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Abstract - To really fulfill the ambitious goals for a sustainable public transit, innovations should 
aim on innovating value-configuration spaces through re-inventing the way value is created 
between service providers and customers. Solving the upcoming traffic challenges in urban 
regions, research can either focus on advancing single provision of public transit services, or it 
could use the perspective of value-configuration spaces. Value-configuration spaces consist of 
value creation and value networks. We applied the perspective of value-configuration spaces to 
multiple urban regions in industrialized and newly-industrializing countries. Our findings 
replicate theoretical contributions of elements for conceptualizing value networks and value co-
creation. Theoretical extensions refer to the value-configuration spaces for public transit services 
in urban regions, which seem to evolve through five distinct stages: (1) establishment of reliability 
of single transportation modes, (2) integration of different transit modes, (3) regional integration, 
(4) service extension, and (5) individual mobility. Interestingly, whereas these five stages are 
relatively stable across urban regions in industrialized and newly-industrializing countries, value 
network and value creations differ according to whether urban regions are located in 
industrialized and newly-industrializing countries 
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1. INTRODUCTION  

Public transportation represents a complex service system, which is based on “value-co-
production” configuration. In general, value-co-production configuration involves “ … people, 
technology, other internal and external service systems, and shared information” (Spohrer et al., 2007, p. 
2). Generally, the value configuration space consists of two parties (“customer” and “provider”), who are 
both resource integrators and beneficiaries in the value configuration space. Both parties are involved in 
networks of actors (or service systems) (Vargo, Maglio & Akaka, 2008). The networks form service 
systems that survive, adapt, and evolve through exchange and application of resources. The term service 
system is related to value networks. That means that value creation relies on resource integration across a 
value network consisting of firm, network, partners, and customers (Vargo & Lusch, 2008; Edvardsson, 
Gruber & Tronvoll, 2011). 

Despite the importance of sustainable public transit services, existing research takes not full 
advantages of exploring how innovation alters value-configuration-spaces. Research rather concentrates 
on travel comfort, punctuality, reliability, pricing, or capacity management. This research rather 
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substantiates the existing value-configuration-space, when looking for innovating value-configuration 
spaces (Gebauer, Johnson & Enquist, 2010; Johnson, Gebauer & Enquist, 2010). Thus, in this paper, we 
broaden-up the perspective on public transit services; we apply the conceptualization of value-
configuration spaces. Public transit services in urban regions in China, Germany, Indonesia, Sweden, 
Switzerland, and South Africa form our empirical background. The urban regions include cities such as 
Freiburg, Hamburg, Guangzhou, Harbin, Jakarta, Johannesburg, Lanzhou, Stockholm, and Zurich. As an 
important side effect, innovating value configuration spaces also opens up a potential pathway towards 
increasing the sustainability of public transit services. To really fulfill the ambitious goals for a 
sustainable public transit, innovations should aim to re-invent the way value is created. 

To further embrace the ideas this paper lays the foundation for enriching the logic on value-
configuration spaces theories through empirical evidences from the public transit services. The article 
continues the research around understanding value-configuration spaces. The remainder of the article is 
organized as follows. The next section presents our conceptual framework. This consists of sub-sections 
describing value creation, value network, and value configuration spaces generally as well as in the 
context of public transit services. Section 3 describes the research methodology, Section 4 presents our 
findings, and Section 5 concludes with theoretical and managerial implications, also highlighting some 
limitations of this study. 

 
2. VALUE CREATION, VALUE NETWORKS, AND VALUE-CONFIGURATION-
SPACE  
2.1. Terminology and nature of the key concepts 

As highlighted in the introduction, we rely on three key concepts, namely, value creation, value 
networks, and value-configuration spaces. Value creation emphasizes value-in-use, instead of value-in-
exchange. According to the latter, value is an exchange of goods and money (Vargo et al. 2008). Value-
in-exchange distinguishes between producers and consumers. Value creation results from a series of 
activities performed by the firm. Value-in-use suggests the roles of producers and consumers are not 
distinct. Value is always jointly and reciprocally co-created. It results not from a series of activities, but 
rather from interactions among service providers and beneficiaries. These interactions require the 
integration of resources and application of competences (Edvardsson et al. 2011; Vargo and Lusch 2004). 
Grönroos (2008) describes value-in-use from a supplier perspective as value facilitation and value 
fulfillment model. As a value facilitator, the service provider provides customers with a foundation for 
their value creation in the form of resources and beneficiaries. In terms of value fulfillment, the service 
provider act as value co-creator in a way of direct engagement in interactions with customers during their 
value-generating processes. 

