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Abstract 

The purpose of this thesis is to describe how value propositions can be seen as 

an operant resource in a wireless environment, for service providers’ 

opportunity to co-create value with their customers. To see how a service 

provider offer service in a wireless environment interviews have been 

conducted at Westra Wermlands Sparbank with the focus on service offered 

through a smartphone application. The findings in the empirical study was that 

the service provider does not have the opportunity to actively instruct its 

customers in a wireless environment since the majority of the customers get 

the smartphone application on their own without processing from the service 

provider. What the service provider therefore can do is to integrate its 

instructions into the smartphone application so it is easy to understand and to 

show the customers what possibilities they have when using it. Thereby the 

offered value proposition can be seen as an operant resource in a wireless 

environment. Moreover, the service provider gets the opportunity to co-create 

value with its customers. 

 

Keywords: Value propositions, value co-creation, resource integration, operant 

resources, smartphone applications. 
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1. Introduction 

In this chapter, the background of the research will first be presented followed by the problem 

discussion and importance of the research topic. Finally, the purpose of the thesis will be 

presented and the chapter ends with a description of the report structure. 

1.1. Background 

Nowadays, if a customer will go by train and wants to see the timetable and 

prices for the trip it is just to pick up the smartphone and search for it in the 

train company’s smartphone application to see the information and book the 

trip that best suits the customer. Delivery of these services takes place in a 

wireless environment and usually without service providers and customers 

meeting face-to-face. A service provider is the company who are offering the 

service (Vargo & Lusch 2004), in this thesis a service provider is defined as the 

one who offers the smartphone application.  

Customers tend to use their smartphones more and more to interact with 

companies (Akaka & Vargo 2013). For example, it is today more common that 

customers are buying tickets or doing investments through smartphone 

applications than entering real stores for buying tickets or banks for doing 

investments. What has made this possible is the rise of the Internet and 

emergence of smartphone applications. Smartphone applications are offered 

by service providers to their customers in a value creating purpose (Vargo & 

Lusch 2004). Since value is subjective (Edvardsson & Thomasson 1991) and 

determined by the beneficiary (Vargo & Lusch 2004) it is important for service 

providers to understand how they can meet customer needs when delivering 

service in a wireless environment when service providers do not have the 

opportunity to instruct and help their customers face-to-face.  

Service-Dominant (S-D) logic (Vargo & Lusch 2004; 2008) argue that a 

company cannot create value for the customer on their own, they can only 

offer value propositions. A value proposition in this thesis is the smartphone 

application, the service that is offered. This means that a service provider 

cannot create value for the customer on their own, they can only offer the 

smartphone application to its customers. Vargo and Lusch (2004;2008) 

continues with the service provider and the customer have to collaboratively 

operate on the offered value proposition by integrating its operand and 

operant resource for the opportunity to co-create value. Operand resources 

are tangible, for example the smartphone, while operant resources are 
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intangible, for example the knowledge about how to use the smartphone with 

its functions (Lusch et al. 2007). Co-creation of value means that the service 

provider and the customer together create the outcome of the offered service 

(Edvardsson et al. 2011). Without the service provider instructing the 

customer how to use the smartphone application the customer would not 

know how to use it, and thereby it would be no value for the customer. And 

vice versa, without the customer using the smartphone application there 

would be no value for the service provider. Therefore, a service provider and a 

customer have to operate on the offered value proposition by collaboratively 

integrating its operant resources, and that value is always co-created by the 

service provider and the customer (Vargo & Lusch 2004; 2008). 

 

1.2. Problem discussion 

According to S-D logic, a key role for companies lays in offering value 

propositions which, after being approved by customers, enable the mutual co-

creation of value (Ballantyne et al. 2011; Vargo & Lusch 2008). However, the 

value proposition concept, although key to S-D logic, remains poorly defined 

and there is limited detailed consideration of the concept at its application 

within the S-D logic literature (Skålén et al. 2013; Ballantyne et al. 2011). 

Ballantyne et al. (2011, p. 203) concluded that; “Despite widespread use of the 

term value proposition, there is surprisingly little published research on this 

topic.” Consequently, argue Frow and Payne (2011, p. 236), “There is a need 

for both qualitative and quantitative data to support the normative 

perspectives on value propositions”.  The lack of research into value 

propositions implies that firm’s creation of new value propositions or the 

development of existing ones (Michel et al. 2008; Vargo and Lusch 2008), 

remains poorly researched and thus understood from an S-D logic perspective 

(Rubalcaba et al. 2012). Michel et al. (2008) call for research in order to better 

understand how service providers can make competitive advantage by 

combining resources into new value propositions.  

These findings stress the importance for further research in value propositions 

and are particularly important for value propositions that are offered in a 

wireless environment since customers increasingly tend to use their 

smartphones to utilize companies’ services. It is therefore important for 

service providers to understand how they make use of their resources in a 
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wireless environment to obtain competitive advantage and provide its services 

to co-create value with their customers. 

S-D logic recognize that a specific product or service, such as an investment 

portfolio, renders different service to different customers depending on 

multiple factors, including how and when they interact with the investments, 

their knowledge about the investments, the usage of investments in their social 

context, and so forth (Vargo & Lusch 2008). With the rise of the Internet and 

related digital technologies, such as smartphones, it is important for the service 

provider to understand the technology since it has become a key driver of 

value co-creation (Akaka & Vargo 2013). From technological based 

perspective suggest S-D logic that the same website, or application in 

smartphones, could provide different value to different customers according 

to their characteristics and contexts. In order to fulfill his or her unique needs, 

an expert is more likely to handle his/her investments over the Internet than a 

non-expert. This leads to a higher perception of value in the technological 

buying process (Barrutia & Gilsanz 2013). 

