered in the interviews. A list of the questions and their relation 

to the academic research are presented in Appendixes 1 and 2.  

The interviews of the personnel were conducted face to face (n=7) and via Skype (n=3) 

depending on the circumstances. The customers were mainly interviewed via phone (n=7), but 

there were also face to face interviews (n=3). In order to ensure the appropriateness of the 

location in which the interview took place, the interviewees chose the locations themselves. To 

minimize external influences on the data, the locations were chosen so that they were 

convenient for the interviewees and the interview was unlikely to be disturbed (Saunders et al. 

2009, 329). The duration of the interview varied, but the interviews of the personnel were mainly 

from 45 to 60 minutes, making them altogether 9 hours. Customer interviews lasted from 15 to 

30 minutes with a total recording of just under 4 hours. The interviews were all held in Finnish, 

recorded with the permission of the interviewees and transcribed in Finnish word by word for 

further analysis. The interviewees are presented anonymously and the answers are utilized 

only for research purposes. 

6.1.3 Sampling & data description 

The sampling techniques are categorized into two types: probability and non-probability 

sampling (Saunders et al. 2009, 213). In probability sampling, the objective is to select a large 

number of individuals which represents the entire population. The size of the sample is based 

on statistical probability and the larger the sample size is, the more likely it is that the results 

are generalizable to the population. (Saunders et al. 2009, 175; 217-218) The individuals are 

randomly chosen and each person of the population has equal chance of being selected to the 

sample (Saunders et al. 2009, 174; 213). Non-probability sampling in turn refers to non-random 
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sampling, which is typically used for interviews. The non-probability sampling techniques vary 

from having a strong control over the sample in order to represent the total population to having 

only a little control over the sample. In the latter case, there is no intend to obtain a 

representative sample and generalize the results to the entire population. (Saunders et al. 

2009, 235) 

From the probability sampling techniques, the random sampling was chosen to be utilized in 

the customer survey, and the respondents were selected from the subscriber register. An 

invitation for the questionnaire was sent by email, and the sample included both current 

subscribers and customers whose subscription has recently ended for one reason or the other. 

In addition, a reminder was sent by email before the questionnaire closed. Altogether, 15,153 

people from the register were contacted and 2,307 of them responded, which makes the total 

response rate 15%. Although the response rate is not the highest possible, the sample size is 

large and representative of the population. Also, company’s website visitors had access to 

respond to the questionnaire. This non-list based convenience sampling was conducted by 

uncontrolled instrument distribution, meaning that the questionnaire was posted on the 

company’s website for any customer to fill out. Convenience sampling is a sampling technique 

in which the respondents are selected because of their easy availability (Saunders et al. 2009, 

241). Overall, 245 responses were received through the website. 

In total 2,552 respondents participated in the customer survey. Of them 1,298 are women and 

1,254 men. Both subscribers and customers who do not pay for the content are involved in the 

survey, and 71.2% of the respondents reported being subscribers. The more detailed 

frequencies are presented in Table 4. The sample illustrates the same phenomenon that was 

recognized in the case description: the younger the age group is, the smaller the number of 

subscribers in relation to the total number of customers. 
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Table 4. Overview of the survey respondents 

 

Figure 14 below illustrates the age distribution of the sample and shows that the distribution is 

left skewed. This means that the mass of the distribution is concentrated on the right and most 

of the respondents (83.07%) are from 46 years up to 65 years or older. 

 

Figure 14. The age distribution of survey respondents 

As this research is qualitative dominant by nature, the purpose is not to make statistical 

generalizations. Rather the main issues are to understand a particular research subject and to 

find informative research participants. (Eriksson & Kovalainen 2008, 51-52; Hirsjärvi et al. 2014, 
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181; Lee & Lings 2008, 213) Therefore, systematic sampling methods were not applied to the 

interviews, but instead purposive sampling from the non-probability techniques was chosen as 

the most appropriate approach. According to Saunders et al. (2009, 237), purposive sampling 

enables the researcher to select the participants and evaluate their suitability in terms of 

answering the research questions and meeting the research objectives. Purposive sampling is 

typically used in case studies when the sample is small. Moreover, the sample of the interviews 

was formed by using heterogeneous sampling. As the sample size was rather small (n=20), 

the aim of using purposive and especially heterogeneous sampling was to ensure diverse 

characteristics among the participants (Saunders et al. 2009, 239). Maximum variation in the 

sample enables identifying and describing the key themes arising from the population. 

However, it should be noted that this might cause contradictions in the analysis as a small 

sample can contain cases that are completely different. (Patton 2002, 234-235) 

To ensure variation in the sample, the interviewees of the personnel were carefully chosen 

together with the case company’s representative. In addition, each participant’s suitability for 

the interview was evaluated based on his or her current position and prior experience in the 

case company in relation to the research topic. Based on this, the sample consisted of ten 

participants including two to three persons per business unit: editorial, sales and marketing, 

subscriber services and digital products (see Table 5). The research sample was limited to the 

top- and middle-management, who are responsible for the customer offering.  Moreover, to 

ensure anonymity of the respondents, it was appropriate to select some of the interviewees 

without the contact person’s contribution. Since the researcher was not able to identify possible 

participants alone, snowball sampling was used in two cases. In snowball sampling, the 

respondents were asked to identify further cases, whose suitability for the research purpose 

was also evaluated before contacting them and conducting the interviews (Saunders et al. 

2009, 240). Additionally, in this thesis, only limited information of the respondents is presented 

in order to protect their anonymity. 
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Table 5. Overview of the personnel interviewees 

 

The participants of the customer interviews were also chosen by using purposive sampling. To 

be able to conduct purposive sampling and capture high heterogeneity, it is important to first 

identify different characteristics of the population (Patton 2002, 235). The sample selection 

criteria was hence discussed together with the case company’s representative. It was argued 

that the sample should include all types of consumers based on the demographics and 

subscription type. Demographics describe the certain population’s characteristics, which can 

be utilized, for example, for market research purposes to learn more about the target group 

(Kotler & Keller 2012, 238). The selection criteria of this study included following factors: 

gender, age, residence and education. As described in chapter 5, increasing amount of free 

online content and consumers’ unwillingness to pay for the content are nowadays critical issues 

for news media companies. Considering the research problem and research objectives, it was 

appropriate to investigate both subscribers and non-subscribers. To be able to select a diverse 

sample, the researcher chose the possible participants carefully in advance with the aim of 

collecting as a heterogeneous sample as possible. An overview of the sample of customer 

interviews is represented in Table 6. 
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Table 6. Overview of the customer interviewees 

In qualitative research, justifying the right sample size and seeking for a large number of 

informants are not the most critical issues. Instead, the researcher should aim at gaining deep 

understanding of the phenomenon to be studied. (Creswell 2014, 189; Francis 2010)  

Therefore, the objective in qualitative research is to find data saturation. Saturation refers to a 

situation reached in which only few, if any, new insights arise in repeated cases (Lee & Lings, 

216; Saunders et al. 2009; 235). However, there is no clear method of establishing this (Francis 

2010). Reaching saturation requires a clear understanding of the concept to be studied. The 

researcher needs to be clear about how the concept varies and how does it relate to other 

relevant concepts. Thus, the sample size is not defined in advance, but it develops once the 

research proceeds and the researcher sees that more data will not lead to more information in 

terms of the research questions (Lee & Lings, 216). In this research, at the 10th employee 

interview the received responses started to be repetitive, and no more interviews were 
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conducted. On the other hand, as recognized above and evidenced by the customer interviews, 

when aiming at maximum variation with a rather small and heterogeneous sample, 

inconsistencies and completely different cases are usual in despite of the similarities found 

within the cases. The amount of 10 customer interviews was considered adequate, because 

different themes arising from the sample were identified and they worked as a springboard for 

the studied topic. In a case study, only a few interviews may enable collecting significant 

information because the amount of observations and insights gained may still be vast (Hirsjärvi 

& Hurme 2000, 59). Hence, the data may be qualitatively rich despite the small number of 

interviewees (Patton 2002, 230). 

6.2 Data analysis  

The data analysis started with analyzing the quantitative customer survey by using the 

statistical analysis software SAS. As suggested by Woodruff (1997) and Rintamäki et al. (2007), 

distinct value dimensions were hierarchically assessed. This is especially important for 

determining the motives of a certain target group (Anderson et al. 2006). In order to reveal if 

there are any differences in how people of different ages experience the importance of distinct 

value dimensions, mean comparison tests were conducted. As there are six age groups, the 

one way ANOVA test was used to examine if there are statistically significant differences 

between the groups or if possible differences occur by chance alone (Saunders et al. 2009, 

458). Moreover, the differences in value perceptions between genders and between 

subscribers and non-subscribers were analyzed by the T-Test, as it can be used to compare 

two groups at a time. These tests enabled us to recognize which value dimensions customers 

perceive as the most important ones (Woodruff 1997; Rintamäki et al. 2007), while the 

qualitative analysis attempts to explain the findings.   

Next, the data collected through interviews was analyzed qualitatively using a data analysis 

software NVivo. The analysis was carried out through inductive coding, meaning that the nodes 

were not predefined but emerged during the analysis (Miles et al. 2014, 81). Coding is reflection 

and analysis of the data, while nodes refer to symbolic labels that describe the information 

received from the study (Miles et al. 2014, 71-72). Nodes are used to categorize similar data 

chunks in order to find and combine subjects relating to a particular theme or research question. 

Due to the abductive logic applied in this research (see chapter 6), the interviews were coded 

through reflecting the viewed theory of customer value creation in the digital era (Eriksson & 
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Kovalainen 2008, 129). For instance, the main themes (e.g. benefits perceived by the 

customer) used in the data analysis were formed based on the prior understanding of the topic 

and derived from the existing theory in order to facilitate and guide the analysis process. 

The interviews were first coded by using the In Vivo method, in which the nodes consist of 

representative words or short sentences describing the data (Miles et al. 2014, 74). Afterwards, 

distinct nodes were classified into sub-themes according to their context in order to narrow the 

primary classification and deepen the analysis. Finally, the sub-themes were also categorized 

under the main themes in order to present the results in a convenient way and meet the 

research objectives. The entire data structure of interviews is presented in Appendix 3 

demonstrating how the themes were formed and explained open in chapter 7. As the interview 

data exists in Finnish, the quotations included in this thesis are translated into English. 

6.3 Reliability & validity 

In order to evaluate the credibility of the research findings, reliability and validity of the research 

design need to be discussed (Saunders et al. 2009; 156). Due to the mixed method approach, 

this chapter examines the credibility of both the interviews and customer survey. 

Reliability and validity are rooted in quantitative research, and their suitability for assessing 

qualitative research is not entirely established (Golafshani 2003). Validity in general refers to 

the accuracy of measurement and evaluates if the data collection method measures what it is 

supposed to measure and if the findings are really about what they indicate to be about 

(Saunders et al. 2009, 603). Yet, this is not fully applicable to qualitative research, where the 

aim is to enhance understanding of a social phenomenon instead of measuring anything. When 

considering validity of the qualitative research, attention should rather be paid to well-chosen 

informants and the received data. (Stenbacka 2001) Reliability in turn describes to which extent 

the data collection or analysis techniques will provide consistent findings. More precisely, 

reliability refers to the ability of the measures to yield the same results regardless of the 

occasion or observer. (Saunders et al. 2009, 156) The “four tests” criteria presented by Yin 

(2014, 45-46) was applied in this study, and the empirical findings were assessed through 

internal validity, construct validity, external validity and reliability.  

Testing internal validity aims at determining the strength of a causal-effect link that has been 

observed in a case study (Yin 2014, 239). The procedure is more relevant in explanatory 
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studies, when the aim is to explain relationships between distinct factors and prove that a 

certain variable had effect on the observations (Yin 2014, 47). Therefore, in this exploratory 

research, closer attention should rather be paid to construct validity, which creates the 

foundation of the research. The purpose of construct validity is to identify correct operational 

measures for the concepts being examined (Yin 2014, 45). To meet the test of construct 

validity, the researcher needs to define which specific concepts relate to the case study topic 

and identify measures that fit the concepts. The concepts need to be in line with the research 

objectives. In addition, it is recommended that the measures adopted to the research have 

been utilized in other academic publications which have made the same matches between the 

concepts and measures. (Yin 2014, 46)  

To increase construct validity, multiple sources of data, including customer survey and 

interviews of both customers and personnel, are utilized in order to ensure that the research 

profoundly examines what it is supposed to examine (Yin 2014, 45). Furthermore, different 

phases of the study are adequately planned and explained in order to describe the links 

between the findings, the data and the original research questions (Yin 2014, 45; 239). 

Representative quotations from interviews are also included in the report in order prove that 

the observations are not derived from irrelevant contexts. In addition, quotations from the 

interviews are matched with the quantitative results in order to corroborate the findings and 

avoid illogical comparison of the results. (Creswell & Clark 2011, 240) Measures of the survey 

and themes of the interviews were carefully considered based on viewed literature and 

published studies (see chapter 6.1) to ensure that the research reflects relevant concepts and 

does not rely on researcher’s subjective judgments (Yin 2014, 45-47). Finally, the case 

company’s representative reviewed the case study report before its finalization to ensure the 

validity of the report content.  