According to the service science literature, the ‘service systems’ constitute the value co-creation 
configuration of firms, institutions, and customers (Maglio & Spohrer 2008). Value networks form 
service systems that “survive, adapt, and evolve through exchange and application of resources” (Vargo et 
al. 2008, p. 146). The network is the basic locus of innovation and the principal unit of analysis in 
business and marketing (Vargo et al., 2008). In the value network, value is co-created by different actors, 
and each actor contributes to the overall offering (Vargo & Lusch, 2011). Membership of a value network 
offers collective benefits that surpass those available to an individual entity because the synergistic 
application of specialized competencies in the value-creation process leads to increased efficiency (Möller 
& Svahn 2003). 

In this context, the literature increasingly devotes attention to value-configuration spaces, which 
lays the foundation for the co-creation of value (Vargo & Lusch, 2008), and each value configuration is 
distinctive in accordance with its own value-creation logic of transforming resources into products and 
services. Value-network logic links these value configurations in a network relationship that enhances 
resource integration among various social and economic actors, thus increasing the potential for 
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synergistic value co-creation (Vargo & Lusch, 2008). Consequently, value-configuration spaces combine 
value creation and value network. Arguably, the value configuration space consists of two parties 
(“customer” and “provider”), who are both resource integrators and beneficiaries in the value 
configuration space (Edvardsson et al., 2011). Both parties are involved in networks of actors (or service 
systems) contributing to the value configuration spaces. 

 
2.2. Application of key concepts to the public transit services 

Gebauer et al. (2010) demonstrate that value creation in public transit services can be altered along 
five elements (Gebauer et al., 2010; Prahalad, 2004), namely, (i) customer engagement; (ii) self-service; 
(iii) customer experience; (iv) problem-solving; (v) co-designing. Generally, customer engagement refers 
to providers seeking to persuade customers through advertising and promotions that involve and activate 
the recipients of the promotional message (Prahalad, 2004). Self-services (e.g. internet, mobile phones, 
computer terminals, or ticketing machines) enable customers to order, buy, and exchange resources 
without any direct interaction with the employees of the provider (Meuter et al., 2000). Customer 
experience means that services can create memorable experiences and events for customers (Prahalad, 
2004). Problem-solving is related to the literature on service recovery, which related co-repairing value 
(i.e., service recovery) (Andreassen, 1999). In the context of public transit services, alterations in 
customer engagements involve persuading customers through environmental-friendliness or an open 
dialogue on latent risks by using public transit services. Illustrations of self-services cover using transit 
service, or buying and paying tickets such as self-controlling, automatic ticketing via ticket machines, 
mobile phones, or internet. Customer experiences involve direct incidents by using transportation modes, 
as well as, supplementary experiences around shopping and entertainment besides transporting people. 
Problem-solving can be either addressed by the actual passengers or public transit operator. Co-design of 
services covers aspects such as creating new value creation ideas in collaboration with customer’s or 
engaging customers into the market launch of new service, tickets, and travel cards (Johnson et al., 2010). 

Whereas these five elements of value creation have been previously transferred to the context of 
public transit services, value networks have been rarely used in conceptualizing collaboration among 
public transit operators and/or auxiliary service providers (Velde, 1999). The conceptualization of value 
networks draws on four elements, which have been previously used in other industries. The four elements 
contain (i) value activities of the business networks, (ii) the goal of the network and the focal (or hub) 
firm of the network, (iii) structure of the networks along its vertical and horizontal dimension, and (iv) the 
capabilities of the actors (Möller et al. 2005). Value creation activities are related to the five elements 
contributing to value creation (customer engagement, self-service, customer experience, problem-solving, 
and co-designing). These five elements bridge the value creation and value network. The goal of the 
network and the focal (or hub) firm of the network capture the actual value proposition offered by the 
network actors. Vertical dimension describes the network structures according to network actors 
positioned upstream and downstream in one specific value chain. Horizontal dimension captures network 
actors and activities across multiple value chains. Capabilities refer to network actors’ capacity to deploy 
its resources to achieve a desired end (Amit & Schoemaker, 1993). Capabilities are twofold: operational 
and dynamic. Operational capabilities enable companies to earn a living under the condition of a specific 
business environment (Winter, 2003). Dynamic capabilities enable companies to respond to changes in 
the business environment (Teece 2007).  