The development of Information and Communications Technologies (ICT), 

such as the Internet, smartphones and social media has provided a platform 

where customers can engage and interact with firms and their stakeholders 

and/or other customer communities (Muñiz & Schau 2011). Interaction is 

conceptualized as a mutual or reciprocal action where two or more parties 

have an effect upon one another (Grönroos 2008). In the traditional market, 

service providers and customers are meeting face-to-face to integrate their 

operant resources for co-creating value. In ICT where the customers interact 

with service providers wireless through the Internet or smartphone 

applications, the service provider does not have the opportunity to integrate 

their operant resources in collaboration with their customers. The question is 

then if the smartphone application is only an offered value proposition or if it 

also can be used as an operant resource when delivered in a wireless 

environment (Lusch & Nambisan 2015)? When service providers and 

customers are meeting face-to-face for operating on value propositions they 

have to integrate their operant resources for the opportunity to co-create 

value. When a service is offered in a wireless environment, it cannot only be 

an offered value proposition if service providers and customers are co-creating 

value, there has to be some operant resource integrated from the service 

providers also in the delivery of a wireless service.  
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1.3. Purpose of the thesis 

The purpose of this thesis is to describe how value propositions can be seen as 

an operant resource in a wireless environment, for service providers’ 

opportunity to co-create value with their customers. 

 

1.4. Structure of the thesis 

After having introduced the topic and the importance of further research in 

chapter 1, chapter 2 will follow with the research method. Chapter 2 starts 

with a presentation of the studied company, followed by a description of what 

type of research design is used and how data are collected and analyzed. To 

secure the quality of this study, questions regarding reliability and validity will 

be raised. Since interviews have been conducted on a high confidential level, 

ethical considerations are also a part of the method chapter. 

Chapter 3 is presenting the theoretical framework. This framework is closely 

linked to chapter 4 where findings from the interviews are described. With 

help of the theoretical framework, the findings are analyzed in chapter 5. In 

chapter 6 a conclusion is presented, which finally lead to some suggestions for 

future research. 
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2. Research method 

In this chapter, the studied company and the research method used in this study are 

described. The research design, data collection and data analysis are described. Discussions 

on reliability, validity and ethical considerations are provided. 

2.1. Westra Wermlands Sparbank 

Westra Wermlands Sparbank is an independent savings bank that conducts 

banking operations at seven offices in the municipalities of Arvika, Eda and 

Årjäng. They work for growth and development of the western part of 

Wermland, both for their customers and the municipalities. They are a full 

service bank and their intention is to satisfy the needs of its customers with 

the latest products and services and offer competent economic consultancy. 

Their business volume amounts to approximately 17 billion SEK and they 

have approximately 105 employees.  

 

2.2. Research design 

This thesis has been of a qualitative nature (Bryman & Bell 2011) since 

interviews have been conducted at the studied company Westra Wermlands 

Sparbank. The applied research method in this thesis will include a 

combination of a theoretical study of value propositions, value co-creation, 

resource integration and an empirical study on the procedure of creations and 

offerings of smartphone applications utilized at the studied company. The 

research method is called systematic combining and follows Dubois and 

Gadde (2002; 2014) who prefer this method since empirical observations 

cannot be fully understood without connected theory.  

As a first step relevant literature was read for the studied subject to gather 

information and to get a good basis to build appropriate questions on. After 

that, the creation of research questions was made and appointments for 

interviews were booked. After the interviews, the collected data was 

interpreted and combined with the theory that had laid the foundations for the 

questions. This resulted in some conceptual and theoretical work which was 

tightly connected to the interpretation of the data. The following step was to 

write about the findings, the analysis of the findings and a conclusion to sum 

up the outcome of the data collection. This research method is supported by 
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Bryman and Bell (2011) where they present these steps as the main steps in a 

qualitative research. 

Why Westra Wermlands Sparbank is chosen for this thesis is because they 

have been offering their smartphone application to their customers for some 

years and will therefore be able to give answers that are suitable for the 

purpose of the thesis. Why only one company is chosen for this thesis is 

because of the advantages of narrowing the focus of the research and to gain 

fruitful insights since the focus on in-depth interviews are high priority (Savin-

Baden & Major 2013).   

 
 

2.3. Data collection 

The primary method used in this thesis is in-depth interviews. In-depth 

interviews are an applicable research method when the purpose is to 

understand a specific situation between an individual and a context (Hennink 

et al. 2011). In this study the individual is the service provider, and the specific 

context is the service encounter in customer service through a smartphone 

application. The in-depth interviews are flexible, giving the interviewers more 

detailed answers and the ability to later return to the main topic (Bailey 1994; 

Patton 1990). Employees at different positions inside the studied company 

have been interviewed using semi-structured interviews. The purpose of this is 

to give the interviewee a big leeway (Bryman & Bell 2011) and allow the 

interviewer to ask follow up questions (Miller 1991).  

After the interview guide was formulated, the first interview was done as a 

pilot interview. However, there was no need to add or take away any questions 

in the guide after the pilot interview, but the phrasing of two questions was 

changed slightly. The questions used can be seen in APPENDIX, Interview 

guide. Those interviewed were selected by me. The important was that the 

interviewed person work as a customer contact employee. They shall 

encounter their customers in a technology-based context such as smartphone 

applications. In total 15 people were interviewed at Westra Wermlands 

Sparbank. Among those interviewed was the CEO, several managers and 

frontline employees. Clarification for the reader: The CEO as well as the managers has 

contact with customers.  

All of the interviews were scheduled for one hour, but varied between 40 

minutes and one hour in length. The interviewees were not prepared in any 
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way. During the interviews I took notes and after the interview was done all 

notes were written down in a document and more elaboration from the 

interview notes were done. For each interview a new document was made in 

order to make it easier to analyze. 

Unstructured interviews could also have been used instead of semi-structured 

interviews, where only certain topics to be discussed are written down, but no 

questions regarding the topic (Bryman & Bell 2011). The reason why 

unstructured interviews were not chosen was the interest in getting answers in 

some specific areas. With the semi-structured interviews, the interviewer could 

prepare more specific questions than what would probably be asked in an 

unstructured interview.  