External validity in turn refers to the generalizability of findings regardless of the research 

method used (Yin 2014, 48), which is also the main concern on single case studies (Saunders 

et al. 2009; 158). This test aims to examine to which extent the results are applicable to other 

research settings, such as other organizations. As this research is a single case study, the 

objective is not to generalize the findings to all other cases but to generate understanding of 

the emerging issues in this certain research context. (Saunders et al. 2009, 158) Even though 

the data collected from the case company is comprehensive and qualitatively rich, it is not 

possible to draw generalized conclusions for the entire population or other industries due to the 
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small sample size and rather unique context. Therefore, when analyzing the results, it is 

important to note that the results represent a particular sample. As recommended by Yin (2014, 

45), external validity of the case study was strengthened by identifying appropriate theory 

already in the design phase of the research and relying on that in terms of choosing the proper 

research methods.  

Despite the limited statistical generalizability, the findings of the case study together with the 

theory applied in the research work as a foundation for an analytic generalization. The analytic 

generalization means advancing the theoretical concepts referred in the study for example by 

corroborating, modifying or rejecting them. (Yin 2014, 41) As the empirical analysis (see 

chapters 7 and 8) illustrates, the findings of this research provide new knowledge, which can 

be utilized in the case company to enhance customer value creation through improved design 

of customer value propositions and their more effective delivery. This in turn is essential for the 

business performance and succeeding in the digital transition. In addition, the research 

provides new insights in fill the found research gap (see chapters 1.1 and 1.2), namely the 

evolving perceptions of customer value and the interaction between regional media and 

consumer in the digital era, and therefore entails also academic contribution. 

The final test of Yin’s criteria (2014, 48) is reliability, which assesses if the results remain the 

same when other researcher follows the same techniques and conducts the same case study 

over again. The aim of reliability is to reduce the errors and bias in the study, which may relate 

to both participant and researcher (Saunders et al. 2009, 156-157). Participant bias may be 

due to interviewee’s unwillingness to discuss openly in the interview because of worrying that 

it might have negative consequences in the organization (Saunders et al. 2009, 156). To 

eliminate this threat, it was highlighted in the interview that the data is analyzed and discussed 

anonymously and used only for the research purpose. It was also clarified that the raw data is 

not conveyed to the case company’s representatives. This threat was also diminished by 

interviewing people who were already familiar with the project group and had participated in 

other interviews related to the research project to which this thesis also belongs. The 

respondents were encouraged to share especially their own views and practical experiences 

on the topic. This seemed to have a positive impact on confidence, and the participants seemed 

to discuss their views and opinions openly. Moreover, the customer survey did not include 

questions to which it would have been possible to answer “yes” or “no”, which makes guessing 
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the answers less likely. Due to the web based questionnaire, the informants were able to 

answer the survey anonymously and at any time they desired.   

According to Stenbacka (2001), the understanding of the phenomenon is valid if the respondent 

is part of the research problem and has an opportunity to discuss freely the issues according 

to his or her own knowledge and understanding. As described in chapter 6.1.3, the interviewees 

were selected on the basis of their suitability. In addition, the interviews were attempted to keep 

informal, to which purpose semi-structured interview was a suitable method. The interviewees 

had also an opportunity to freely raise any issues related to the research problem. In this light, 

the actions taken can be considered to increase validity of the research. 

As explained in chapter 5.2, the case company is currently looking for new ways to respond to 

the digital transition and changed consumer preferences, including, for example, the 

development of entirely new web services. For this reason, it was important to carry out the 

data collection in quite a short time-frame to minimize threats due to timing (Saunders et al. 

2009, 156). If part of the interviews would have been conducted before launching the new 

services and rest of them after the launch, it could have affected how different people view the 

formation and delivery of customer value in this certain context. For now, timing is seen neither 

to generate different results among the participants nor to decrease the reliability of the findings 

(Saunders et al. 2009, 156). 

Finally, it is worth noting that the topic of this research is highly subjective in nature and both 

the subjectivity of the informants and the researcher may lead to a lack of rigor. In order to 

decrease the observer error and bias, the researcher was carefully prepared for the interviews 

and familiar with the themes to be discussed. To avoid misunderstandings, all the terminology 

that has could to be misinterpreted was also defined during the interview (e.g. customer value 

and customer value proposition). There is also a risk that the researcher may have 

misunderstood the respondents’ messages. To minimize this, the interviewees were asked to 

clarify unclear comments during the interviews and some comments in the data were excluded 

from the analysis. Using a semi-structured interview form and only one interviewer for all 

interviews further ensured that the interviews were conducted in similar ways one after another, 

which according to Yin (2014, 49) and Saunders et al. (2009, 157) strengthens the consistency 

of the findings regardless of the chosen research technique or researcher. 
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7 EMPIRICAL FINDINGS 

In this chapter, the empirical findings of the research are explained in detail. As Creswell (2014, 

230-231) suggested, due to the mixed method approach applied to this study, quantitative and 

qualitative results are not compared but combined, and the study attempts to explain 

quantitative results with qualitative data. The results of the customer survey focus on examining 

the formation of customer value, especially the hierarchy of customer value dimensions (see 

Woodruff 1997), while the content of the semi-structured interviews completes the survey 

results and brings its own contribution to other parts of the analysis. The qualitative data best 

enables the examination of this certain phenomenon, and it is used to establish meanings from 

the perceptions of participants. Moreover, qualitative data allows this study to explain the 

reasons behind the findings and understand the case organization’s operations, such as 

interactions between different activities that contribute to the realization of the customer value 

propositions. By collecting and analyzing both types of data, data triangulation is best achieved. 

Since the data from customers and personnel was collected simultaneously, also the analysis 

is conducted by continuously comparing and bringing together these two perspectives. Unless 

it is not clearly emphasized which perspective is in question, the results are derived from both 

the customer and company side. Representative quotations from personnel are marked with 

“Interviewee of personnel”, whereas quotations from customers are marked with “Interviewee 

C1”, and so forth. To protect anonymity, more detailed information of the interviewees of 

personnel is not presented in the context of quotations. The identification number in customer 

quotations (e.g. C1) refers to the overview of customer interviewees presented in chapter 6.1.3. 

7.1 Formation of customer value in regional media 

The analysis contains the same themes that emerged during the coding process and assesses 

the points from 1 to 6 presented in Appendix 3. This chapter forms a comprehensive view on 

which issues contribute to the formation of customer value in regional media by using both 

quantitative and qualitative data. This part of the empirical analysis contributes to answering 

the sub-questions 2 and 3:  “Which elements and activities contribute to the realization of value 

propositions in regional media?” and “Are there differences in how customer value propositions 

are understood by the company and customers?” (see chapter 1.2). 
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What makes customers read or subscribe to a regional newspaper? 

The reasons why customers keep reading a regional newspaper seems to remain the same in 

both customers’ and personnel’s views. Based on the interviews, drivers behind the buying 

decision can be categorized roughly into two groups: a habit and a need to be aware of the 

local matters. It is worth noting that sometimes it is not possible to distinguish these two 

dimensions from each other, and the options are not mutually exclusive. 

For some customers, regional media represents an old and strong habit, and reading the 

newspaper is something that just belongs to their everyday activities. Typically, subscribing to 

the newspaper originates from as early as the childhood home, and reading the paper is a 

learnt habit, which is usually associated with the “morning coffee” tradition. For some 

customers, the habit presents such an important role that it might even be difficult to name any 

other reason behind the buying decision. 

“I guess so (I would be left out). I can’t say why, but sometimes if the newspaper hasn’t 
arrived in the morning, it feels weird. How about the morning coffee then, if there is no 
newspaper?” Interviewee C9 

On the other hand, for some customers, reading the regional newspaper originates purely from 

the need to know what is happening around them. It is perceived important to be aware of the 

local matters, and the regional newspaper provides a good access point to that information. In 

fact, it is perceived that the content of the regional newspaper is something that other firms 

cannot provide as such, and it therefore attracts readers. It is noteworthy that this also keeps 

young people reading the regional newspaper these days. 

“It is nicer to read that kind of news from a local newspaper since it has been written to 
the locals and therefore the story goes deeper. If our local news is written in a national 
newspaper, it only scratches the surface”. Interviewee C2 

Locality characterizing the value creation 

The interviews clearly show that locality forms the basis for the existence of regional media and 

customer value creation even today in times of digital transition. Both the customers and 

personnel emphasize that regional media should focus more comprehensively on locality than 

the alternative news media. Based on the data, the effect of locality on regional media can be 

considered from three distinct perspectives: being close to a customer, creating content, and 

building one’s identity.  
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The interviewees of personnel highlight that the local news should be written from the 

customer’s perspective. This means discussing matters in a way that the customer learns and 

understands how, for example, certain political decisions affect his or her everyday life. 

Moreover, the reporters should strive close to the customers’ lives and level with them when 

reporting. In practice this means, for example, finding topics from customers’ everyday life, 

despite the size of the story. The interviews of personnel also emphasize that regional media 

should be communal and possess a close relationship to its readers. 

However, in terms of value creation, an interesting part of this is how locality is understood 

across the case organization and customers and how it relates to the product offering. The 

interviews show that locality cannot be considered as an absolute value, and yet the decisions 

made within the company should be driven by customer needs and preferences. In other words, 

local content as such is not a source of customer value but the local content needs to respond 

to customer needs and match with their interests.  

“Local (content) is not automatically interesting and I think that is kind of a lazy word to 
use, like “Hey, let’s make local content” but what really is local content? We do have a 
lot of work to do on locality, so that we would understand what is so interesting about it, 
what the content should be about, and on the other hand, there is a lot of unutilized 
potential.” Interviewee of personnel 

This causes an interesting gap between the insights gained from the interviews. Some 

interviewees of personnel perceive local information as a news of car accidents, whereas 

others perceive it more in-depth analysis of local people, policy making or some other 

phenomena close to customers’ everyday life causing an emotional reaction. Also, the 

customers clearly underlined that not all local content is valuable. For example, news with a 

negative tone, such as car accidents or drunk driving, were criticized. The role of regional media 

in the continuously evolving business environment is well illustrated by the fact that it is 

perceived that locality in the news content should be emphasized more than ever. 

“I hope that we would offer more deeply the local point of view, different point of views 
to that, and deeper background. We have been highlighting locality the whole time, but 
personally, I would hope that it would show even stronger.” Interviewee of personnel 

Arguments concerning the content and awareness of local matters are also associated with 

building local identity through reading the regional newspaper. 

 



99 

“I feel that I have a strong South-Karelian identity and I’m part of this region, so it is 

really important for me to read what is going on in here. I am more interested in my 

own region’s local news than something that is happening in other regions, for 

example in the middle part of Finland. It doesn’t concern me that much.” Interviewee 

C3 

Customer expectations 

In this analysis, four major themes relating customer expectations are recognized. First of all, 

it should be noted that the Finnish national newspaper Helsingin Sanomat has been sort of a 

trendsetter when it comes to the price/quality ratio in the newspaper sector, especially in terms 

of digital news. On its website, Helsingin Sanomat publishes so called “diamond articles” to 

which only subscribers have an access. According to Helsingin Sanomat (2017), these are in-

depth, long and high-quality articles, which have required a lot of background work from the 

journalists. The diamond articles arise interest and discussion among the customers and are 

more likely to be shared in the social media as other articles. This has affected regional media 

too: customers are aware of other alternative options and expect the same high standards from 

the smaller, regional news media. Many of the customer interviewees noted, that they would 

like to read more in-depth and qualitatively rich articles, and used Helsingin Sanomat as an 

example. This indicates that the articles published by Helsingin Sanomat have definitely caused 

some sort of a reaction in the readers and are likely to be remembered. To sum up, the content 

represents the most important expectation towards the product offering.  

“(…) If you have been browsing Helsingin Sanomat website and there is some free 
news and then there are those that are only for the subscribers, so those are the ones 
that feel really high-class and have really good points of views.” Interviewee C3 

The changed environment, due to namely digitalization, is also recognized to affect customer 

expectations concerning the presence of news media. In other words, the customers seem to 

expect quick reaction to matters around us, meaning that the information has to be available 

immediately when something noteworthy has happened: first online and afterwards in the 

printed edition. The customers are also concerned with whether or not regional newspaper is 

able to provide up to date content relating, for example, food or living, so that the same 

information has not already been published somewhere else. This illustrates well how fast 

information transfers online, as the same consumers search for information from different 

service providers and form their expectations accordingly. 
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The interviews also reveal that consumers like to read content which arises positive feelings 

and avoid a negative tone in the conversation. Therefore, the expected value from customer’s 

perspective is that regional media creates excitement and joy through providing information 

that is positive, would not be otherwise easily available or contributes to one’s everyday life. 