 
3. RESEARCH METHOD 

Against this background, those elements describing the value creation and value network sets the 
reference points for developing a process-model for innovating value-configuration spaces. Our empirical 
setting includes Zurich Region in Switzerland, Hamburg and Freiburg in Germany, Stockholm in 
Sweden, and Jakarta in Indonesia, Johannesburg in South Africa and Guangzhou, Harbin, and Lanzhou in 
China. These urban regions have achieved different maturity in innovating value-configuration spaces. 
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Consistent with grounded theory development, we aim at developing a process model of value-
configuration spaces (value creation and value network) based on the attempts of public transit service 
providers to increase the usage of public transit services. Data was obtained between 2007 and 2011. Our 
sampling of urban regions and public transit service providers was discriminate. We sampled cases on 
public transit operators until recurring patterns on the process model of value-configuration spaces (value 
creation and value network) emerged (Strauss & Corbin, 1990). Following Bowen’s (2008) argument that 
it is insufficient to state that sampling was concluded once saturation was reached, we employ following 
guidelines. The emerging process-model was considered saturated because they were upheld in all case 
studies; this was confirmed by interviewee feedback on the analyzed data and made sense on the basis of 
prior research (Bowen, 2008). 

More specifically, different maturity means that regions vary in the way they address value creation 
elements (e.g. customer engagement; self-service; customer experience; problem-solving; and co-
designing) and value network elements (the goal of the network, structure of the networks along its 
vertical and horizontal dimension, value activities of the business networks, and the capabilities of the 
actors). The variation in maturity allows us to develop a process model of value configuration spaces. 

A qualitative, longitudinal study was used to explore the value network and value-configuration 
space in these urban regions. The data were collected through primary and secondary data sources. 
Primary data include interviews and workshops with key executives from the public transit operators. The 
interviews lasted between 90 and 120 minutes and were guided by a semi-structured interview protocol, 
which allowed going beyond the boundaries of the predefined interview contents. Follow-up questions 
consistent with the narrative approach were further used to explore the interviewee contents (Mishler 
1986). Systematic notes were taken during the interviews, and transcripts were completed shortly after the 
interview. The transcribed interviews were combined with secondary data such as annual reports, official 
public transit developing programs, and letters to stakeholders. 

The various data were combined to case studies on network formation for each urban region. The 
case studies were organized by chronological description of value network formations around public 
transit services. Assessing the value creation and value network elements conceptualized in the research 
framework substantiated the chronological description. Tables and illustrations were developed to track 
triggers, goals, and actions for distinct stages in value network formation. The obtained data was analyzed 
through a within and cross-case analysis (Eisenhardt, 1989). 

 
4. A PROCESS-MODEL FOR INNOVATING VALUE-CONFIGURATION SPACES 
Consistent across all case studies from industrialized and newly-industrializing countries, innovating 
value-configuration spaces occurs through five stages, namely, (1) ‘establishing reliability of single 
transportation modes’, (2) ‘integration of the means of transport’; (3) ‘regional integration’; (4) ‘service 
extension’; and (5) ‘individual mobility’. This process model is also important to newly-industrialized 
countries to integrate in their service systems and strategies: 

1. The first stage aims at establishing reliability of single transportation modes. Reliability includes 
punctuality, travel comfort, and equally important safety issues related with using public transit 
services. 

2. The second stage entails the integration of the different means of transportation—such as trains, 
buses, ferries, inter-urban trains, and trams—by coordinating timetables, destinations, and pricing 
systems. These changes ensured enhanced connections for commuters among the different modes 
of transportation. For example, trains leave regularly every half hour, and these departures are 
synchronized with buses and other trains.  
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3. The third stage involves regional integration, sought to integrate the level of urban, local to the 
regional level, including city busses, regional trains, or international high-speed trains connecting 
major cities.  

4. The fourth stage refers to the extension of services by embedding transportation services into a 
wide range of value-added services in order to create comprehensive customer experiences for 
socializing, shopping, and entertainment. 

5. The fifth stage changes the traditional public-transport focus on collective mobility towards a 
view to enhancing individual mobility. This included the provision of ‘park & rail’ services, car 
and bicycle hire, and mobility services. 