 
 

2.4. Data analysis 

By using the systematic combining (Dubois & Gadde 2002; 2014) the answers 

from the interviews had to be connected to the theory. This led to the first 

step in the analysis which was coding the answers to see specific words of, for 

example, what is the outcome of the offered smartphone application. Coding 

is a key process where data are broken into smaller parts for analysis and 

categorizing of them (Denscombe 2003). Denscombe (2003) continues to say 

that the first thing to do before analyzing data would be to try to have all the 

data in the same format (for example A4). In this study, the primarily used 

format has been A4.  

The interviews in this study have been coded as soon as possible, but before 

the coding, general ideas have been written down in each document in order 

to have a good start when coding. This process follows Bryman and Bell 

(2011) who state that the coding should be done as soon as possible after an 

interview and should be done on for example the field notes. 

When the coding was completed, the statements were turned into concepts. 

The frequency of a statement or idea tells if it will be useful to use that 

concept or not. An example of a concept could be resources for creation of 

the application that has been mentioned in many interviews. Categories are 

concepts that have been elaborated (Strauss & Corbin 1998). Many concepts 

can be found in the same category and therefore are concepts seen as a lower 

level of abstraction than categories. A category for this study could be 

improvements that can be done to the smartphone application. In this 
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category, a number of concepts could be placed, so it will be easy to see all the 

possible improvements. 

 

2.5. Reliability and validity 

Reliability is connected to if the results of a study can be repeated or not and it 

relates to if the measurements (motivation, effectiveness etc.) are consistent 

(Bryman & Bell 2011). Reliability can also be referred to dependability. 

External reliability refers to the degree a study can be replicated. It is of course 

hard to achieve the exact same social setting as when the research was 

conducted but in order to handle this the researchers that is replicating should 

adopt a similar role as the original researcher. To overcome this problem, all 

data gathered during the study should be saved (Marshall & Rossman 2006). 

Field notes, transcripts of interviews, selection of research participants etc. 

should be available for auditing. All data for this study have been saved, 

together with field notes. However, no auditing has been used to ensure the 

reliability. Instead, the researcher has been trying to audit his own work, but 

external auditors would of course have been preferred. 

Validity relates to the integrity of the conclusions generated from the research. 

In qualitative research, internal and external validity are most common 

according to Bryman and Bell (2011). They continue to say that internal 

validity explains if the theoretical ideas are equal to the researchers' 

observations. When analyzing, a logical consistency has to be shown in order 

to prove the quality of the work. In business research, complete objectivity is 

impossible as well (Marshall & Rossman 2006). Instead, the researchers have 

to show that they have acted in good faith and have not obviously allowed any 

personal values in the research. Using theory to manifest one standpoint and 

deriving findings from it is also something the researchers should be able to 

show has not happened in the study. Hopefully this study also fulfils these 

criteria, but as researcher it is hard to judge the own study, so this has to be 

done by others. 

The external validity can be a problem for qualitative researchers since they 

often do case studies and have small samples. The problem is then that the 

findings cannot be generalized for other settings and therefore the external 

validity will be low (Bryman & Bell 2011). This will probably be a problem also 

in this report due to the limited time for interviews and it will therefore be 
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hard to generalize this study even to other environments. More interviews 

would have been preferred for having a more extensive result. However, the 

original researcher should take notes and be able to provide others with a 

description of the studied case. This could help the repeatability and let other 

researchers judge if it is possible or not to transfer the findings into other 

environments.  

 

 

2.6. Ethical considerations 

The ethical considerations are an important part when writing a thesis and do 

research. The researcher must consider how the research should be 

implemented without damaging the participants’ integrity (Ekengren & 

Hinnfors 2012). According to Ekengren and Hinnfors (2012) there are four 

requirements that need to be taken into consideration: 

Information: The participant for the interviews must be informed about its 

purpose and that it is voluntarily to participate. 

Consent: The interviewees have the right to decide whether they want to 

contribute to the research or not. 

Confidentiality: The interviewees are given confidentiality which means that 

they are anonymous and that their personal data will be kept safe. 

User requirements: The collected data about individuals can only be used for 

the research and not in other contexts. 

The ethics have been considered during the interviews and the development 

of the thesis. Those interviewed have been informed about the purpose of the 

thesis and voluntarily participated. Those interviewed are not mentioned by 

name in the thesis. Since the interviews have been made on a high confidential 

level the information gained from the interviews are only used for further 

analysis in this thesis and will not be used by third parties.  
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3. Theory 

This chapter will present the theoretical background of the thesis. It will start with a 

description of value co-creation, followed by definitions of value propositions and description of 

resource integration. The chapter ends with a model that shows how the theory is connected to 

each other.  

3.1. Value co-creation 

According to S-D logic, value propositions support customers’ value creation. 

Value creation refers to the customer being better off when using a product or 

service, e.g. paying a bill through a computer or smartphone or the joy and 

adventure associated with diving in the barrier reef. To realize the value 

proposition a firm must co-create value with its customer by means of direct 

interaction (Vargo & Lusch 2004; 2008; Grönroos & Voima 2013), making the 

customer better off (Grönroos 2008). This means instructing the customer 

how to operate on their computer or smartphone to pay the bill or in how to 

use your diving equipment while diving in the barrier reef. Through direct 

interaction firms has the ability to explain the value proposition, how it should 

be used and how it can be used together with other value propositions, thus 

trying to align firm and customer processes (Grönroos 2008). 

The view of how value is created has changed perspective during the recent 

years, from producers creating the value and embedding it in products or 

services, to a view where service providers co-create value in collaboration 

with their customers. This implies that value is not added during a separated 

and non-interactive production and consumption process but co-created, 

realized and assessed in the social context of the simultaneous production and 

consumption process when operating on the involved actors operant 

resources (Echeverri & Skålén 2011). Vargo & Lusch (2004) argue that the 

customer is a co-producer of value while Grönroos (2008) sees the customer 

as the creator of value. McColl-Kennedy et al. (2012 p.370) argue that value 

co-creation is the “benefit realized from integration of resources through 

activities and interactions with collaborators in the customer’s service 

network”. All these imply that it is the customer who determines what the 

value is by being an active participant in the value creation process when 

operating on the company’s offered value propositions.  