“Some news have been made about topical and neat events, or where you should go 
at summer, so they are interesting.” Interviewee C3 

“But really, it (news) could be that there is a village market somewhere, and someone 
thinks that “Nice, I will go there”.” Interviewee of personnel 

Finally, it is interesting that the strong, established position of the regional newspaper seems 

to protect the product offering from the customer expectations to some extent. This leads to a 

situation where customer expectations are rather limited, and the perceptions and images of 

the brand of the newspaper seem to control, in other words, lower the customer expectations. 

This is reflected in the expectations on content, price and co-creation activities. Even though 

the needs, preferences and behavior of these particular customers have changed as the 

environment around them evolves (e.g. increased usage of news media on the mobile devices), 

the expectations are not only targeted to regional media. For example, when customers say 

that the quality of the news content does not meet their expectations or preferences in relation 

to the price or alternative offerings, they often end up justifying this with the characteristics of 

regional media. 

“Maybe I don’t have so many expectations. Maybe my take on local newspaper is that 
I have a pretty strong confidence. I kind of start with the fact that they have that point of 
view, they tell what is going on in this region, and my take on that point of view is that 
okay, it is so then. The editorial cannot make up better stories than what is happening 
in here.” Interviewee C6 

Perceived benefits 

The benefits of a regional newspaper are built around the content. Few themes are 

continuously repeated: source of local information, contributor of social interaction and 

facilitator of everyday life. Obviously, these themes are also interconnected. The findings from 

the content analysis actually are in line with the results of the customer survey, since the value 

hierarchy also indicates that functional value dimensions are the most important ones for 

customers in regional media. Interestingly, the benefits are strongly associated with the core 

offering (content), whilst the supporting services (see e.g. Payne 2006; Ulaga & Chacour 2006) 

are not highlighted neither in the customers’ nor the personnel’s comments.  
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The first theme, source of local information, refers to the fact that regional media is expected 

to provide information specifically of local policy-making, events and other phenomena. Yet, in 

the sample of this study, there are as many needs and preferences as there are consumers. 

However, the customers seem to understand that having content that would perfectly match 

their own interests is not possible in the print edition. In addition, most of them underline that 

they want to have all possible content in regional media and there is no need for further 

personalization. Naturally, the benefits of the local information are in connection with the 

customers’ purchasing motives and expectations: being aware of what is happening around in 

the neighborhood. 

The regional media is also seen as an important contributor to social interaction. The customers 

highlight that reading regional newspaper is important in order to be able to participate 

discussions at work or other social events, for example. This also applies to young consumers. 

Reading the paper ensures that you are knowledgeable when someone says something about 

the ongoing matters, such as new restaurants or a building site in the city, to mention a few 

examples. These customers appreciate the fact that they possess high awareness of the local 

environment. 

”I think it is fun to know, for example, if they are building something new in 
Lappeenranta, or some new services, restaurants or events are coming, so it is nice to 
read and know about those from the newspaper. So that they do not come as a surprise 
like “Oh where did this restaurant go?” or “What is this new place?”.” Interviewee C2 

Finally, regional media’s role as a facilitator of everyday life is reflected in customers’ 

perceptions on how the information facilitates their life and brings joy. For example, reporting 

about local event may get people to go there and be happy that the regional newspaper 

provided the information, since otherwise they would have lacked it. Thus, the role of other 

content than merely breaking news is emphasized. This emerges in both personnel and 

customers’ interviews, the latter being described below. 

”I think that somehow raising up even those little things, for example telling about 
events, I think that is interesting when you feel like ”Oh, I didn’t even know that there 
are something like that.” Interviewee C6 

In addition, also the financial benefits received from the ads included in the newspaper 

(especially in the printed edition) are emphasized. This mainly concerns some bigger 

investments rather than everyday grocery and brings notable savings for the customers. 

However, this dimension is clearly highlighted more in the personnel’s comments than the 
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customers. This may be explained with the fact that many of the customers perceived ads (in 

the printed version) irritating and considered them as a substitute for other content that they 

pay for. 

Threats & perceived sacrifices 

The analysis of interviews brings up sacrifices and threats decreasing the value perceived by 

a customer. Threats and sacrifices are related to both the company and the consumer itself. 

The consumer related factors are identified as adoption of digital technologies and time 

available for consumption.  

Adoption of digital technologies and new services is not merely a challenge for senior 

customers. The interviews reveal that even the younger customers have not been too active in 

adopting new services even though they would pay for them (such as digital edition of the 

newspaper, which is nowadays included in every subscription). This may be due to the fact that 

there are already many services filling the available time, and any activity that requires extra 

effort seems frustrating for the customer. The extra input may just be downloading a new 

application or registering a username, but it is still perceived too complicated and time-

consuming. This is problematic in terms of value creation, since the consumers will lose a 

number of potential benefits. It is, however, noteworthy that the challenges concerning adoption 

of digital technologies may be different for different customers: for senior consumers these 

sacrifices may rather be related to the capabilities of using digital technologies. 

Moreover, the price of the product and received benefits are often evaluated against the time 

available for consumption. Even though customer’s time usage is not related to the 

characteristics of the product offering, it still decreases the perceived value, because the 

customer might think that the newspaper is not worth paying for. The customers also mention 

that nowadays there are so many services providing news and other topical content that it 

requires a lot of effort to follow them all. 

From the company side, the major threats for customer value are identified as price and quality 

of the products. The findings indicate that both subscribers and customers who do not 

subscribe to the paper but read the content are especially concerned about the high price, 

which might compromise customer value. The comments reflect that the perceived high price 

prevents new customers from subscribing to the newspaper even though they already read the 
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content in some channel. On the other hand, even though the existing customers perceive the 

price as very high while the amount of the content is decreasing, the answers reflect that there 

is price elasticity. The strong, established position of regional newspaper and the traditional 

consuming habits related to the newspaper seem to protect the product: customers are used 

to drinking their morning coffees while reading the news and do not want to give it up at any 

price. Therefore, the threshold for cancelling the subscription is high in despite of the price. 

”Kouvolan Sanomat is an expensive newspaper so is there any sense (to pay for it)… 
but it is an acquired habit so it is difficult to give up on it, we have discussed about if 
there is any sense because it is so expensive and what else could be done with that 
money, but I don’t know…” Interviewee C7 

The interviews also reveal that the customers perceive the current pricing mechanism quite 

heavy, since the invoice of the entire year arrives at once. The threats coming from pricing are 

also acknowledged by the personnel. Interestingly, both parties try to understand each other’s 

views on pricing: the customers seem to understand that regional media is struggling with the 

revenue streams and on the other, the company understands that the changed competitive 

environment (e.g. increased awareness of alternatives among customers) has affected 

customers’ expectations of the price. Moreover, the comments reflect that the company relies 

on customer loyalty despite the markups. This might, however, threaten customer value and 

have negative consequences on customer satisfaction and post-purchase intentions, not to 

mention on attracting new customers. Pricing forms a gap between the customer expectations 

and experiences, which is well-recognized within both parties. Time will tell how flexible the 

subscribers are with this. 

As referred when examining customer expectations, customers’ perceptions of quality are 

affected by larger service providers, and to a large extent, they expect to have high-quality 

content. Instead, many of the respondents emphasize that the amount of content in the printed 

edition is continuously decreasing while the price is increasing. Even the personnel recognize 

that too much of the published content does not meet the current customer expectations and 

needs. 

Moreover, interviews with customers who read the content regularly but do not pay for it reveals 

that the above-mentioned benefits remain ambiguous for them, which creates a major 

challenge. These customers do not feel they would miss anything even though they would not 

be able to read the regional newspaper for free. They believe that similar information would be 
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available in other channels if needed (e.g. the website of city administration, national 

newspaper, evening tabloids, Google or social media). For example, when asking why the 

interviewee does not want to subscribe to the newspaper or if one would miss something if one 

would not read the newspaper, one interviewee commented as follows: 

”What is happening in the region interests me and I feel that I would also find that 
information through some Facebook channel or something like that. Etelä-Saimaa (the 
regional newspaper) has been a nice addition, but basically, I would find out the same 
information from somewhere else too. So I just don’t feel it necessary to pay for that. 
For example, if I’m interested to read about what is happening in the city’s decision 
making, it is something that I can browse from city’s own forums and get the information 
from there”. Interviewee C3 

Value hierarchy 

To better understand how to deliver superior customer value (see chapter 2.3.3) and how to 

design attractive value propositions, it is necessary to assess customers’ desired value 

hierarchy (Woodruff 1997). For this reason, in the customer survey, the respondents were 

asked to evaluate to which extent they agree on the importance of a certain value dimension. 

The more important the value dimension is, the higher is the number, as the scale is from 1 to 

5 (1=strongly disagree and 5=strongly agree). The division of different value dimensions based 

on their perceived importance is presented in Figure 15.1 In addition, Appendix 4 presents the 

themes arising from the qualitative analysis and representative quotations from customer 

interviews that may explain the mean values received from the survey. 

                                                
1 For confidentiality reasons mean values of age groups, genders, subscribers and non-subscribers are 

not presented, but differences between the groups are verbally described.  
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Figure 15. Importance of value dimensions among all respondents 

Among all respondents, two of the functional value dimensions, multi-channel approach and 

availability, are evaluated as the most important ones. The customers somewhat agree to (3.88 

out of 5.00) that it is important that the region’s news and other content are available in multiple 

channels (e.g. electronic and printed newspapers, social media, websites and mobile app). 

They also somewhat agree (3.84) that quick and easy access to the content and services is 

important for example in ordering or usage related situations. The insights gained from the 

customer interviews are in line with these findings. When asking about the value hierarchy, 

customers identify quick and easy access to the product and content availability in multiple 

channels as two of the most important value dimensions. This results from the fact that 

nowadays news are available in real time and consumers want to be able to search for the 

information whenever they want. In addition, these functional elements enable a convenient 

user experience and allow the customer to also read the newspaper, for example, at the 

summer cottage, which makes the use of the product more beneficial.  

On the other hand, content and services corresponding to customer’s own needs are 

considered less important (3.50), which indicates that personalized content does not seem to 

show so much of the value creation in this context. The findings of the interviews explain that 

in the case of regional newspaper, it is important to have an opportunity to read all possible 

news without the fear of missing something interesting. One respondent also highlights that 
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there is not enough content in the regional newspaper that it would be necessary to customize 

the offering. This consequently reflects the perceptions and images customers have related to 

regional media, which controls their expectations too.   

“In this kind of media I want to get it all. I do not want that it (content) is more tailored. 
Maybe the local newspaper does not produce so much content that it needs tailoring.” 
Interviewee C2 

Overall, the customers evaluate that to some extent it is important to be a customer of their 

own region’s newspaper specifically (3.75), while they also agreed that it is somewhat important 

that by reading the local news they feel a sense of belonging into the local community (3.56). 

Nevertheless, content offering experiences are considered a less important value creating 

dimension with the mean value of 3.45. However, it seems that functional as well as emotional 

and symbolic dimensions are needed in order to create value for customers of regional media. 

When comparing the value perceptions between women and men, the analysis conducted by 

T-test revealed that there are statistically significant differences in five out of six dimensions, 

which means that the differences can be assumed to be due to gender. Women perceived all 

other dimensions much more important than men except the importance of being a customer 

specifically of the newspaper in one’s own region was equally valued. Thus far, these findings 

cannot be explained with the data available. 

On the other hand, the differences in value perceptions between subscribers and non-

subscribers are visible, and likewise statistically tested by T-test. Despite the found differences, 

the analysis indicates that also non-subscribers value different value dimensions quite high. 

Statistically significant differences were identified in the mean values of belonging to a local 

community through regional newspaper and being a customer specifically of the newspaper in 

one’s own region. Subscribers perceived these options somewhat important, whereas non-

subscribers valued them less but still considered thes as quite important. The analysis shows 

that subscribers perceive emotional and symbolic dimensions more important than customers 

who do not pay for the content. Although these differences were expected due to the strength 

and closeness of the customer relationship, the results reflect the complexity of the definition 

of customer of news media. Traditionally there has been a lot of free content available online, 

and obviously, the non-paying customers also seem to see themselves as customers even 

though they do not pay for the product. They perceive reading the regional newspaper 

important and clearly have their own kind of relationship with regional media. 
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Interestingly, also non-subscribers perceive that having a quick and easy access to the 

products and services of regional newspaper is somewhat important, even though they do not 

pay for the content. In addition, non-subscribers agree that content and services corresponding 

to every man’s own needs is fairly important. Thus, the expectations towards regional media 

are high, and non-subscribers demand good functionalities. This makes the customer base of 

regional media rather multidimensional and questions whether the content provided by regional 

newspaper is considered as a free benefit. Clearly, functional value dimensions are important 

also for the subscribers. Most of the subscribers consider fast and easy access really important, 

whereas the importance of content that meets the customer’s personal needs is perceived 

lower. The differences in value perceptions of the multi-channel approach are not statistically 

significant, meaning that it cannot be confirmed that the differences between the mean values 

are actually due to the customer type. However, having regional newspaper’s content available 

in multiple channels is considered important amongst both subscribers and non-subscribers. 