Of course, these stages overlap and public transit operators might proceed to a further stage by still 
simultaneously optimizing previous stages. The next five sub-sections discuss each stage in detail. 
However, space considerations permits us to fully describe all elements of value creation and value 
network. Instead, we concentrate on a summary of each stage. Empirical evidences from our cases are 
used to substantiate the summaries. The appendices summarize the key issues. 

 
4.1. Establishment of reliability of single transportation modes 

The process-model on innovating value-configuration spaces starts with establishing basic issues 
such as punctuality, travel comfort, and equally important safety issues related with using public transit 
services. Value creation related to customer engagement refers to an open dialogue on safety issue. This 
was specifically observed in the newly-industrialized countries. For example, in Johannesburg public 
transport mainly relies on minibuses and taxis (72%) with relatively minor roles of trains and city busses 
(14% and 9%). However, minibuses and taxis were observed to confront passengers with various 
obstacles such as irregular, long wait times, with often required additional transfers, uncomfortable 
travels, frequent accidents, unsafe ranks, and poor access. Nevertheless, people heavily rely on minibuses 
and taxi due to cost considerations. Johannesburg’s public authorities started to establish a new generation 
of local and express city busses serving about 150 stations along 7 routes. The marketing of these city 
busses strongly focuses on the advanced safety and reliability issues. In addition, self-service elements 
such as pre-paid boarding together with improved customer experiences through multiple stopping bays, 
secure, weather-protected bus stations, and aesthetically pleasing designs of bus stations are emphasized. 
Similar empirical evidences were found across the other urban regions. Further similarities across all 
other urban regions refer to incremental emphasis on problem solving (e.g., emergencies phone numbers 
or call centers) and co-designing. 

Value network establishing and optimizing the reliability of single transportation modes, involve 
mainly one specific public transit authority and one public transport operator. In the context of 
Johannesburg, city council represents the public transit authorities, whereas the Rea Vaya is the actual 
operators. Our empirical evidence indicates that capabilities for de-mobilizing other rival transportation 
modes such as minibuses and taxis become critical. Mini-bus and taxi drivers often consider city buses as 
rivals, which erode their daily living. Thus, it seems to be important to overcome their reluctance and 
resistance to extension of public transit services. These issues have been specifically observed in urban 
regions in newly-industrializing countries such as Jakarta and Johannesburg.  

 
4.2. Integration of transportation means 

Value creation around integration of transportation means focuses on engaging customers through 
marketing environmental friendliness. Self-services occur for buying tickets & travel cards, which are 
related to pricing & ticketing innovations. These innovations motivate passengers to buy travel cards, 
instead of single tickets. Customers are intensively involved in launching pricing & ticketing innovations. 
Problems arising in the service provision are solved through customers and public transit operators. The 
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network providing these types of value creation opportunities aims to move from isolated to integrated 
pricing & scheduling of public transportation means. An integrated public transit operator functions as the 
focal hub firm, where as further public transit operators participate in the network by planning services, 
tactical marketing, and transport provision. The network formation starts with political authorities sensing 
the opportunities emerging from integrating transportation means. Political authorities and integrated 
public transit service provider seize the adequate scope of the value network, and the integrated public 
transit service provider starts to reconfigures capabilities and responsibilities in the network. Political 
authorities sets fundamental principles governing public transit service provision, whereas the integrated 
public transit service providers conducts strategic marketing, transport planning, and financing. Further 
transport operators conduct planning services, tactical marketing, and transport provision, or concentrate 
purely on transport provision. 

The awareness that optimizing single transportation means has reached as certain level of maturity 
triggers the integration of transportation means. Optimizing single transportation means is limited in 
increasing the usage of public transit services. Passengers’ mobility needs affect all means of 
transportation and are beyond the scope of single bus drives and trains. The integration of all 
transportation means aims at breaking with isolated pricing and scheduling of each transportation means. 
Instead of optimizing tickets and timetables of busses, trams, trains, and subways separately, the ZVV in 
Zurich, for example, launched an “one ticket for everything” campaign. The RVF in Freiburg argued that 
if passengers wanted to go from rural areas to the city of Freiburg, they had initially to buy one ticket for 
every transportation means (bus, train and tram). This was very price intensive and made the journey very 
costly. 