The most direct way to identify key value drivers in co-creation is to ask 

customers for feedback in focus groups, individual interviews or via surveys. 
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You cannot know what customers want unless you find out, it does not matter 

what your company wants, your employees think, or your engineers measure, 

if your guests do not value what you are offering (Ford et al. 2012). The 

service provider needs to immerse themselves in customers to understand 

underlying needs (Gustafsson & Johnson 2003). The customers can tell the 

company a great deal about what actions and behaviors that work or do not 

work. They can also identify what the key value drivers in the experience are 

and, consequently, where development of value proposition activity needs to 

be focused (Ford et al. 2012). By examine customers’ key value drivers, the 

service provider will have the opportunity to personalize (Lyytinen & Yoo 

2002) and customize its services (Mahatanankoon et al. 2005). By customize 

wireless delivered service it will increase service quality (Ribbink et al. 2004), 

customer satisfaction (Wolfinbarger & Gilly 2003) and customer loyalty 

(Zeithaml et al. 1996). When customizing a wireless delivered service the 

technology can assist the customers (Bitner et al. 2000) since the customers are 

able to use the service with minimal or no involvement of the service 

provider’s employees (Meuter et al. 2000).  

 

3.1.1. Value co-creation in social context 

Value co-creation is not just between actors, it is also affected by social forces 

such as norms and social values. Customers might perceive the same service 

differently because of their different social surrounding. Therefore are value-

in-use (what the service does for the beneficiary) most relevant during the 

value creation process (Edvardsson et al. 2011). Therefore it is important to 

have that in mind when creating a value proposition. The same value 

proposition could be perceived differently according to the customers’ norms, 

values and social surrounding. For example a customer is buying a Jeep off-

road car because he wants to participate in the much known Jeep community 

where they organize various events and has a strong cohesion since they share 

the same interest. While another customer is buying a Jeep because he wants a 

big car since it is easier to enter than a regular car and more comfortable 

driving to their house in the country. This example shows that the service 

provider offers the same value proposition but it is perceived differently 

according to the customers’ social context. 
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3.1.2. Value co-destruction 

S-D logic holds that value is realized collaboratively during the interaction 

between service providers and customers and that value co-creation is the only 

possible outcome (Vargo & Lusch 2004). Echeverri and Skålén (2011) argue, 

in line with S-D logic, that the operant resources are the most important 

resources for the co-creation of value during interactions between service 

providers and customers. However, they also argue that the interactive value 

formation is not necessary a creative process but also a destructive one. Value 

could be both co-created and co-destroyed. If service providers and customers 

are satisfied with the outcome of the offered service there will be a co-creation 

of value. However, if there is some misunderstanding between service 

providers and customers when operating on an offered value proposition the 

operant resources will not only co-create value but also co-destroy the value 

(Echeverri & Skålén 2011). 

 

3.2. The value proposition concept 

The value proposition concept is frequently used by practitioners and has been 

defined from various perspectives (O’Dell & Grayson 1999; Payne et al. 2005; 

Andersson et al. 2006; Terho et al. 2012). Lanning and Michael’s (1988) work 

has been influential in defining value propositions as a statement of benefits 

offered to customers, and the price these customers are willing to pay for the 

benefits. Their approach of value propositions was presented in a value 

delivery system with three linked steps: choose the value; provide the value; 

and communicate the value. The term value delivery system collectively refers 

to the formulation and implementation of a value proposition. However, it 

appears to do so in a supplier-led manner. On the positive side, the 

formulation of a value proposition and its implementation forces an 

organization to choose the basis on which it will compete in its chosen 

markets (Ballantyne et al. 2011). Lanning (1998) suggested a move towards a 

more interactive and relationship-oriented perspective by defining value 

propositions as the experience customers obtain through interacting with a 

firm as against competitors. From a different perspective, Flint and Mentzer 

(2006) define value propositions more often as co-produced, rather than pre-

packed in advance by suppliers. This definition represents a major shift in the 

propositional logic and moving away from the focus on value-in-exchange 

(Ballantyne et al. 2011). Value propositions are developed by network partners 
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through knowledge sharing manifested as value-in-use, what the service does 

for the beneficiary, under the terms of S-D logic (Vargo & Lusch 2004). Frow 

and Payne (2008) surveyed the extent to which value propositions were 

actively used within companies. They reported that the concept was used by 

65% of the 265 studied companies, out of which only 8% had developed and 

routinely communicated formal value propositions. 

 

3.2.1. S-D logic perspective on value propositions 

S-D logic holds that firms offer value propositions, that value is co-created 

during interaction and that value is subjectively determined by the beneficiary, 

e.g. when the customer uses the product or service (Vargo & Lusch 2008; 

Edvardsson et al. 2011). Thus, value cannot be delivered to the customer in 

accordance with a value proposition, because value depends on both the 

interaction and the customer context. S-D logic holds that value is co-created 

between the supplier and customer with the value proposition creating the 

expectations of value-in-use (Frow & Payne 2011). When a firm is marketing 

their value proposition it is important to convey the potential value the 

company offers (Kowalkowski et al. 2012). For example IKEA’s 

advertisement about closets does not mention anything about the number of 

boxes that the product has. Instead they communicate the offer of getting an 

organized clothing wardrobe. By this IKEA clearly shows what value 

proposition they offer, the potential value of the service, and that the 

customer is the one who should assemble the closet at home. 

Value propositions are central management tools for achieving a competitive 

position in the market and delivering value to customers (Ballantyne et al. 