Next, the differences in value perceptions are analyzed through age groups. Statistically 

significant differences were identified in two value dimensions. Age group 6 (+65 years) 

perceives belonging to the local community through regional media more important than group 

5 (56-65 years). In addition, group 6 (+65 years) values being a customer of one’s own region’s 

newspaper more than groups 2 (26-35 years), 4 (46-55 years) and 5 (56-65 years). This reflects 

how strong and well-established the position of regional media is amongst the older consumers. 

On the other hand, the test reveals that group 3 (36-45 years) and group 4 (46-55) perceive 

content that provides experiences more important than group 6 (+65 years). This seems to be 

in line with the interview data, which shows that customers enjoy reading also other content 

than merely yesterday’s breaking news. 

Other statistically significant differences were not found between the age groups. Overall, the 

mean values indicate that the functional dimensions seem to be more important for young 

consumers, while older people perceive higher emotional and symbolic value related to the 

regional media. For example, interestingly the multi-channel approach is the most important for 

group 2 (26-35 years) and least important for group 6 (+65 years). Nevertheless, the mean 

values show that also younger age groups 1 and 2 (18-25 and 26-35 years) consider belonging 

to the local community through regional media and being a customer of one’s own region’s 

regional newspaper fairly important. This indicates that regional media also has some contact 

with the young consumers in the local community. 
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Value co-creation intentions 

The results of the customer survey reveal that customers’ interest in value co-creation seems 

lower than what could be expected based on the viewed literature (e.g. Kerrigan & Graham 

2010). In addition, the importance of co-creation activities seems to be much lower than the 

importance of other value dimensions. Overall, the respondents evaluate that participating in 

the local discussion through regional newspaper’s channels is not very important, the mean 

value being only 3.03. On the other hand, participating in the development of products and 

services is perceived even less important with the mean value of 2.86. Interestingly, the 

personnel still perceive that customers are nowadays more active in contacting the company, 

and for example, their tendency to give feedback has remarkably increased. 

A closer look at the results shows that there are some statistically significant differences 

between the age groups. Slightly unexpectedly, group 6 (+65) perceives participation in the 

local discussion more important than the younger age groups 2 (26-35 years), 3 (36-45 years) 

and 4 (46-55 years). Group 6 (+65 years) also considers the possibility to participate in the 

product development more important than groups 4 (46-55 years) and 5 (56-65 years). It, 

however, remains unclear if this is because of the amount of available time the consumer has, 

the attractiveness of current activities provided by the company or the strength of the emotional 

relationship with the regional media. Even though other statistically significant differences are 

not found, it is worth to highlight that among all respondents, the youngest age group 1 (18-25 

years) perceives co-creation activities the most important. The middle-aged respondents in turn 

perceive the importance of these factors to be the lowest among all respondents.   

Statistically significant differences are also found between the subscribers and non-

subscribers. Subscribers perceiving participating in the local discussion and development of 

products and services more important than non-subscribers may again be explained with the 

fact that subscribers have a closer relationship with the company, as they consume the product 

regularly and also pay for it. Yet, it is noteworthy that even for subscribers, these dimensions 

were barely important and for non-subscribers they were to some extent not important.  

The findings of the interviews provide interesting insights on how the perceptions of value co-

creation differ between the personnel and customers. The personnel recognize that the nature 

of customer value creation is evolving in the digital transition whilst value co-creation is 

increasingly emphasized. Developing co-creation activities and providing more opportunities 
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for customer participation within the company is perceived important and constantly 

emphasized. It is also highlighted that the old activities are no longer up to date or enough to 

respond to the changed customer needs and expectations. The outcomes from customer 

interviews in turn indicate that most of the respondents think that providing opportunities for 

customer participation (e.g. feedback, product development, customer generated content, 

discussion) is good or self-evident. However, none of the respondents is enthusiastic about 

participating these activities in regional media. This can result from the perceptions and images 

of regional media, which prevent them from interacting with the company. Thus, the two parties’ 

views on value co-creation do not meet.   

“I think we should be more amongst people. Like as a reporter, to have the chance to 
be more involved in different events, talk with people and give them channels so that 
they can participate. The interactivity of this kind of action is something that we should 
be able to improve.” Interviewee of personnel 

Additionally, the respondents perceive that the current forums (e.g. commenting anonymously 

on the news paper’s website or writing to the SMS forum published in the printed newspaper) 

do not serve their purpose. With this they mean that the anonymous discussion is often 

irrelevant or negative, and they do not want to be a part of it since the comments tend to 

escalate into an argument. The demand for a positive interaction is also emphasized in 

customers’ interest in sharing positive news and reading positive user generated content 

instead of the irrational online commenting. The findings show that customers prefer partaking 

meaningful and enjoyable activities and carefully evaluate what kind of things they want to be 

associated with. Moreover, interacting with the customers and getting them to participate in, for 

example, the product development, requires showing them that the company really is interested 

in their input. 

7.2 Realization of customer value propositions  

This chapter explains which issues affect and contribute to the realization of customer value 

propositions, mainly from the company’s perspective, and helps answering the sub-question 4:  

“What are the interactions between different activities that enable the realization of customer 

value proposition?” (see chapter 1.2). The analysis contains the same themes that emerged 

during the coding process and assesses the points from 7 to 9 presented in Appendix 3. 
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Changed business environment 

The analysis indicates that the changing business environment has increased the variety of 

products and channels, and shaped the organizational capabilities required, whilst the 

boundaries of competition are expanding. Moreover, the traditional characteristics of news 

media industry bring their own challenges to the digital transition. 

The interviews of the personnel highlight that it is not possible to successfully compete in 

today’s business only with traditional products. As referred in chapter 5, media companies are 

responding to the changing customer needs and competitive environment by developing 

entirely new services, such as blog portals. This trend is also well recognized in regional media, 

even though it is not highlighted in the customers’ views.  

“You can say that it is pointless to hit your head against the wall with these traditional 
brands (newspaper), like “This will reach everyone” because it won’t.” Interviewee of 
personnel 

Furthermore, the evolving environment demands being present in multiple channels 

simultaneously and managing them seamlessly. Providing products and services in multiple 

channels is not enough as such, as it also challenges the production process and how the 

organization manages it. This requires a fundamental change in the way the organization thinks 

about value creation. It is necessary to understand when, where and what kind of content the 

customers want to have. While in the printed edition it might be possible to publish less 

interesting articles, since the newspaper is seen as an entity and the other parts can still save 

the customer experience, this is not the case in the digital channels. There customers have 

better possibilities to choose which articles to read and if not perceived good enough, the article 

won’t be read, shared or liked. For this reason, it is increasingly important to publish content 

that matches with the customer needs at the time when they desire.   

“The manager has to see the big picture on what and when to publish at a given channel. 
Leading just a single thing has significantly lost its meaning in their work.” Interviewee 
of personnel 

”In the web a poor story dies, it doesn’t stand a chance there, and there the big picture 
won’t protect anything. This is a very different world and there are very different rules.” 
Interviewee of personnel 
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Once the number of channels is increasing, the company is also required to consider how to 

balance between them. Previously, filling the print edition may have been enough, but the 

current trend forces the company to create content and be present in various channels. Yet, 

this transition is affected by the available resources and capabilities, and characterized by a 

continuous concern of their inadequacy. Clearly, the outward changes seem to be much faster 

than the internal development, which feels burdening:     

“To how many channels do we have the resources, so that can we take into account 
this channel and that channel? We know that we should be able to be active on 
Instagram, Twitter and Facebook, but as we have the printed newspaper, and now that 
we are getting our online newsfeed filled, you just have to focus on something. And then 
you always have the feeling of “Is this delimitation right?”.” Interviewee of personnel 

As a continuum to this, the digital transition also puts pressure on the organizational 

capabilities, meaning that the company needs to develop the skills of its personnel in order to 

succeed in the new operations and reach meaningful business results. This is reflected in the 

means of how content is created (e.g. video editing) and marketing activities are implemented 

as well as in the need to think from customer’s perspective. This is far away from the usual and 

requires giving up the old traditions. According to the personnel, the customers also expect the 

employees to know how different digital devices and software work as well as to be able to help 

them in any usage related situations. Obviously, there is pressure coming from multiple sources 

and it seems to be quite unclear what the employees’ role and responsibility is in this digital 

transition. This leads to a balancing act between the two different views related to adopting new 

capabilities: experience that one is expected to know overwhelmingly many new things at work 

and emphasizing the importance of everyone’s own, active learning outside of the work too. 

Finally, the industry related characteristics also bring their own challenges to the digital 

transition. Traditionally, there has been a very clear distinction between the journalistic, 

commercial and consumer-generated content, but as explained previously, the roles are 

evolving. This naturally worries the personnel, not only because of the appropriateness of 

customer participation but also because of the need to develop and adopt new products and 

services. There is a continuous dilemma between surviving in the current business, better 

responding to customer needs and finding new ways of creating value for customers.  
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 “…“Hey this is something that should be interesting to the readers”. On the other hand, 
we are forced to consider, how far we can go on being entertaining, without changing 
to something we are not. So there’s a lot of balancing. It is difficult, but on our business 
it has always been that, we are constantly searching for the right balance between 
credibility, entertainment and all these other scopes.” Interviewee of personnel 

The ongoing change in regional media is so strongly present in the discussions of personnel 

that the solution for the situation is expected to come from the outside, meaning improvements 

in the product offering or tools used at work. A little surprisingly, the customers did not 

especially highlight the importance of development and implementation of new digital products 

and services. The expectations were mainly limited to the reliability and convenience of use, 

meaning that technological functionalities are considered a rather necessity. However, the 

personnel considered this as one of the main issues in the current situation. 

The changed business environment is also strongly reflected in the expanding boundaries of 

competition. The interviews with both customers and personnel indicate that the position of 

regional media is no longer protected, and comprehensive understanding of the competitive 

environment is needed. The changing environment brings with it new competitors, and the 

competition over consumer’s time is increasing, which challenges the organization’s capability 

to understand customer needs and provide content that matches with customers’ preferences. 

As the customer expectations show, customers continuously compare regional media to nation-

wide players and form their expectations accordingly. This is also recognized in the 

organization, even though there are still differences in the levels of competitor awareness. The 

perceptions of competition in turn affect the way how the organization gains competitor 

knowledge or aims to create value: it is not the same thing to compete with Facebook and 

Helsingin Sanomat than to rely on the thought that there is no such thing as competition when 

it comes to regional media. 

Customer orientation 

The described trends and changes in customer needs and the evolving business environment 

have also lead to the increasing importance of customer orientation, and the following themes 

are recognized in this context: customer knowledge, information sharing and organizational 

commitment around customer value creation.  

It was interesting to note that customer knowledge is not necessary only in terms of developing 

the offering and better meeting customer needs, but also aligning the digital transition across 
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the company and customers. For example, this study revealed there are big differences in how 

the state of change is perceived within the customers and personnel. While the employees 

perceive that customers expect them to invest more, for example, in advanced technological 

solutions and value co-creation activities, the customers do not emphasize similar aspects as 

much in this particular context. Thus, customer information should be sensitively and 

systematically collected and applied into everyday operations in order understand more 

profoundly what customers expect from regional media and why and thereafter allocate 

resources accordingly. In addition, the need for customer knowledge is reflected in the way the 

news media organization decides which articles to publish. As the findings indicate, customer 

expectations concerning the content have increased, which puts even more pressure on the 

companies to know what customers value. The interviews of personnel show that there is still 

work to be done in this regard. 

“Pretty much it is intuitive thinking what is practiced in here, like all the brainstorming. 
When we are generating ideas, everyone should have the question “Does this interest 
our readers?” at the back of their heads.” Interviewee of personnel 

Customer knowledge used in tailoring the products and services, however, requires adopting 

new tools and processes which enable better tracking of the customer’s consuming path and 

matching the content with it. Again, adopting new digital functionalities into daily basis is 

required. For example, nowadays the marketing activities are expected to be well targeted and 

addressing specific customer needs, but without appropriate tools it is not possible to respond 

to the changed demands. Furthermore, the information of customers and internal activities 

should be actively shared within the organization. For example, to be able to provide interesting 

content, the editorial needs customer data, whereas sales and marketing department need 

editorial’s help for creating marketing messages that focus on the benefits received from the 

product (e.g. content). A need for this kind of collaboration is also supported by the fact that 

customers do appreciate functional value dimensions, but the current benefits remain 

ambiguous (see chapter 7.1). Thus, the information sharing across the organization is 

extremely important in order to create better customer value and also take full advantage of the 

business opportunities. For example, one interviewee of personnel explained that there are no 

established guidelines on how different business units react to the actions taken by another 

unit, and the cooperation that would benefit the entire organization is highly dependent on 

individuals. 
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 “We are of course expecting a lot of visitors to the website. Is the advertisement sales 
going to react somehow? When I took this matter forth, everyone was so surprised like 
“Oh, should we do something special?” or “Yeah, we could do something special...” It 
is always dependent on individuals if they come forth with something and then we take 
it into account.” Interviewee of personnel 

Finally, none of these above-mentioned aspects are possible without organization-wide efforts 

across different units. The collected data from both customers and company well demonstrated 

that publishing the newspaper should no longer be a collection of individual activities in the 

digital era. Having a common goal may not be enough, but the way the business units work 

together matters in order to improve the value creation, whether it is content creation or 

marketing activities. One interviewee of the personnel highlights how the ongoing transition is 

reflected in the organization as follows: 

“There are a lot of pretty autonomic business units who basically have the same 
objective, but their approaches are very different. Fulfilling every sides wishes so that 
the customer is at the center of attention, is something where we surely have some 
learning to do.” Interviewee of personnel 

Communicating customer value propositions 

The analysis indicates that communicating value propositions in regional media is definitely 

needed to sharpen the benefits perceived by a customer. Moreover, it is recognized that better 

communication of value propositions could facilitate managing the ongoing transition by 

working as operational guidance within the company. 