Actions to integrate the transportation means refer to launching ticket and pricing innovations such 
as the ZVV’s “one single ticket campaign” or RVF’s “environmental card”. Further actions include 
setting-up a new organizational approach for the public transit network. In the Zurich Region, 171 
municipalities as well as the cantonal government agreed on fundamental principles governing 
development, services, and fares. These institutions established the ZVV as a transport council and 
management unit responsible for strategic marketing of public transit services, transport planning, and 
financing. Eight transport companies take over market responsibilities such as planning services, tactical 
marketing, and providing transit services. 43 additional transport companies provide the public transit 
services. In general, these actions results into the formation of an integrated public transport operators, 
which, in turn sets up partnering concepts with other public transport operators. The partnering concepts 
include modifications in the responsibility across the level of public authorities and all public transport 
operators. An adequate modification of responsibilities leads to the situation where political authorities 
concentrate fundamental principles governing public transit service provision. Integrated public transit 
services develop capabilities for strategic marketing, transport planning, and financing. Advanced 
transport operators conduct planning services, tactical marketing, and transport provision, whereas pure 
transport operators focus on the provision of transit services. 

In order to succeed with the partnering concepts, further actions refer to defining mechanisms for 
sharing the costs, incomes, and revenues. In Jakarta, for example, a multi application card has been 
introduced together with an institutional arrangement among the various actors such as Transjakarta (the 
clearing center operator and ticketing operator), as well as, transit operators (feeder bus, ship, and rail 
operator). Once the mechanisms is defined the operators can start to optimize the integration of transport 
modes such as priorities for bus routes, rearranging the bus route (restructuring and developing feeder 
transport (feeder services) to support the bus way) and regulating the number of bus operators in Jakarta. 

 
4.3. Regional integration 

Value creation in the stage of regional integration share similarities in customer engagement, self-
services, and problem solving with integration of public transportation means. Pricing & ticketing 
innovations for regional travel cards enhance customer experience. In order to achieve sufficient fit of 
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pricing & ticketing innovations with customer requirements, customers participate intensively in 
understanding regional traffic flows. Thus, the value network aims at covering one region with 
sophisticated public transit services. Similar to the integration of transportation means, the integrated 
public transit service provider still functions as the focal hub firm, and further regional public transit 
operators participate in the network. The formation of the value network starts with political authorities 
getting aware of synergies in coordinating public transit services in a specific region. It continues with 
political authorities seizing the adequate regional scope of for public transit services, and ends with 
reconfiguring capabilities and responsibilities in the regional network. The operational capabilities for 
utilizing the regional integration are similar to the integration of transportation means. 

The regional integration is triggered through the awareness that mobility needs affect the urban and 
rural areas. In case of the RVF in Freiburg, it was recognized that commuters often start their daily 
journey in rural areas and expect timely connections towards the city of Freiburg. In order to do so, 
regional trains connecting minor cities with the city of Freiburg seems most suitable. Cross-country 
busses connect the minor cities and rural areas. The stations at the minor cities function through 
coordinated timetables, where train departures and arrivals are synchronized. To do so, small transit 
operators should be embedded in the network. For these small operators, the former mentioned definition 
of mechanisms for sharing the incomes and revenues represents a key action for building trust and 
commitment and for setting-up adequate partnering concept. 

Train and bus stations in the minor cities serve as a hub for accessing rural areas and for combining 
of transportation means. The synchronized hubs lay the foundation of optimizing transit corridors and 
bottlenecks across all areas.  

 
4.4. Service extension 

Value creation in the stage of service extension departs from marketing environmental friendliness 
towards dialogue on risks involved in transit services. Self-services occur around buying, paying, and 
using public transit services. Customer experience includes the provision of supplementary services, 
which result from involving customers into the creation of ideas for memorable events for passengers 
around terms such as ‘shoppertainment’ and ‘entertailing’. Public transit service providers also take an 
active role in solving problems arising in the service provision. Similar to the former two networks, 
integrated public transit service providers are the focal firm. However, the network structure is extended 
to include auxiliary service providers offering supplementary services. Integrated public transit service 
providers orchestrate the value contribution of these network actors. Operational capabilities to utilize the 
value network refer to design, market, and deliver supplementary services. 