2011). In developing competitive customer value propositions, focus should 

be on increasing the benefits for the customer and/or decreasing the 

experienced sacrifices. It is important to understand customers’ needs when 

develop value propositions (Vargo & Lusch 2008), but if service providers just 

ask customers what they want, they risk being backward-looking and obtain 

only the spoken desires and not the actual underlying customer needs (Witell 

et al. 2011; Magnusson et al. 2003). Furthermore, the company’s customer 

value proposition should be built on the competencies and resources that the 

company is able to utilize more effectively than its competitors, that are 

unique, and that result in competitive advantage (Rintamäki et al. 2007).  
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Problematically, the original S-D logic work has left the term value proposition 

undetermined (Vargo & Lusch 2004; 2008). However, Grönroos and Voima 

(2013) argue that although the concept is never explicitly defined in S-D logic 

literature, the value proposition must be considered a promise that customers 

can extract some value from an offering. Similarly, Lusch et al. (2007) treat the 

value proposition as a promise the provider makes that value-in-exchange will 

be linked to value-in-use. Other authors (Ballantyne et al. 2011) share this 

view, while Calonius (2006) goes as far as to equate promises with value 

propositions. However, the promise concept may not be appropriate to equate 

with value propositions in S-D logic since a promise refers to an assurance of 

future consequences (Skålén et al. 2015) while S-D logic claims that value 

propositions is operated on by the involved actors to co-create value for the 

beneficiary.  

S-D logic states that a firm can only make value propositions (Vargo & Lusch 

2004). Vargo and Lusch (2008, p. 7) reformulated this and say that “a firm 

cannot deliver value, but only offer value propositions”. Ballantyne et al. 

(2011) point out that the basis of S-D logic thinking remains oriented around 

the original statement and propose another reformulation of it, which is based 

on reciprocal value propositions.  

 

3.2.2. Reciprocal value propositions 

Reciprocal value propositions are positioned as communication practice with 

the potential to integrate exchange activities, relationship development and 

knowledge renewal (Ballantyne et al. 2011). Based around the notion of 

reciprocity, Ballantyne et al. (2011) contend that S-D logic limits its influence 

when considering value propositions. In any marketing exchange there will be 

at least to evaluators with their perspectives linked together as reciprocal 

promise of value, operating to and from suppliers and customers seeking an 

equitable exchange (Ballantyne & Varey 2006). Ballantyne and Varey (2006) 

point out that there can be no satisfying relationship development unless the 

involved participants reciprocally determine their own sense of what is of 

value and communicate it to their counterparts. Building from this, Ballantyne 

et al. (2011, p. 205) propose a reformulation of S-D logic statement of value 

propositions to; “A firm can initiate or participate in developing value 

propositions as reciprocal promise of value but beneficiaries will always 

determine what is of value in their own terms”. 
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The reformulation provides a basis for moving S-D logic from a supplier-

centric initiation of value propositions to be assessed by the customer in use, 

to an emphasis of reciprocity where suppliers and customer can 

interchangeably initiate or participate in value propositions. In one instance 

customers initiate an enquiry with providers participating a response. In 

another instance customers initiate, with suppliers enquiring as to their ability 

to deliver. The internet amplifies this by challenging the traditional provider 

dominant view of initiators and participants with a view of open-ended, 

discovery oriented and inherently relational perspectives (Stockdale & 

Standing 2004; Prahalad 2004; Truong & Simmons 2010). Another major 

aspect that distinguishes the value proposition concept of S-D logic besides 

the focus on co-creation is the importance of resource integration. 

In this thesis, a value proposition is defined as the service that is offered to the 

market by the service provider.  

 

3.3. Resource integration 

S-D logic differentiates between operant resources, which are intangible, like 

knowledge and skills, and operand resources, which are tangible, like the 

product itself (Vargo & Lusch 2008). Karpen et al. (2012) emphasize that the 

operant resources enable firms to make value propositions. The value 

propositions are offered to the market where customers and firms 

collaboratively integrate operant resources while directly interacting in order to 

co-create value (Grönroos & Voima 2013). Customers integrate resources in 

the form of products and services in their usage process. The service providers 

integrate their knowledge about the offered service and what the customers 

can do when using it, and together they co-create value (Vargo & Lusch 2008). 

Customers are no longer seen as passive participants, they are “working 

consumers”, actors that do work and perform activities that increase the 

market value of a company offer (Cova & Dalli 2009). Resources are also 

integrated in the configurations that firms offer the market in the form of 

value propositions (Vargo & Lusch 2008; Grönroos 2009). However, 

integrating resources into value propositions may also take place between 

multiple actors as well as in network of actors (Ballantyne et al. 2011). 

Vargo et al. (2008) describe how available resources, such as people and 

technology, are bound together in service systems. The value proposition 
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integrates different service systems with each other in a value-creating 

purpose. Companies, or service providers, can offer potential value to 

customers based on their knowledge and capabilities. When the offer is 

available on the market, it is up to the consumers to accept the value 

proposition or not (Vargo et al. 2008). Companies always aim to offer better 

value propositions than their competitors (Vargo & Lusch 2004). A successful 

business strategy has to be based on a differentiated value proposition that is 

hard for competitors to copy (Payne & Frow 2014). 

According to S-D logic, value propositions are formed through the mutual 

exchange of knowledge between the actors who integrate resources to the 

value creation process. The customer is a co-creator and the one who 

determines value while the provider can only offer potential value and be a co-

producer together with the customer (Kowalkowski et al. 2012). S-D logic 

puts more focus on involving the customers in creating and delivering a 

service, than previous research (Vargo & Lusch 2008). This implies that 

companies must spend more time and resources to get more information 

about the market and the consumers. To develop a value proposition that 

customers perceive as exciting and attractive, the service provider must 

understand what the consumers perceive as valuable. By involving the 

customers in the co-creation process they have the possibility to influence the 

outcome of the service. 

 

3.4. How to use the theory 

The theory described implies that a company offer value propositions where 

the service provider and the customer together operate on it. The service 

provider integrates his operant resources and the customer integrates his 

operant resources, while interacting with each other, for the opportunity to 

influence each other’s outcome of the offered service. In this study the 

described theory is used to see how value propositions, the offered service, in 

a wireless environment can be seen as an operant resource for service 

providers to co-create value with their customers. To describe how a value 

proposition, a service provider, a customer and resource integration are related 

to each other for co-creating value, see figure 1.  
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Figure 1: Description of how involved actors operate on a value proposition to co-create 

value. 