Although it has become clear that regional media still has its own position in the competitive 

environment, the analysis also reveals that the customers have not embraced the benefits so 

clearly. There is a clear gap between the customers’ views: they highlight the importance of 

regional media as a source of information, whilst on the other hand, they consider that the 

content would also be otherwise easily available and thereby question the payment. For 

example, the value hierarchy illustrated that customers value being a customer of their own 

region’s newspaper, whilst in the interviews they described how important it is to read local 

content from regional media that is not provided by any other media. Obviously, the personnel 

also perceive that regional media has its own competitive offering that others are not capable 

of providing particularly due to the extensive amount of local information and the expertise 

required to report it. Based on these views, it can be assumed that something is lacking in the 

communication of customer value propositions. Moreover, examining the value hierarchy 
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showed that not only senior customers, but also younger customers have some connection to 

regional media. However, the question is how to convince them of the benefits that regional 

media can provide and make them subscribers. 

The means by which customer value propositions in regional media have traditionally been 

communicated have been very price centric. Conversely, this analysis indicates that customers 

value good functional qualities over the low price. Therefore, more explicit communication of 

the benefits of regional media, namely content, is needed to improve customers’ perceptions. 

A better communication can increase the overall customer value, which is especially important 

in order to attract and retain customers in the ever-changing circumstances and to compete 

with the nation-wide or even global competitors. 

Based on the analysis, it can be identified that clarifying the customer value propositions 

internally could provide beneficial guiding principles in order to help the adaptation to the new 

era of business. Firstly, these observations are supported by the facts that the personnel 

consider that too much content not meeting customer needs is created and the content choices 

are somewhat based on intuition. 

”We make a lot of content that is being made just because it has always been made”, 
so that we are not thinking enough what people are interested.” Interviewee of 
personnel 

In addition, once the number of channels is increasing and customers have more possibilities 

to interact with the company, the company is forced to consider how these interactions are 

managed. This seems to mean expanding the existing responsibilities to cover also tasks which 

earlier belonged to only one department. For example, the editorial may also be required to be 

present on online channels even if it is traditionally the role of customer service. This clearly 

causes contradictions within the organization and relates to the organization’s capacity to adapt 

to the new tasks required and thereby commit around value creation and prioritize the 

customer. 

“We have done this over and over again ever since we have been in the social media 
and it still doesn’t quite work. We have to constantly poke the editorial like “Hey, there 
are unanswered messages on Facebook that are waiting to be answered”. It is not a 
part of anyone’s job. That is the problem. We don’t have a person, who would hold the 
keys for social media.” Interviewee of personnel 
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8 DISCUSSION AND CONCLUSIONS 

This chapter provides an overview of the key findings by discussing them in the light of the 

reviewed literature (see chapters 2 and 3) and answering the research questions (see chapter 

1.2). The theoretical and managerial implications are also presented, followed by a discussion 

on the limitations of the research and suggestions for further research. 

Timmers (1998) and Amit & Zott (2001) argued that value creation on the Internet can be either 

complementary to the traditional business or represent a completely new approach. The 

observations gained in this research indicate that regional media operates somewhere in 

between. Regional media has mainly re-implemented its traditional ways of doing business to 

the online environment, but it has also gradually applied totally new products to its offering. As 

presented earlier, Wirtz et al. (2010) proposed four basic types of online business models 

depending on their focus: content, commerce, context and connection oriented business 

models. Looking at the current transition of regional media in regards to these 

conceptualizations, it seems that both content and connection oriented business models are 

applied at the same time. This supports the findings proposed by Wirtz et al. (2010), since 

companies often apply several business model types simultaneously instead of focusing only 

on one. The core of regional media still relies on creating and distributing content, whilst the 

user participation is seeking its role and slowly but surely increasing. For example, the users 

are nowadays able to participate in online networks, such as blog portals, through regional 

media, which in this regards represents a completely new approach for value creation. 

Regional media might be operating in between these approaches because the digital transition 

is still at its initial phase in its business environment. The existing research has shown that 

printed newspaper still cumulates most of the revenue, while customers are moving to consume 

news to a larger extent over the Internet and have not been willing to pay for digital news (see 

e.g. Graham & Smart 2010; Newman et al. 2016). The changed market environment has led 

to a situation in which regional media is re-implementing traditional products to digital 

environment and developing entirely new products whilst publishing the printed newspaper, 

which has its loyal customer base and is thereby capable of making profit. This configuration 

for sure illustrates how regional media is forced to simultaneously consider how to keep the 

traditional business alive while successfully adapting to the new demands (Gibson & 

Birkinshaw 2004; Helfat et al. 2007). Thus, the digital transition requires organizational 
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ambidexterity. It is noteworthy that exploiting the existing capabilities (print edition) in regional 

media is important not only because of it being the cash cow but also because a large number 

of customers still directs their expectations accordingly. Also, in line with Gibson & Birkinshaw 

(2004), this research showed that the personnel of regional media are balancing between the 

new demands coming from outside and the question of how much resources they can invest 

into new products, channels and ways to create content in order to still maintain the role of the 

newspaper as a reliable and independent mediator of information. In conclusion, to succeed in 

the transition from print media to digital business without sacrificing the value perceived by 

customers, the company needs to maintain its current business efficiently for now and explore 

new opportunities and the capabilities needed to utilize them.  

When discussing online customer experience, the customers of regional media seem to expect 

good functionalities and convenient usage as the existing research has emphasized (Chen & 

Dubinsky 2003; Martin et al. 2015; Rose et al. 2012). The previous studies have also moved 

towards highlighting the importance of customer empowerment and a sense of personal 

control, such as interaction between customers (Gummerus 2010; Rose et al. 2012; Martin et 

al. 2015) and customizing the user interface to suit the customer’s personal needs (Rose et al. 

2012; Martin et al. 2015). Interestingly, customers still seem to direct their expectations towards 

the ease-of-use instead of the latest trends identified by the academics, such as aesthetic 

features of the website (e.g. layout) and peer information sharing. Customers valuing ease-of-

use may be explained with the increased consumption of news on the digital platforms and 

especially by the mobile devices, which is highlighted by the reviewed literature (see e.g. 

Newman et al. 2016) as well as this study. The customers expect the information to be 

constantly available and read the news repeatedly during the day. Thereby, it is really important 

that the company reacts to the ongoing issues quickly and the user experience is favorable and 

does not cause any frustration. In accordance with the existing research (Graham & Smart 

2010; Newman et al. 2016), this study also showed that especially young customers are used 

to receiveing free news on the Internet and are therefore reluctant to pay for the content. 

The development of the customer value proposition is suggested to begin with a hierarchical 

evaluation of the value dimensions (Woodruff 1997; Rintamäki et al. 2007) and continue to 

cover the utilitarian value dimensions first before the hedonic (Rintamäki et al. 2007). In line 

with this, the findings of this research indicate that the core of customer value in regional media 

relies on the content, namely functional benefits, which customers firstly emphasize. 
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Customers reading the latest news headlines and desiring short stories has been emphasized 

in the literature (Graham & Smart 2010; Newman et al. 2016), but surprisingly, this research 

indicates that customers also value articles that provide in-depth information and focus on other 

things than merely accidents, for example. Therefore, customer value propositions should be 

based on qualitatively rich content regardless of the targeted customer group. However, also 

emotional and symbolic elements are strongly present due to locality and traditions 

characterizing regional media, and functional elements alone may not be capable of creating 

customer value and meaningful customer experiences (Sweeney & Soutar 2001; Berry et al. 

2002; Gentile et al. 2007). This in turn suggests that different dimensions may be combined 

into value propositions as Rintamäki et al. (2007) suggested. In fact, this research indicates 

that emotional and symbolic value relate to the functional elements, meaning that distinct value 

dimensions should not be viewed in isolation. Furthermore, depending of the existing 

relationship between the customer and regional media (e.g. non-subscribers vs. subscribers), 

the emotional and symbolic elements varied, which highlights the importance of tailoring 

customer value propositions to suit each target group (Chesbrough & Rosenbloom 2002; 

Anderson et al. 2006; Teece 2010). 

According to Payne (2006) and Ulaga & Chacour (2006), the value received from the offering 

consists of multiple layers. The authors highlighted the importance of the core product as well 

as the more intangible aspects, such as supporting services and brand image, in creating 

customer value. Also, this research showed that the brand related factors can have an impact 

on the value perceived by a customer. Yet, the approach in this research was a slightly different 

meaning that the brand related images were recognized to decrease customer value.  

It is argued that regional media has not fully utilized the opportunities of value co-creation, as 

it has excluded customers from its processes, such as production systems (Graham & Smart 

2010; Kerrigan & Graham 2010). This is also supported by this case study. It seems that in 

regional media the state of customer value creation is still limited mainly to the company 

creating value for its customers. However, the situation is not as simple as it may look. In this 

research, the company showed interest in improving value co-creation and is already 

developing its activities, but the customers are more restrained and did not express interest in 

interaction with the case firm. This originates from the image of regional media, since customers 

do not perceive regional media as a potential party with whom to interact and co-create value. 

The findings of Kerrigan & Graham (2010) in turn showed that particularly the external parties 
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acknowledged the lack of consumer engagement with news media. Thus, this study presents 

a slightly different perspective of the ongoing change, meaning that the customers are not as 

far with their expectations of co-creation with regional media as the company might consider. 

In fact, the transition towards value co-creation is not only in the initial phase in this case, but 

also likely to proceed at a different pace among the parties. Nevertheless, it is easy to agree 

with Graham & Smart (2010) and Kerrigan & Graham (2010) and say that a lot of value creation 

potential is lost in the current situation. 

Based on this study, the way how digitalization shapes customer value and challenges 

customer value propositions in regional media can be concluded in the following framework 

(Figure 16). It describes how the two very different worlds encounter each other in terms of 

customer value creation: evolving market environment and traditional regional media. 

 

Figure 16. An overview of the key issues in the digital transition of regional media  
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The lower row of the framework describes the traditional and unique characteristics of regional 

media influencing the value creation. The main tasks of regional media are characterized by 

locality, namely reporting on local things, building local identity and creating discussion topics. 

On the contrary to the arguments proposed by Kerrigan & Graham (2010), the role of regional 

media does not seem to get less relevant due to digitalization. Yet, the company images 

originating from the past seem to lower the customer expectations and their perceptions of 

regional media. This in turn limits their intentions to interact with regional media and invest their 

own resources into the value co-creation activities. On the other hand, as the upper row 

demonstrates, the role of traditional news is decreasing and customers desire in-depth, high-

quality content and content which creates joy and facilitates everyday life. As in other news 

media, also the customers of regional media strongly question the need to pay for digital news, 

while the current benefits provided by regional media either remain ambiguous for them or are 

considered to be substitutable by other sources. Finally, due to the evolved market environment 

and the nature of customer value creation, more and more emphasis on customer participation 

is given by the external environment as well as the company. 

The middle phase of the framework describes the challenge of these two parts coming together. 

The customers are becoming more aware of the available alternatives, and the company needs 

to communicate its value propositions more effectively in order to sharpen customers’ value 

perceptions for their benefit. Moreover, the company needs to be aware of customers’ thoughts 

concerning other market offerings and expectations for regional media in order to align their 

own operations accordingly. This, however, is not possible without cooperation across different 

business units, and hence, is emphasized in the current transition. 

8.1 Answering the research questions 

Examining the digital transition of regional media provided an interesting research area, since 

the market environment is getting more globalized and connected, but regional media remains 

to have its unique characteristics in the locality. The purpose of this research was to develop a 

better understanding of how digitalization shapes customer value in regional media and affects 

the realization of customer value propositions and thereby contribute to filling the existing 

research gap. This research combined company and customer perspectives of customer value 

creation in the digital era and examined also the interaction, namely value co-creation, between 

the parties. Based on the viewed literature and conducted empirical research, the following 
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conclusions are made to answer the research questions of this thesis. First, the sub-questions 

(RQ2, RQ3 and RQ4) are answered, and through these findings, the answer to the main 

research question (RQ1) is derived. 

RQ2. Which elements and activities contribute to the realization of value propositions in 

regional media?  