The third stage of service extension is triggered by the awareness that public transit can serve as a 
platform for addressing also other customer needs. In the region of Zurich, the ZVV in cooperation with 
the Swiss federal railway operator (SBB) recognized that the importance of stations as centers offering a 
comprehensive range of services is constantly increasing. The stations must continue to develop if they 
are to cater for growing numbers of commuters, people travelling for leisure or business and their 
changing, constantly raising expectations. Depending on the number of passengers, the stations are 
developed toward major railcities or “stations plus”. A “station plus” is a shopping centre including a 
limited range of services such as shopping and retailing with separate rail link, whereas the railcities 
cover approximately 300 service providers. Furthermore, each “normal” station is equipped with a kiosk 
to provide newspapers, foods, and beverages.  

The service extension aims at extending the breadth of services beyond the scope of transit services 
by providing customer experiences around shopping, entertaining, & retailing. Specific actions refer to 
innovation of supplementary services and defining a station concept with dedicated breath of 
supplementary services. These actions also require partnering concepts with auxiliary service providers. 
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Dishub starts to introducing variety of self-service opportunities. The introduction of JakCard 
TransJakarta electronic payment card issued by Bank to provide convenience in conducting transactions 
without using cash is one of the efforts. JakCard will also being used for shopping.  

 
4.5. Individual mobility 

The final stage is enhancing individual mobility. Similar to the former stage, this stage is difficult 
to implement in urban regions in newly-developing countries. For example, 63% of households in 
Johannesburg have no car, which makes park & ride services obsolete. The poor bicycle and pedestrian 
infrastructure makes it difficult to embed these modes of individual mobility into public transit services. 

This final stage is similar in customer engagement, self-service, and problem-solving. Customer 
experience is extended to enable mobility by combining individual and public transit services. To do so, 
customers are getting increasingly involved in finding and utilizing synergies between individual mobility 
and public transit services. The goal of the network is about enabling seamless living through combining 
individual mobility and public transit services. The integrated public transit service providers stills 
functions as the focal hub firm. The network structure is broadened-up to include auxiliary individual 
mobility service providers. The network is formed by mobilize and orchestrate providers of individual 
mobility to contribute to the goal of the network. Capabilities for utilizing the network include designing, 
marketing, and delivering services for enhancing individual mobility. 

Individual mobility is triggered by the awareness that individual mobility should be an integral part 
of public transit services. The RVF in Freiburg, for example, argued that every individual mean of 
mobility (e.g., on foot, bikes, motor bikes, or cars) as well as public transit services has a unique value. 
The question is rather to balance and prioritize the value contribution of individual modes of mobility and 
public transit services. Thus, The RVF’s idea is that all modes of transportation (individual and public) 
are important and they have to be optimized according to their advantages and disadvantages. Transit 
modes (bus, tram, train, but also bikes and foot) have priority due to environmental reasons, but car traffic 
is still essential for the functions of the city and rural areas. Restrictions related to car parking are typical 
illustrations. RVF argued that car parking has two different aspects. There should be few and not for 
reasonable prices available parking areas for commuters inside the city of Freiburg. But there should be 
sufficient and for reasonable prices available parking areas close to the public transit network. 
Furthermore, people living in Freiburg should easy park their cars so that people do not have to use their 
cars. Another example is Guangzhou’s bike sharing program, which was officially launched with 1,000 
bikes and 18 stations along the bus corridor; bus has been expanded to 15,000 bikes. 

Thus, stage four requires the creating solutions in the urban planning and traffic development 
processes for combining individual mobility and public transit services. Urban planning and traffic 
development processes defining priorities among individual mobility and public transit services. The 
priorities set a framework for innovating services combining individual mobility and public transit 
services. In case of Hamburg, the framework led to innovations such as “Bike+Ride, Park+Ride, and 
Shuttle-Service”. To utilize these services, partnering concepts with providers of individual mobility 
should be implemented.  

 
5. DISCUSSION 

Our findings replicate and extend previous theoretical contribution. Theoretical replications are 
evident in Möller et al.’s (2005) suggestion for conceptualizing value networks, and in Prahalad’s (2004) 
recommendations around elements for value co-creation. Theoretical extensions refer to the value-
configuration spaces. Value-configuration spaces for public transit services in urban regions evolve 
through five distinct stages. Each stage provides different value creation opportunities and requires 
specific value network activities. Whereas literature is relatively silent on conceptualizing value-
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configuration spaces, our findings offer a complementary perspective to bridge value-configuration 
spaces through value creation and value network.  