This model shows that the service provider and customer interact with each 

other during the integration of their operant resources and collaboratively 

operate on the offered value proposition. This is a process that is going back 

and forth between the service provider and the customer for understanding 

each other’s needs and together create the service outcome. The actions taken 

by the involved actors when operating on the value proposition lead to value 

co-creation which is the final outcome if all actors are satisfied.  
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4. Findings 

In this chapter the findings from the interviews are presented. It starts with findings about the 

smartphone application in general, followed by how the smartphone application is offered to 

the customers and finally, how the smartphone application is created and what the future 

development will be. 

4.1. Smartphone application 

The bank is offering their service through a smartphone application. The 

application contains information and functions that will make the customers 

daily life easier by taking care of their daily bank business at anytime and 

anywhere they want. When the bank is marketing the application they show 

the possibilities, what the customer can do when using the service. For 

example they do not mention anything in detail about the functions in the 

application, instead they communicate their offering of an easy access to take 

care of the customers’ daily bank business whenever they need to. The focus 

with the application is to increase the benefits for the customers, but also 

necessary for the service provider as could be illustrated with this comment 

from the CEO: 

“To offer our service through a smartphone application is today necessary. From being a 

competitive advantage to a necessity, if we do not offer it we will disappear from the market. 

Without it our customers would leave since it is so usual and expected that a bank should 

offer this service today.” 

Why the application has moved from being a competitive advantage to be a 

necessity depends on the easiness to copy. Every other bank offers the same 

service and if someone creates a new function or layout in the application it is 

easy to copy since it fundamentally is built on the same IT-platform.  

Since the development of the application is moving rapidly the bank 

constantly develops the application for keeping up with the market and be one 

step ahead their competitors. When the bank is developing the application 

they do not involve the customers at the first stage since the customers do not 

know what they want. The most important is to have dedicated IT-

professionals that are active on the market and try to innovate new solutions 

before trying it on customers to see if they like or not. This can be illustrated 

with the comment from the CEO: 
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“Earlier we asked customers what they wanted, but not anymore. The most important is to 

have dedicated developers that look at market leaders in other industries, like for example 

Amazon, to see how we can be one step ahead our competitors. Take for example the 

function of shaking your smartphone to see how much money you have on your transaction 

account, how many customers would have said that they wanted that? The answer is none.” 

When the application is developed the bank let several customers try it to see 

if they like or not or if they have to do some improvements before launching it 

on the market. 

 

4.2. Offering the smartphone application 

Once the application is offered the bank cannot control what, how or when 

the customer is using it. When the bank and customers are meeting face-to-

face they can instruct the customers how to use the application and that they 

are available on the market. It is therefore important that the employees know 

how the application is working to manage instructing their customers in how 

to use it. However, a lot of the customers that are using the application get it 

on their own without the involvement of the bank. It is so usual to use 

services through applications that the customers take for granted that a bank 

should provide such a service. When that is the case, the bank cannot instruct 

their customers how to use the application. Instead they focus on doing the 

application easy to understand so customers are able to use it without 

involving the bank for understanding its functions.  

The interviews clearly show that there is a difference in the interaction 

between the customer and the service provider when operating through the 

application compared to face-to-face interaction. There is also a difference in 

the perception of whether it is an interaction or not between the bank and the 

customers when operating through the application. The different perceptions 

can be illustrated with the following two comments, the first from the 

manager of private market and the second from the manager of business 

market: 

“When the customer is using the application there are no interaction, there are no feelings for 

the bank, it is only a problem solver. As long as I (referred to as a customer) can do what I 

want to solve my problem it is ok, but I do it on my own.” 
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“The bank and our brand is reflected in the application when the customers are using it, 

although they do it on their own they still have feelings for us and a relation to us.” 

Seven people out of the interviewed stated that there is no interaction between 

the service provider and the customer when the service is delivered through a 

smartphone application. While the other eight people stated that it was an 

interaction although it was not face-to-face contact. The main finding when 

interacting through the application compared to face-to-face interaction is that 

the customer cannot communicate with the service provider through the 

application if they have any questions or if a problem occurs. This also seems 

to affect the employees since they feel that they cannot help the customers by 

giving advices or instructing them how to do things like they can when 

meeting face-to-face. 

The intention from the service provider is to create value for the customer in 

terms of fast service, time saving, convenient, higher satisfaction, and 

accessibility. The main value for the service provider is to have satisfied 

customers by offering multichannel services and release time for the 

employees. By release time the purpose is to have more time for working with 

customers that need economic consultancy and not for simple transactions. 

 

 

4.3. Creation of the smartphone application 

To create the smartphone application there is a need to have a stable and 

secure IT-platform where the IT-professionals constantly can work with the 

application. The key of being a market leader when creating a service 

application is to have innovative IT-professionals that are looking to other 

successful market applications and work close to their own market to see what 

the customers want. Since the development of technology is rapidly moving 

forward it is vital to be up-to-date and understand the market. This could be 

illustrated with the comment from the manager of business market: 

“IT resources and money are the most important for the development of the application. All 

Swedish banks have the same technical solution so it is important to be up-to-date since 

customer preferences might change rapidly. Therefore it is important that we have skilled and 

innovative programmers that understand the market and fast can copy successful changes 

from our competitors.” 
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The customers are not involved during the creation of the application since 

they do not know what they want. When the application is complete the bank 

let several customers to try it to see if they like it or not before putting it on 

the market. Once the application is available on the market their most 

important resource to expand the number of users are their customers. Since 

customers are used to handle services through applications without involving 

the service provider, their word-of-mouth is the most important resource to 

spread the word of the offered service. The customers are informing each 

other regarding the application and its functions and help each other which 

results in decreased workload for the bank when it comes to informing and 

marketing the application.  

Customer surveys made by the bank have shown that their customers are 

satisfied with the service provided from the application. They can see that 

more and more customers are using the application for doing their bank 

business, instead of visiting the bank or using online banking through a 

computer. The application should not replace the personal contact to the bank 

but will act as a complement and thereby increase customer satisfaction since 

the customers will be able to do their bank business when and in the manner 

that suits the customer. 