From the customer side, the content and its locality have the most important role in customer 

value creation in regional media. This means providing customers qualitatively rich articles 

which address local phenomena. For example, reporting on local policy making and its impacts 

on customers’ everyday life or the events and services located nearby cater the customers with 

significant benefits, which other media may not be able to provide. Thus, even a short story 

can be valuable, since its impact on customer’s life is the characteristic that matters. This is 

reflected, for example, as joy, excitement and facilitation of everyday life. Therefore, regional 

media cannot separate itself from its customers but needs to possess a close relationship to 

the local community and report on topics from their real life. In addition, the customers expect 

to have information of breaking news. When something happens in their region, the media 

needs to react and report on the news immediately. In doing so, regional media must provide 

more profound and specialized information than what, for example, national news media does. 

However, the significance of the latest news headlines is decreasing, and above all, customers 

seem to value in-depth and investigated content. 

These functional elements are in turn linked to emotional and symbolic value dimensions 

relating to regional media. In other words, the functional benefits seem to lead to emotional and 

symbolic value received by customers. For example, local content contributes to the social 

interaction of customers through increased awareness of the surrounding environment or helps 

to build and maintain one’s identity. 

RQ3. Are there differences in how customer value propositions are understood by the company 

and customers? 

In both customer and company views, the benefits received from regional media originate from 

the core product, namely the content of newspaper, and strongly relate to locality. In addition, 

both parties equally highlight the social and emotional value dimensions. Thus, there are no 

major differences in how the benefits are perceived. 
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However, when examined in more detail, there are differences in the perceptions of what kind 

of content, for example, there should be and how locality is understood in terms of creating 

customer value. Thus, these differences contain possibilities for mistakes in value delivery, if 

the customer value proposition is not capable of bringing the distinct perspectives together. 

Moreover, the expectations and interests concerning customer value co-creation are quite 

different, and aligning these perspectives into an attractive customer value proposition requires 

special attention. For example, the company side acknowledges that customer value creation 

does not currently contain enough interaction and that more effort is needed in terms of active 

customer participation. Customers in turn think that regional media may not be the media that 

needs to be very interactive and do not have high intentions to participate in the activities. 

RQ4. What are the interactions between different activities that enable the realization of 

customer value proposition? 

The identified threats perceived by customers and gaps between customer and company views 

demonstrate that the realization of customer value propositions requires seamless efforts from 

multiple departments within the organization. To move forward in the digital transition and 

overcome the described challenges, customers and their expectations should be carefully 

heard. The received knowledge should be translated into attractive content, which 

consequently should be reflected in the value propositions and communicated through 

marketing communications in order to reach the customers and convince them of the benefits 

that regional media is capable of providing beyond other media. Yet, more knowledge of the 

key resources and activities is required in order to explain how the organization is best 

organized internally around value creation.  

Interaction between customers and company, in other words the value co-creation activities, 

do not currently possess the leading role in terms of realizing the customer value propositions 

in regional media. However, the trend points to this direction, and when it comes to the 

company side, it can be expected that the role of these interactions increases in the near future. 

Already now, new products and services based on user communities and user generated 

content have been developed in order to reach entirely new target groups. As long as the 

company manages to inspire and motivate customers to interact with them or with other 

customers through the company’s platforms, there is a lot of potential to be exploited. 
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RQ1. How does digitalization shape customer value and challenge customer value propositions 

in regional media? 

Digitalization has created a more connected world increasing customer awareness. Therefore, 

the customers actively compare the content produced by regional media to other media, such 

as Helsingin Sanomat, and set their expectations accordingly. Obviously, customers are more 

aware of the quality and price offered. If they know that some other company provides better 

quality for better price, they expect regional media to rise to the same standards. This illustrates 

well how digitalization has expanded the boundaries of competition and forced regional media 

to compete with the larger companies. Furthermore, the convenient user experience in the 

digital channels as well as media’s quick reaction to breaking news have become basic 

requirements. The information has to be available immediately. Customers are reading news 

online constantly. On the other hand, they fight against information overload and carefully 

consider how much of their time they are willing to invest into new products and services.  

Since the amount of available information is increasing, digitalization has led regional media to 

clarify its position in relation to other media and sharpen the locality in its offering. Information 

of local events, people, policy making and other phenomena represent the reasons why 

customers keep coming to regional media. National or international news are mostly read in 

some other channels, such as evening tabloids. The customers are also worried whether or not 

regional media is capable of providing up to date content related to, for example, food and other 

leisure activities, since usually the same information has already been published in some other 

media before it reaches regional media. 

The extensive amount of information available for free in the digital channels has also affected 

consumers’ thoughts about regional media. Consumers tend to think that any information would 

also otherwise be easily available and do not consider the regional newspaper worth paying 

for. Still, also the non-subscribers set high expectations towards the regional newspaper and 

perceive themselves as customers. Thus, the regional newspaper may be considered as a free 

commodity, which digitalization with the increasing amount of free information has facilitated. 

Digitalization has forced regional media to reconsider how to communicate to customers what 

they are doing and convince them of the benefits that regional media can provide in comparison 

to other sources of information.  
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8.2 Theoretical implications  

In addition to making contributions to practitioners, this thesis attempts to fill the research gap 

identified in the academic literature. The academics have discussed the digital transition of the 

newspaper industry from various views, highlighting the changed market environment and 

consumer behavior and thereby also the challenges in value capture (Hakaniemi 2014; 

Reunanen 2015; Lehtisaari et al. 2016). This thesis contributes to the discussion through 

customer value propositions, which have been neglected in the existing research, although the 

importance of delivering superior customer value these days has been acknowledged 

(Woodruff 1997; Ulaga & Chacour 2001). This research adopts theories related to business 

models (Timmers 1998; Amit & Zott 2001; Morris et al. 2005; Teece 2010; Zott & Amit 2010), 

service-dominant logic (Vargo & Lusch 2004; Vargo & Lusch 2008a; Grönroos 2011; Grönroos 

& Voima 2013), customer value dimensions (Rintamäki et al. 2007; Sheth et al. 1991; Sweeney 

& Soutar 2001) and customer perceived value (Ravald & Grönroos 1996). None of these 

concepts is new to be examined, but customer value in regional media is a less studied 

phenomenon and deserves to be examined more closely in this context due to the ongoing 

change and its struggles. 

All in all, this research gives support to the existing research on the digital transition of news 

media (e.g Kerrigan & Graham 2010; Newman et al. 2016). The findings show that digitalization 

has strongly disrupted the print-oriented newspaper industry. This study deepens the current 

understanding of the transition by discussing how the company’s ability to exploit current 

business efficiently and explore new opportunities, namely organizational ambidexterity, links 

to customer value. This research indicates that the existing capabilities of personnel and 

maintaining business performance are not the only reasons why a company may be inclined to 

exploit existing capabilities efficiently instead of fostering exploration of new capabilities 

although the market environment around evolves. Instead, the findings point to customers and 

question if the loyal customer base of printed newspaper encourages the company towards 

exploitation and prevents it from exploration. At the same time, the research notes that 

customer expectations may be controlled by the images associated with regional media. In 

other words, there are also prospects, i.e. potential customers, who expect the company to 

maintain its current business whereas less expectations are aligned towards new products and 

services. It is interesting to consider to which extent the company should aim to respond to 

existing customer needs, and on the other hand, create new customer needs with products and 
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services that the customers may not currently appreciate. This research takes a note that the 

case firm is to some extent behind in digitalization but to some extent ahead the customer 

expectations. The question, therefore, is that how to find the balanced state in which the 

business is thriving. 

This study advanced the understanding of customer value, particularly in the digital era through 

service-dominant lenses. In doing so, this thesis builds a good starting point for filling the extant 

research gap, namely the interaction between regional media and consumer (Kerrigan & 

Graham 2010). The findings point to the same direction as the existing research and indicate 

that customer value creation in regional media is still mainly a top to bottom process (Graham 

& Smart 2010; Kerrigan & Graham 2010). In other words, customers have not embraced an 

active role in the value creation (Yi & Gong 2013; Ranjan & Read 2016). However, new 

knowledge of the state of change in this regard is gained. The findings contribute to the existing 

literature by reflecting that the party slowing the transition towards value co-creation may not 

merely be the company and its capabilities, but also the customers. This extends the 

understanding of value co-creation to brand building and examining those customer 

perceptions of the company that may prevent the interaction. Thus, this thesis provides 

valuable insights of how to direct customer value creation in regional media closer to the 

prevailing trend in the market to further examination. 

It can be concluded that the main contribution of this thesis is the extended knowledge on the 

formation of customer value in regional media. Customers’ perceptions of distinct value 

dimensions were approached through value hierarchy by examining which dimensions are 

perceived as the most important ones (Woodruff 1997; Sweeney & Soutar 2001; Rintamäki et 

al. 2007). This study also addresses customer needs and expectations as well as benefits and 

sacrifices perceived by the customer, all of which are less studied in this context. As a result, 

knowledge of the elements contributing to the formation of attractive customer value 

propositions was gained. This thesis supports the idea of locality even in the digital transition, 

and recognizes that there is potential for linking emotional and symbolic value to regional media 

in other ways too than through content.  

This study also adds value to the discussion by bringing the customer and company 

perspectives together into value creation by reviewing both marketing and business model 

literatures as well as investigating customer and company sides. To enhance the 
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understanding of the possible gaps in customers’ and company’s value perceptions, the tool of 

customer value audit developed by Ulaga & Chacour (2001) was utilized. The findings indicate 

that the value perceptions are more or less in line between the company and customers, which 

is supported by both quantitative and qualitative data. The major differences between these 

two perspectives consist of customer expectations concerning, for example, the content and 

level of interaction and how locality is understood. Even though locality forms the core of 

customer value in this case, local content is not valuable if it is not interesting to customers. On 

the other hand, in different places there may be a different view of what the locality is. For 

example, something that is local in the capital area, may also be nationwide whereas something 

that is local for a smaller municipality may not be interesting nationally. Thus, one contribution 

of this research is that the possible gaps that may danger customer value do not necessarily 

rely on the value creating elements and value dimensions itself. Instead, the gaps originate 

from a subjective perception of locality, value co-creation intentions and low expectations, 

which drain the overall customer value. Through customer value audit and value hierarchy, this 

research increases the understanding of the ongoing transition by exploring how the company 

and customer perspectives can be aligned into attractive and up to date value propositions. 

This research also enrichens the knowledge on identifying the issues influencing the realization 

of customer value propositions, particularly in the digital era, by integrating literature on market 

orientation (Slater & Narver 1994), communication and development of customer value 

propositions (Anderson et al. 2006; Rintamäki et al. 2007; Payne et al. 2017). Supported by the 

empirical findings, this research contributes to the discussion by highlighting the importance of 

communicating and making the offered customer value visible in order to maintain and clarify 

the competitiveness of regional media. 

8.3 Managerial implications 

Digitalization has challenged regional media due to the ever-changing competitive environment 

and customer needs and preferences. This thesis contributes to the transition by providing 

insights on which issues form customer value in regional media also in the digital era and how 

the customer value propositions can be realized best. The results of this research have been 

presented to the employees and the executive team of the case company, and in addition to 

this published thesis, a managerial report of the more detailed and sensitive findings will also 

be provided. Thereby the insights of this research can be used to help the Finnish regional 
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media enhance customer value creation and maintain its competitiveness. Although this thesis 

does not focus on strategic choices or operational actions, few implications for managers based 

on the findings are suggested next. 

Start from creating functional customer value propositions. It is highly recommendable to 

start the development of customer value propositions from functional value dimensions. They 

seem to be the most important ones for customers, as the customer survey indicated that 

customers value having an easy access to the products and services and their availability in 

multiple channels the most. In addition, the customer interviews showed that customers value 

high-quality content over the low price, indicating that price is not a threshold question, whereas 

the content forms the core of regional newspaper. The company is expected to provide in-depth 

and investigative content, whilst a quick reaction to the breaking events is only considered as 

self-evident in the digitalized environment. 

However, the benefits originating from the core offering lead to emotional and symbolic value. 

For example, through reading the news and being aware of the surrounding matters, the 

customer is able to participate in social interaction and build his or her own identity. Hence, it 

is suggested to involve also emotional and symbolic elements into the value proposition as they 

remained important for all customer types. 

Improve the company image and increase customer expectations. The research revealed 

that customers’ perceptions related to regional media limit their expectations too. Customers 

justifying their disappointments with low expectations related to regional media is dangerous, 

because it eliminates the overall customer value. In addition, the low expectations concern also 

the content, the customers’ willingness to pay for content and the customers’ intentions to value 

co-creation. Regional media is not perceived as an actor with whom to interact or in which to 

invest time. To develop at the same pace as the surrounding environment evolves, regional 

media needs to increase its attractiveness in the eyes of customers through improving the 

company image and thereby customer expectations. 

Focus on locality. Digitalization has not changed the essence of regional media. The mission 

of regional media is to report on local policy making, events and other phenomena, provide 

themes for discussion and delight the readers’ everyday life. This is something that can only 

be done locally by being close to the readers and their daily matters, and it should not be 

forgotten in the ever-changing industry of news media. Instead, the idea of locality needs to be 
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further clarified and emphasized in the activities. Being local does not automatically mean that 

customers perceive it interesting and valuable, but it forms the core of customer value.  