The conceptualization of value creation through the five elements (customer engagement, self-
services, customer experience, problem solving and co-designing) as well as value networks the four 
elements (network goal, focal firm of the network, value creation activities, and capabilities) lead to a 
valid conceptualization of value-configuration spaces, which can be used for further research. Future 
qualitative research trying to describe value configuration in accordance with its own value-creation 
logics of transforming resources into products and services could draw on our comprehensive 
conceptualization. All these elements around value creation and value network are an integral part of 
value-configuration spaces. By describing the value network and value creation, the value configuration 
can be described to be distinctive in accordance with its own value-creation logic of transforming 
resources into products and services. Deepening the understanding of value creation and value network in 
the context of value-configuration space offers a guideline to describing the resource integration. 

Across the five stages of evolving value-configuration spaces, resource integration gets more 
intensive. For the establishing reliability and integration of transportation modes, customer’s resource 
integration is rather limited, and refers mainly to customer’s motivation to buy travel cards. The resource 
integration of service providers is also rather limited affecting only pricing and scheduling activities of 
transit service providers and operators. Regional integration also relies only on limited integration of 
customer’s resources. Customer’s resources affected refer to customer’s motivation to adapt their regional 
travel behavior. Resource integration of service providers is rather limited and includes only transit 
service providers and operators. Resources affected refer to pricing, scheduling activities across service 
providers, as well as optimizing corridors and traffic bottlenecks across the whole region. 

For service extension, customer’s resource integration increases significantly and achieves a 
medium level. Customer’s resources affected refer to customer’s daily routines and social mechanisms 
around shopping and travelling. Resource integration of service providers also increased to a medium 
level. It affects not only transit service providers and operators, but also includes auxiliary service 
providers. Resources affected refer to routines for enhancing shopping and retailing activities and for 
optimizing commuting, leisure, and business travelling activities. 

The stage of individual mobility extends customer’s resource integration to a high level. 
Customer’s resources affected refer to customer’s daily routines and social mechanisms around 
prioritizing individual mobility modes and public transit services. Resource integration of service 
providers also achieves a high level affecting not only transit service providers and operators, but also 
auxiliary service providers. Resources affected refer to routines for enhancing individual mobility 
activities such as biking, parking, going on foot, and for optimizing commuting, leisure, and business 
travelling activities. 

Besides these theoretical implications, our findings offer also recommendations for executives 
planning public transit services for urban regions. The concept of value-configuration spaces and its 
rationale for value creation and value network has been beneficial for the usage of public transit services. 
Urban regions should recognize that found that all five elements for value creation and four elements for 
value networks value represent practical and effective means of changing value-configuration spaces in 
order to increase the commuting, business, and leisure travel experience. 

The findings of the study suggest that public-transport providers should increasingly open up their 
value creation processes to include the active participation of customers. Furthermore, public-transport 
providers should increasingly open up their network to include further transport operators as well as 
auxiliary service providers around supplementary services and services enhancing individual mobility. 

The study has certain acknowledged limitations. Literature suggests that value-configuration-
spaces (value creation and value network) are highly embedded in social forces (e.g., signification, 
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legitimization and dominance). Social forces can present important rigidities or drivers for value networks 
and value creation (Edvardsson et al. 2011). A comprehensive understanding of the latter two seems only 
possible, if service research broaden-ups its perspective on the social context of value-in-use. However, 
social forces are beyond the scope of our study. We suggest future research should extend our findings 
and include social forces into the context of public transit service providers modifying value-
configuration spaces. 
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APPENDIX 
 

Appendix 1. Value creation along the stages of evolving value-configuration spaces 
 Stages of evolving value-configuration spaces	  
Value 
creation 
 

(1) Establishing 
reliability single 
transportation 

modes 

(2) Integration of public 
transportation means 

(3) Regional 
integration 

(4) Service 
extension 

(4) Individual 
mobility 

Customer 
engagement 

- Reliable and safe 
services 

- Environmental 
friendliness 

- Environmental 
friendliness 

- Dialogue on 
latent risks  

- Dialogue on 
latent risks  

Self-services 
 

- Self-service for 
paying (pre-paid 
boarding) 