The future development of the application is to create a system where to find 

customers behavior patterns. By tracing customers shopping behavior the 

bank wants to customize and personalize their offerings to customers. The 

bank is today offering discounts on different stores when paying with their 

credit card, the discounts and stores are changing every quarter and it is the 

same offerings to all customers. By looking at customers shopping habits they 

want to customize these offerings to not be the same for everyone and at the 

same time give suggestions on other services that the bank is offering that will 

suit the customers depending on their behavior. The offerings and suggestions 

will then be given to the customers through the application.  
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5. Analysis 

In this chapter, the findings are analyzed together with theory. The analysis discusses how a 

smartphone application are created and offered in a wireless environment. There is also a 

suggestion on how a smartphone application can be seen as an operant resource. A 

description of how a wireless delivered service can increase a company’s productivity and 

finally, future development of the smartphone application is also part of the analysis.  

 

5.1. Value proposition in a smartphone application 

The findings from the interviews show that the value proposition, in terms of 

an application for smartphones, is an offered service that contains no value 

until it is operated on by the customers. This follows Vargo & Lusch (2008) 

and Edvardsson et al. (2011) who argue that value cannot be delivered to a 

customer in accordance with a value proposition because value is subjectively 

determined by the beneficiary when operating on the offered service. The 

bank offers the application but it is up to the customer to decide when and 

where to use it for creating their own value. The application contains 

information and functions that will make the customers daily life easier by 

taking care of their daily bank business anytime and anywhere they want. The 

customers are no longer tied to the banks opening hours or visiting their office 

to do their daily bank businesses.  

The smartphone application have become a central management tool for the 

bank to achieve a competitive position in the market for delivering value to 

customers (Ballantyne et al. 2011) and a necessity for surviving on the market. 

When the bank is marketing the application and the expected customer value 

they show the possibilities for their customers, what the customers can do 

when using the service. By this the service provider clearly shows what value 

propositions they offer, the potential value of the service, and that the 

customer is the one who should use the application on their own.  

In order to create a competitive value proposition for the bank, it is most 

important that the bank is utilizing its competencies and resources more 

effective than its competitors. This will create a unique value proposition 

which results in competitive advantage (Rintamäki et al. 2007). Therefore are 

the operand and operant resources the most important for developing their 

application to differ from the competitors and also for being fast in copy the 

successful changes from the competitors.  
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5.2. Resource integration and creation of a smartphone application 

For the creation of the smartphone application it is important for the service 

provider to integrate both their operand resources (computers, IT-platform 

etc.) and operant resources (knowledge and skills). The most important for the 

creation of the value proposition and the development of it is their operant 

resources, in terms of dedicated IT-professionals that are operating on the IT-

platform to form the value proposition and constantly are working with the 

application to keep up with the market. It is vital for the IT-professionals to 

work close to the market and understand what the customers perceive as 

valuable. Since the development of technology is rapidly moving forward it is 

important to be up-to-date and analyze new possibilities and customers 

changing preferences. The only resources that is able to do so is the operant 

resources. By operating on the stable and secure IT-platform and integrate 

their knowledge and skills they will form the value proposition that will be 

offered to the customers. 

It is vital to understand customers’ needs but when the bank innovate or 

develop the application they do not involve the customers during the creation 

process first stages, since the customers do not know what they want. It is first 

when the application is complete they let a group of customers to try it before 

launching it on the market. Therefore are the customers an important resource 

and part of the creation of the value proposition since they integrate their 

resources to give feedback about what will work and not will work.  

Vargo and Lusch (2004, 2008) state that a firm cannot deliver value, but only 

offer value propositions. That statement is for once the value proposition is 

created and offered to the market. During the creation of a value proposition 

in a technological context it seems that the service provider is the main 

producer, but the customer is involved and influencing the production of an 

application, otherwise the service provider will not know if the market will 

accept the offering or not. This can be compared to the traditional market 

where a company for example produces a drilling machine without the 

customers’ involvement in the production process. These research findings 

points towards that a value proposition in a technological context is co-created 

with the service providers’ resources and the customers’ resources, which is 

not the case in the traditional market where the service provider is the creator 

of the value proposition. These findings are important for service providers to 

take into account when creating a value proposition in a wireless environment. 

Service providers need to have innovative developers and also involve 
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customers in the production of smartphone applications to know that the 

market will accept the service.  

 

5.2.1. Resource integration and delivery of the smartphone 
application  

Once the smartphone application is offered to the market it should, according 

to S-D logic, be operated on by service providers and customers when 

interacting and integrating operant resources to enable the mutual co-creation 

of value (Vargo & Lusch 2004; 2008). The bank employees have to know how 

the application is working to manage instructing their customers how to use it. 

When the bank employees and their customers are meeting face-to-face 

through direct interaction (Grönroos 2008) the service provider has the 

opportunity to instruct the customers how to use the application and the 

customers can make use of previous usage of other applications in order to 

understand the application from the bank. The bank integrates the application 

and their knowledge and skills about the application while the customers 

integrate resources in form of a smartphone and their knowledge and skills in 

order to co-create value (Grönroos & Voima 2013). The value is realized in 

satisfied customers for the service provider and for the customers it is the 

opportunity to take care of their daily bank business at any place and in the 

manner that suits the customers. The service of doing bank business through a 

smartphone application should be seen as value proposition that is offered in a 

value-creating purpose. The intention with the offering is to create value for 

the involved actors such as time saving and high customer satisfaction. It is 

therefore a value proposition with a potential value, but the value is not 

realized until it used by the beneficiary. It is first when the customers are using 

the application on their own that the value of time saving for the involved 

actors is realized.  

To offer service through a smartphone application has become ubiquitous. 