Pay attention to the expanded competitive environment. Digitalization has created a more 

connected world, in which also the customers of regional media are well aware of the available 

alternatives. In addition, the customers are used to living in an information overload and 

consuming a lot of content for free. This has led to a situation where also the regional 

newspaper seems to be considered more or less as a free benefit, especially among the 

customers who read the content but do not subscribe to the newspaper. Moreover, the regional 

newspaper is often compared to a national wide player, for example to Helsingin Sanomat, and 

is expected to operate under the same quality standards regarding the content. Thus, the 

multidimensional nature of competition and definition of customer are something that cannot 

be overlooked when responding to the digital era. 

Communicate customer value propositions. This links directly back to the previous 

observations. In order to retain the existing customers and attract new ones, the benefits 

provided by the regional newspaper are recommended to be clarified and thereby 

communicated more explicitly. The analysis revealed that especially customers who read the 

content but do not pay for it as well as the young customers have not embraced the benefits 

clearly enough to pay for them, whereas the subscribers constantly evaluate if they get enough 

value for money. These customers already have a connection to regional media, but more work 

is needed in order to demonstrate what regional media is capable of offering. In addition, 

attractive customer value propositions can be used to enhance customers’ limited perceptions 

of regional media and thereby to increase their expectations and willingness to interact with the 

company. It is also suggested that more explicit communication of customer value propositions 

could help the company to understand how they best serve customers and their needs and to 

embrace new ways of operating if needed. 

Since the customer value creation in regional media is influenced by the dynamic and changing 

market environment and its own traditional characteristics, managers must constantly consider 

how these two worlds are merged without sacrificing one for the other. This thesis helps 

managers to recognize and understand the customer value compromising gaps in the 

perceptions of value dimensions and drivers between the company and customers. Even 

though significant differences were not found, meaning that the parties share a common 
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understanding of the core benefits, this research indicated that the company side has a very 

different perception of the customer expectations than what they are in reality. It should, 

however, be noted that this study does not entirely explain wherefrom the customer 

expectations and their perceptions of regional media originate. Thus, long-term and far-

reaching work is required in order to refine these issues. Influencing and improving customer 

views and expectations is probably the most important step towards the digital transition of 

regional media, at least if it is to be done together with customers. In addition, it must be clarified 

what, for example, locality means in terms of the content from which the benefits perceived by 

customer ultimately originate from.  

8.4 Limitations and suggestions for further research  

This research has some limitations that concern the research sample and the methodology and 

are worth to be discussed next. This study is a qualitative-dominant single case study and 

contains therefore a relatively small sample size of interviewees. Therefore, it is not possible 

to make any statistical generalizations. As noted previously, the subjective topic and rather 

heterogeneous sample cause contradictions in the findings. For this reason, it is not possible 

to make any major conclusions of value perceptions based on different customer types neither. 

In addition, the research is limited merely on a company operating in the field of regional news 

media, which is characterized by their unique customer base and stakeholders. Also, locality 

has a strong impact on the way how regional media creates value. Therefore, the findings may 

be limited to the context of regional media in Finland and should be viewed carefully and only 

to that extent. 

The research also has some limitations associated with the age distribution of the sample, 

namely customer side of the research. The age distribution of the customer survey is strongly 

skewed, meaning that the sample contained more old than young respondents, whilst most of 

the interviewees also represent people in their middle years. In terms of the research problem, 

it would have been important to gain more insights from the younger population. Therefore, it 

is suggested to take this into account in future research. 

The next limitation of this study concerns the fact that this study did not observe the actual 

consumer behavior or examine the value outcomes, but relied on customers’ own perceptions 

and expressions. Therefore, examining the value outcomes or gaining observations of real life 

situations would be essential in terms of receiving more accurate insights of the customer 
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needs and preferences. In addition, as a continuum to the exploratory approach adopted in this 

study, a quantitative survey could be conducted in the organization. Whereas the qualitative 

data enabled this study to identify and interpret the key themes arising from the population, 

quantitative data could provide statistical findings that are generalizable across settings (Patton 

2002, 193). Obtaining a larger sample within the organization would not only enable a better 

comparison between the customers’ and organization’s views but also provide deeper 

understanding of how the value perceptions differ across the organization and extend the 

understanding beyond top- and middle-management, which formed the sample in this case. 

This would also allow to identify more profoundly if there are any gaps which may danger the 

customer value delivery. 

Even though the customer survey managed to provide valuable knowledge of customer value 

hierarchy in regional media and the findings were supported by qualitative data, the survey 

contains some limitations due to the small number of items used. For example, the emotional 

and symbolic value dimensions were examined together with three items. Measuring them 

separately at a more precise level would allow gaining more detailed and valid results. In 

addition, value co-creation activities were examined by using only two items. Thus, it is 

advisable to do more research on the customer value hierarchy by applying a verified scale.  

As the empirical findings indicate, it is a major challenge that the benefits received from a 

regional newspaper remain ambiguous, especially for the customers who read the content 

regularly but do not pay for it. Therefore, more emphasis should be put on effective 

communication of value propositions in regional media in order to turn these potential 

customers into subscribers. Lastly, further research is needed in the field of value co-creation 

in regional media. This thesis revealed that the customers’ current intentions to value co-

creation are rather limited. The image of regional media in this matter is not very flattering, and 

additionally, the existing co-creation activities do not seem to attract customers. Therefore, 

more research on how attract customers to interact with regional media is needed, starting from 

the customers’ perceptions and images. 
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APPENDICES 

Appendix 1: Interview form of the personnel 

The questions were originally formed in Finnish and afterwards translated into English to be 

included in this report.  

 
Theme 

 
Question 

 
Key references 

 
Background information 

 
1. Your position & job description in the case 

company. 

- 

 
Customer Value &  
Value Delivery 

 

2. From your perspective, how do you create 

value for the customers with your products and 
services? 

What is your business unit’s role in the value 
creation process? 

Rintamäki et al. 2007; 
Woodruff 1997 

3. How would you summarize your customer 

value proposition? 
Woodruff 1997; 
Rintamäki et al. 2007; 
Anderson et al. 2006 

4. How does value proposition show in your 

daily business activities? 

5. How do you ensure that those things occur 

and you can fill the value proposition? 

Do you see that the upcoming renewals in your 
organization affect value creation process? Do 
they bring new opportunities? 

Do you discuss about these things with other 
employees or within different business units? 
How about customer orientation or internal 
collaboration across business units? 

Rintamäki et al. 2007; 
Zeithalm 1988;  
Ravald & Grönroos 1996; 
Shah et al. 2006 
 

Benefits &  
Value dimensions 

 

 

 

 

(To be continued) 

6. What kind of benefits the customer receives 

from your products and services? 

Value dimensions are often divided into four 
categories: economic, functional, emotional 
and symbolic. How would you evaluate based 
on these dimensions, which attributes the 
customers value most and which one is the 
most important dimension? 

 

 

Sheth et al. 1991; 
Woodruff 1997; 
Sweeney & Soutar 2001; 
Rintamäki et al. 2007 



(Appendix 1 continues) 

Sacrifices 7. What sacrifices the customer needs to make 

when using the product? 
Ravald & Grönroos 1996 

Customer Expectations 8. Compare customer expectations and the 

company’s ability to meet them through your 
own work: 

What kind of expectations the customers have 
nowadays e.g. towards product development, 
marketing activities or news content? Are you 
able to meet these expectations? If not, what 
are the expectations that you do not meet? 

How do you try to decrease the sacrifices 
perceived by customer? 

Ulaga & Chacour 2001 

Competitive Advantage 
 

 
 

9. From your perspective, how can your 

organization differentiate from other service 
providers? 

Rintamäki et al. 2007; 
Woodruff 1997 

10. Why does customer buy your products 

instead of other alternatives? 
Rintamäki et al. 2007; 
Woodruff 1997 

Digitalization 

 
 

 
 

11. How has digitalization shaped customer 

needs and expectations? For example towards 
marketing, product development, news content 
etc. 

Graham & Smart 2010; 
Kerrigan & Graham 2010; 
Newman et al. 2016 

12. How would you describe from your own 

experience that multi-channel approach affects 
value creation process? 

Payne et al. 2008 

13. To which extent customer’s role as an 

active participant in the value creation process 
has increased due to digitalization? Are the 
customers active and do they have possibilities 
to participate? 

How important do you think that it is that 
customers can participate in value creation? 

Payne et al. 2008; 
Yi & Gong 2013;  
Ranjan & Read 2016 

Other Do you have anything else that you would like 
to mention related to the topic? 

 
- 

 

  



Appendix 2: Interview form of the customers 

The questions were originally formed in Finnish and afterwards translated into English to be 

included in this report.  

 
Theme 

 
Question 

 
Key references 

 
Background Information 

 
1.  Age, education, subscription type,  

the length of customer relationship etc. 

- 

 
Customer Value  

2. What kind of news and other content do you 

like to read? Do you remember that some 
article would have been especially interesting 
and well-written? 

Rintamäki et al. 2007; 
Woodruff 1997  

3. What made you to subscribe the paper? If 

you are not paying for the products, why is 
that? 

 

Benefits & Sacrifices 

 

4. To which problems the products helps and 

what kind of benefits it provides? Do you look 
for information of some certain topic?  

Rintamäki et al. 2007; 
Woodruff 1997; 
Anderson et al. 2006 

5. Are there any sacrifices or risks related to 

the product which made you re-consider the 
subscription or causes harm when using the 
product? 

Value Dimensions 6. What do you think about service and price of 

the product at the moment? 
Sheth et al. 1991; 
Woodruff 1997; 
Sweeney & Soutar 2001; 
Rintamäki et al. 2007  

7. Which attributes have been the most 

important ones for you in the product? For 
example locality, price, content, service or 
multi-channel approach. 

What has delighted you most in the product? 

 

8. Could you describe what kind of feelings 

reading the newspaper causes? Do you have 
any routines related to the consumption? 

Are you proud of being a customer of your own 
region’s newspaper? 

 

Competitive Advantage 

 

(To be continued) 

9. Did you consider any other products when 

you decided to subscribe this newspaper? 
Could you describe why you chose this one 
over the other options? 

Ravald & Grönroos 1996  



(Appendix 2 continues) 

Customer Expectations  10. What kind of expectations you have had 

towards the product and has the company 
managed to meet them? 

Ulaga & Chacour 2001 

Digitalization &  
Value Co-creation 

 
 

 
 

 
 

11. Could you describe your own media 

consumption:  

From which channel do you most preferably 
read news? Has your consuming behavior 
changed during the past years? 

How important it is for you that the news of this 
regional newspaper are available in multiple 
channels? Which channels do you use and 
why? 

Woodruff 1997; 
Rintamäki et al. 2007 

12. How important it is for you that you can 

participate local discussion through the 
regional newspaper? How about developing 
the products and content? Do you think that 
there are enough opportunities for that? 

Do you think that your active participation has 
evolved for example due to mobile devices? 

Woodruff 1997; 
Rintamäki et al. 2007 

13. What do you think about the ongoing 

renewals concerning for example subscription 
types? (Explained in more detail in the 
interview) 

Graham & Smart 2010; 
Kerrigan & Graham 2010; 
Newman et al. 2016 

Other 14. Do you have anything else that you would 

like to mention related to the topic? 
 

 

  



Appendix 3: Data structure of the interviews 

The following table contains the main themes and their sub-themes arising from the qualitative 

data. Moreover, representative quotations are included to verify the analysis. As the interview 

data exists in Finnish, the quotations included in this thesis are translated into English. 

Themes Sub-themes 
 
Representative interview 
quotes, personnel 

 
Representative interview 
quotes, customers 

 
1. Buying decision 

 
1A: Habit 

 
“To many print customers it is 
like a habit, which of course, 
brings a challenge to the 
digital side. To sort of 
aggravate, print subscribers 
subscribe because they have 
always subscribed, and to 
many, it belongs to the 
breakfast table and that is 
great, but on the digital side, 
there is not so much of this 
habit.” 

 
“It (a reason to buy) is 
perhaps a habit, a newspaper 
has always come home.” 

 1B: Awareness of 
local things 

“As a core value there is the 
desire of the local people to 
know about local things and to 
that we answer with local 
content.” 

“Being aware that what is 
happening in any which place, 
so it is nice to keep up what is 
happening in the region.” 

2. Benefits 2A: Source of 
local information 

“Of course the core value 
relates to the knowledge, well 
for now it is more like passing 
information than that kind of 
obvious interaction.” 

”I want to read that how 
someone does that work of 
moving, searching and 
investigating neighborhood for 
us. It has been the original 
reason. I do appreciate that 
work.” 

 2B: Contributor of 
social interaction 

- “The feeling of belonging is 
maybe the right word that it is 
easy to participate in different 
conversations when you have 
some base knowledge. And if 
someone talks something 
about some topic, you are not 
immediately like “What the 
heck?" 

 2C: Facilitator of 
everyday life 

”And I believe that our 
subscribers, readers, value 
that we are present in their 
lives and when they read us, 
let it be through any channel, 
they get relief to their lives. 
They know what is happening 
and what has happened in the 
region.” 