- Self-services for 
buying tickets & 
travel cards 

- Self-services for 
buying tickets & 
travel cards 
 

- Self-services 
for using public 
transit service  

- Self-services 
for using public 
transit service  

Customer 
experience 

- Pricing 
innovations for 
pre-paid boarding 
and multiple trips  

- Pricing innovations 
(motivating 
passengers to buy 
travel cards, instead 
of single tickets) 

- Pricing 
innovations 
(motivating 
passengers to buy 
regional travel 
cards) 

- Provision of 
supplementary 
services 

- Enabling 
mobility by 
combining 
individual and 
public transit 
services 

Problem 
solving 

- Emergencies - Customers solving 
incidents themselves 

- Customers and 
public transit 
operators solving 
incidents 
themselves 

- Customers and 
public transit 
operators 
solving 
incidents 
themselves 

- Customers and 
public transit 
operators 
solving 
incidents 
themselves 

Co-designing 
 
 
 
 

- Information on 
new services 

- Launching pricing 
innovations 

- Understanding 
regional traffic 
flows 

- Creating ideas 
for 
supplementary 
services 

- Utilizing 
synergies to 
individual 
mobility 
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Appendix 2: Value network along the stages of evolving value-configuration spaces 
 Stages of evolving value-configuration spaces	  
Value 
network 

(1) Establishing 
reliability single 
transportation 

modes 

(2) Integration of public 
transportation means 

(3) Regional integration (4) Service 
extension 

(4) Individual 
mobility 

Goal of the 
network 

- Isolated 
pricing and 
optimizing of 
public 
transportation 
prices 

- Integrated pricing & 
scheduling of public 
transportation means 

- Covering one region  - Creating 
memorable 
events for 
passengers  

- Combining 
individual 
mobility and 
public transit 
services  

Network 
structure 

 

 

 

- Bilateral 
relationship 
between 
public transit 
authority and 
operator 

- Integrated public transit 
operator functions as the 
focal hub firm 

- Further public transit 
companies operating 
different transportation 
means participate in the 
network 

- Integrated public transit 
operator functions as the 
focal hub firm 

- Further public transit 
operators in the region 
participate in the network 

- Auxiliary service 
providers 
offering 
supplementary 
services 
 

- Auxiliary 
service 
providers 
offering 
services 
providing 
individual 
mobility 

Capabilities 
of network 
actors 

(1) Dynamic 
capabilities 

 

- Capabilities to 
demobilize 
and integrate 
rival 
transportation 
modes  

- Political authorities sense 
the opportunities 
emerging from integrating 
transportation means 

- Political authorities and 
integrated public transit 
services seize the 
adequate scope of the 
value network 

- Integrated public transit 
service reconfigures 
capabilities and 
responsibilities in the 
network 

- Political authorities sense the 
synergies in coordinating 
public transit services in a 
specific region 

- Political authorities seize the 
adequate regional scope of 
for public transit services 

- Integrated public transit 
service reconfigures 
capabilities and 
responsibilities in the 
regional network 

- Public transit 
operators 
mobilize 
auxiliary service 
providers to 
contribute to the 
goal of the 
network 

- Public transit 
operators 
orchestrate the 
value 
contribution of 
these network 
actors 

- Reconfiguring 
public transit 
routines and 
routines for 
supplementary 
service provision 
to fit each other  

- Public transit 
operators 
mobilize 
auxiliary 
service 
providers to 
contribute to 
the goal of the 
network 

- Public transit 
operators 
orchestrate the 
value 
contribution of 
these network 
actors 

- Reconfiguring 
public transit 
routines and 
customer 
routines to fit 
each other  

(2) 
Operational 
capabilities 

- Running 
optimized 
single 
transport 
services 

- Political authorities sets 
fundamental principles 
governing public transit 
service provision 

- Integrated public transit 
services conducts strategic 
marketing, transport 
planning, and financing 

- Advanced transport 
operators conducts 
planning services, tactical 
marketing, and transport 
provision 

- Pure transport operators 
providing transit services 

- Political authorities sets 
fundamental principles 
governing public transit 
service provision 

- Integrated public transit 
services conducts strategic 
marketing, transport 
planning, and financing 

- Advanced transport operators 
conducts planning services, 
more tactical marketing, and 
transport provision 

- Pure transport operators 
providing transit services 

- Capabilities to 
design, market, 
and deliver 
supplementary 
services 

- Capabilities to 
design, market, 
and deliver 
services for 
enhancing 
individual 
mobility 
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