“Well yeah, it surely does, 
because then you know what 
has happened and you can 
talk about it with your 
colleagues and you can talk 
about upcoming events and 
make plans on whether you 
should go there or stop by 
there.”  .  

(To be continued) 



(Appendix 3 continues) 

3. Threats & 
sacrifices 

3A: Adaptation of 
digital 
technologies 

“We have encouraged 
customers to come by with 
their own devices, so we can 
help them to get the digital 
newspaper or digital product 
to use.” 

“Getting your hands on 
newspaper has been made 
harder. A good example of 
this is, that it is not so difficult 
to go and insert your digital 
order credentials to iPad and 
logging in to newspaper 
website and to make it so that 
it would open every time you 
open the browser. That would 
be so cool. Guess if I have 
managed to do that? No, 
because it is so hard and it 
takes time and effort (laughs). 
It is unusual.”  

 3B: Time available 
for consumption 

“We do get that kind of 
feedback, you have to 
remember that the consumer 
does not have the time to use 
all the content that is being 
paid for, and it creates a 
feeling that you are paying for 
nothing.” 

“Well it is expensive when 
comparing to, that there are 
surely people who really read 
it, even more precisely than I. 
It is maybe that kind of 
excessive expense that you 
can give up.” 

3C: Price of the 
product 

“He/she (the customer) does 
not feel, that it generates 
enough benefit when 
compared to the price.” 

“It might be so high that it 
feels that the content does not 
have quality enough to that 
life situation or is proper, so 
that you would be willing to 
pay the price that is being 
asked at the moment.” 

“Well, let’s say that in that 
moment when it starts to cost 
more than I pay for it now, 
which is practically nothing, 
the newspaper will be left out, 
or it will be less read. It kind of 
becomes forgotten, if you 
have to pay.”  

”Well, it (newspaper) surely is 
damn expensive”. 

3D: Quality of the 
product 

“Then there are the quality 
aspects… Let’s not go back to 
those anymore.” 

“Maybe the quality-price ratio 
should be checked, because 
the price is kind of high 
compared to how thin the 
newspaper is.” 

3E: Unawareness 
of the benefits 

“The biggest thing that affects 
nowadays, is that there is so 
much free content out there 
and as much as you want to 
read. So if your motive is not 
to pay for local, quality 
content, but that it is “I will find 
as entertaining content as 
possible for free”.” 

“Well, I don’t know if I would 
be left out of anything. I’m 
interested what is happening 
in the region, but I feel that it 
is something I will find through 
Facebook or some channel 
like that.” 

 

 

(To be continued) 

 



(Appendix 3 continues) 

4. Customer 
expectations 

4A: In-depth and 
qualitatively rich 
content 

“That it has to be quality 
driven, you have to recognize 
readers’ needs and yes, 
journalism has changed and it 
will continue to change. I feel 
that even more those 
emotional reactions that have 
been awaken, those are the 
ones that define the content of 
journalism.” 

“Maybe I would sometimes 
hope for more effort and 
background checking so that it 
would produce more 
heterogeneous point of views 
to stories. That is something I 
find out to be missing.” 

“Well those kind of things are 
really nice, but it would be fun 
to balance that there would be 
more extensive stories 
because these are often just 
short stories and events and 
those drunk driving stories”. 

 4B: Excitement 
and positive 
feelings 

“Of course the more 
entertaining, lighter, with hint 
of commercial based content, 
is something that drives more 
in the web.” 

“In my opinion, somehow, 
raising even those little 
stories, like telling about 
events, I think that it is 
interesting because It makes 
me feel like ”Oh, I did not 
even know there is something 
like that”.” 

 4C: Quick reaction 
and presence of 
media  

“People’s expectations to that 
kind of fastness and reactivity 
on content is of course huge 
nowadays.”  

“You would assume, that 
when you are besides media 
the whole time, the media 
would also be more and more 
besides you, that surely the 
knowledge would be there 
faster and faster.” 

 4D: Limited 
customer 
expectations 

“Yeah, I guess we (…) we 
kind of taste like paper from 
many point of views and that 
we are ”somewhere out there” 
and not so close to people 
and ordinary days of life.” 

“Well it does at least fill my 
needs, or that I haven’t set the 
bar for requirements and 
expectations so high. It is 
what it is, and comes what 
comes.” 

5. Locality 5A: Creating 
content 

”But somehow those topics 
and the content should 
become more attached to 
people’s lives. Just the locality 
is not enough.” 

“It is nicer to read that kind of 
news from a local newspaper 
since it has been written to the 
locals and therefore the story 
goes deeper.” 

 5B: Building one’s 
identity 

“You are kind of “in” in certain 
type of things if you know 
what has been told in the 
newspaper.” 

“When you know more about 
the stuff in town, you feel like, 
that you are more local.” 

 

 

 

 

(To be continued) 

5C: Being close to 
a customer 

“We have been more like 
glass tower and ivory tower 
people that we have set 
ourselves higher than we are 
when compared to the 
consumers. Now we are 
clumsy trying to come down a 
bit. It is not so easy.” 

“What should there be more… 
Maybe about local events and 
about what is happening in a 
smaller scale, so the news 
could go even further to this 
region and neighborhood.” 



(Appendix 3 continues) 

6. Value co-
creation 

6A: Evaluation of 
in which activities 
to participate 

- “I share and like news that I 
think are interesting, 
especially if they are positive 
news.” 

“I don’t use my own energy for 
that (giving feedback) unless 
they (compny) are very 
interested about it.” 

 6B: Intentions for 
interaction 

“But they have brought on us 
the first time on how to lift 
people’s ideas and content 
produced by customers to be 
part of the media. So this is 
part of the turning point that 
on the other hand, people are 
enthusiastic, so how do we 
react to that and how this kind 
of journalism by a traditional 
professional and journalism by 
a citizen, where do we draw 
the line? That is something we 
are trying to define here.” 

“(…) we are required 
interactivity. We should be 
able to discuss with our 
customers and in that we are 
also pretty bad. We have not 
found the suitable way yet.”  

“I don’t know if an old school 
regional newspaper should be 
so interactive, but I guess we 
are aiming for that.” 

7. Changed 
business 
environment 

7A: Variety of 
products and 
channels 

“In the newspaper if you have 
filled the whole paper, you 
have done perfect job and you 
have every page filled with 
nice stuff and stories. But the 
web is not satisfied with that, 
there’s room for more. There’s 
always room for more in the 
web. And the more content we 
would have there, the more 
we would have readers, it is a 
never ending path. And to the 
working, it also affects the 
topic choosing and our 
everyday lives and working 
shifts so. There is a huge 
change going on there. ” 

“If for example some major 
accident takes place now, it 
should be on the digital 
channels of news media 
straight away and on the 
printed newspaper the very 
next day.” 

“I do follow other media 
houses through Facebook and 
Twitter, and I think, or I get the 
feeling that if I face some 
picture or news which seems 
interesting, I start searching 
for it from the web. I think that 
it is really great that you face 
these kinds of current topics 
there.” 

 7B: Organizational 
capabilities 

“(…) the editorial staff and 
journalists work a lot for at the 
moment that you have to learn 
to work in a new way and you 
have to learn to accept that 
your own values are not the 
same as the values of 
readers.” 

- 

(To be continued) 



(Appendix 3 continues) 

 

 

7C: 
Characteristics of 
news media 
industry 

“This industry especially has 
been pretty much from top 
towards the bottom.” 

“Well for now it is more like 
forwarding knowledge than 
that kind of clear interaction.” 

- 

 7D: Expanded 
competition 

“It could be like Spotify and 
then we kind of roam around 
there now, in the world of 
choices.” 

”If you compare the usability 
of Etelä-Saimaa mobile site to 
Iltalehti or Helsingin Sanomat, 
they are from another world.” 

 

8. Customer 
orientation 

8A: Customer 
knowledge 

“…“Hey this is something that 
should be interesting to the 
readers”. On the other hand, 
we are forced to consider, 
how far we can go on being 
entertaining, without changing 
to something we are not. So 
there’s a lot of balancing. It is 
difficult, but on our business it 
has always been that, we are 
constantly searching for the 
right balance between 
credibility, entertainment and 
all these other scopes.” 

- 

 8B: Information 
sharing 

“You have to know what the 
consumers want and after 
that, talk that through with the 
editorial staff leaders, on how 
to respond to this.” 

- 

 8C: 
Organizational 
commitment 
around customer 
value creation 

“There are a lot of pretty 
autonomic business units who 
basically have the same 
objective, but their 
approaches are very different. 
Fulfilling every sides wishes 
so that the customer is at the 
center of attention, is 
something where we surely 
have some learning to do.”  

- 

9. Communicating 
customer value 
propositions 

9A: Clarifying the 
benefits 

“We would get to do 
marketing the content ahead.”  

 

 

 9B: Operational 
guidance 

“(…) there are a lot of people 
who at their own role think 
about the customer, I’m not 
saying that, but the daily 
working is still guided by the 
process of doing the 
newspaper, not the customer 
value, customer promise or 
the outcome from the 
customer point of view.” 

- 



Appendix 4: Explaining the results of customer survey with qualitative data 
 
Survey item refers to the value dimensions examined in the customer survey whilst mean value 

shows customers’ evaluation of the importance of a particular dimension. Themes arising from 

qualitative data and representative interview quotes aim to explain from where a certain mean 

value originates. As the interview data exists in Finnish, the quotations included in this thesis 

are translated into English. 

Survey Item 
Mean 
Value 

Themes arising from 
qualitative data 

Representative interview quotes, 
customers 

 
13 A. Content 

available in several 
channels 

 
3.88 

 
Channels for different 
usage purposes 

 
“Newspaper and media have to present and 
up to date, so that if something happens, the 
news will tell about it immediately. If for 
example some major accident takes place 
now, it should be on the digital channels of 
news media straight away and on the printed 
newspaper the very next day.” 
 
“I do follow other media houses through 
Facebook and Twitter, and I think, or I get 
the feeling that if I face some picture or news 
which seems interesting, I start searching for 
it from the web. I think that it is really great 
that you face these kinds of current topics 
there.” 

13 B. Products and 

services meet 
customer’s personal 
needs 

3.50 Non-personalized 
content 

“In these kinds of media, I want to have it all. 
I do not want it to be more customized.” 

13 C. Products and 

services are easily 
available 

3.84 Convenient access to 
the content despite of 
the location 

“When you have a moment to wait, or you 
are traveling or something like that, it is kind 
of natural thing to check out what news has 
been produced (online).” 
 
“Easiness used to perhaps be the reason to 
order digital newspaper, because if not 
always, but sometimes if you were in 
different addresses on weekdays and on 
weekends, it was silly to order regular 
newspaper to one of these addresses. Then 
you wouldn’t be able to always read it 
whereas digital newspaper is something you 
can read anytime anywhere.” 

(To be continued) 



(Appendix 4 continues) 

13 D. Content 

provides experiences 
and entertainment 
 
 

3.45 Content creating 
positive feelings and 
excitement 

“If thinking as an emotional experience, 
maybe there is some excitement involved. 
Like opening a package in the morning 
thinking “What might be in here”. So I like to 
browse the newspaper straight away and 
see what has been chosen there.” 
 
“In my opinion, somehow, raising even those 
little stories, like telling about events, I think 
that it is interesting because It makes me 
feel like ”Oh, I did not even know there is 
something like that”.” 

13 E. Belonging to 

the local community 
through regional 
newspaper 

3.56 Awareness of the 
things around in the 
local community 

Well there is a little bit sense of community 
when half of the village is reading the same 
newspaper anyway, and it is kind of nice to 
read, I’m not saying that. 
 
“Well yeah, the feeling of social cohesion 
might be the right word, like it is easy to 
participate in different conversations when 
you have some background knowledge.” 

13 F. Being a 

customer of the 
newspaper in one’s 
own region 

3.75 Local identity  “I feel that I have a strong South-Karelian 
identity and that I’m part of this region, so it 
is really important for me to read what is 
going on in here. I am more interested in my 
own region’s local news than something that 
is happening in other regions, for example in 
the middle part of Finland. It doesn’t concern 
me that much.” 

13 G. Participating 

local discussion 
through regional 
newspaper’s 
channels 

3.03 No interest for user-
generated content or 
participating 
anonymous discussion 

“But I don’t have that kind of, need for self-
producing so no, I would say that I don’t 
have any need at the moment.” 
 
“I don’t participate in commenting. Just for 
the reason that it does not lead anywhere. It 
is kind of a never ending path, you can talk 
and talk and try to be proper but there is 
always that some group that will tear the 
story to shreds.” 

13 H. Participating 

the development of 
products and 
services 

2.86 Low expectations 
towards the products 
and services 

“I don’t use my own energy for that (giving 
feedback) unless they are very interested 
about it.” 

“I have just been like, quiet and swallowed 
everything and thought that things will go 
fine like this.” 

“I’m not sure should a traditional regional 
newspaper like this be so interactive, but I’ll 
guess that’s what we are aiming for.”  

 