For customers to take care of their desired service it is today very common to 

do it through smartphone applications. The majority of the bank’s customers 

seem to be well known with the use of applications since they get it on their 

own without processing from the bank. For influencing the customers to 

obtain and use the application the bank does some marketing but the most 

important resource is the customers’ word-of-mouth. When the customers are 

satisfied with the service they will let people in their social surrounding to 
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know and thereby influence more people to use the application. This is 

consistent with S-D logic that suggests service providers to involve the 

customers in the delivery of a service (Vargo & Lusch 2008). The application 

is an offered value proposition with a potential value that is realized when the 

customers operate on it. The customers thereby create and deliver the service 

to themselves, but also for other customers. By spreading the word of the 

application and the service obtained from it in their social network they will 

deliver and help other customers to create the same service. By involving 

customers in the process of service production and delivery, it will result in 

greater perceived value and satisfaction (Cova & Dalli 2009). For the service 

provider to maintain the important resource of customers’ word-of-mouth 

they must spend time and resources to get information about the market and 

the consumers to retain the application to be perceived as exciting and 

attractive.  

The majority of the customers get the application on their own and thereby 

the service provider does not have the opportunity to integrate their operant 

resources together with their customers and collaboratively operate on the 

value proposition. The bank offer the application but it is the customers who 

integrate their operant resources when operating on the value proposition in 

order to create value for themselves, and as an effect of that also creates the 

value for the service provider. If the customers manage to use the application 

without processing from the bank it must be because of the easiness to 

understand how it works. Several scholars (Vargo & Lusch 2004; 2008, 

Karpen et al. 2012, Grönroos & Voima 2013) argue that it is the operant 

resources that enable service providers to co-create value with their customers 

when operating on value propositions. If customers are operating on the 

application by integrating their operant resources without meeting the service 

provider face-to-face, the service provider’s operant resources has to be 

offered wireless in accordance with the smartphone application. The service 

provider’s knowledge and skills about how the application works and should 

be used must be integrated in the application so that customers know how to 

operate on it. A value proposition in a wireless environment therefore also 

becomes an operant resource, because without the service provider’s operant 

resource, the customers and service provider would not collaboratively create 

value for each other. When offering value propositions in a wireless 

environment it is therefore important for service providers that the application 

is well developed and easy to understand since it is not only a value 

proposition but also an operant resource.  
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5.3. Value co-creation in a wireless environment 

According to Vargo & Lusch (2004) should the customer be seen as a co-

producer of value when operating on the offered value proposition and 

therefore are the service provider and the customer always co-creating value. 

To exemplify; without the offered value proposition the customer would not 

be able to have the opportunity to take care of their daily bank business 

whenever and wherever they like. Therefore, the service provider creates the 

opportunity to make the customers daily bank business easier to handle when 

the customer is operating on the value proposition, and by that they are both 

co-creating the value. However, the smartphone application is a wireless 

offered value proposition and are only a platform where the customers do the 

work when using it for being satisfied and to fulfill their needs. The 

application has no value until the customers are using it for their own benefit 

(Edvardsson & Tronvoll 2013).  

If the smartphone application is only seen as a value proposition and not as an 

operant resource, the service provider would not be part of the value co-

creation since the service provider cannot influence their customers in how to 

use the application when customers gets the application on their own, without 

direct interaction with the service provider. What the service provider can do 

is to integrate their knowledge and skills into the smartphone application so 

that customers get information on how to operate on the application and what 

opportunities they have when using the application on their own. Thereby, the 

service provider can influence customers to get the most out of the offered 

service and increase customer satisfaction. The smartphone application can 

therefore be seen as an operant resource for the service provider, to have the 

opportunity to co-create value with their customers in a wireless environment 

when not meeting face-to-face. When the service provider is meeting their 

customers face-to-face they can actively give instructions of how to use the 

application and its possibilities. To not lose that opportunity when a service is 

delivered wireless, without direct interaction, it is important for the service 

provider to integrate their knowledge and skills into the application and see it 

as their operant resource. By that, the service provider has the opportunity to 

influence customers’ usage of the service.  

The intention from the service provider is to create value for the customer in 

terms of fast service, time saving, convenient, higher satisfaction, and 

accessibility. The customer can access the application when it suits the 

customer and they can do their bank business independently of the bank. The 
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main value for the service provider is to have satisfied customers by offering 

multichannel services and release time for the employees. By release time the 

purpose is to have more time for working with customers that need economic 

consultancy and not for simple transactions. Thereby the service provider can 

do more profitable businesses and maintain a higher level of service. These 

findings point towards that the smartphone application is only seen as a value 

proposition that is offered to the customers to operate on and that value is not 

co-created. One of the main values for the service provider is to save time to 

do other work while the value for the customers is to save time by doing the 

bank business on their own. Therefore is the customer the one who creates 

the value for themselves and also for the service provider, because if the 

customer would not use the application, there would be no value for the 

service provider. If the smartphone application instead is seen as an operant 

resource, the service provider would have the opportunity to co-create value 

with their customers although it is the customers who do most of the work on 

their own. By integrating the service provider’s knowledge and skills into the 

application and see the application as an operant resource, the service provider 

would have the opportunity to co-create value with their customers in a 

wireless environment while they at the same time can do more profitable 

business in giving economic consultancy to other customers.  

When customers are using the smartphone application the final outcome is 

not always value co-creation, it could also be value co-destruction (Echeverri 

& Skålén 2011). If the customers find it hard to use the application or get 

information about how it works, the customers would not perceive the offered 

service as valuable. As a result, customer will be frustrated and visit the bank 

for asking questions about the application and do their bank business at the 

bank instead of using the application. By this the service provider also loses 

their value with their offered service since they do not save the time to do 

other work as they want. The value has then been co-destroyed. Echeverri and 

Skålén (2011) argue that it is the operant resources that are the most important 

for co-creating value, and also for the co-destruction of value. Since value can 

be both co-created and co-destroyed when operating on a wireless offered 

value proposition it means that it has to be some operant resources involved 

from the involved actors. The customers are operating on the application at 

anytime and anyplace they want by integrating their operant resources. The 

service providers can only influence how the smartphone application works 

and are offered. Therefore, the service provider needs to see the smartphone 
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application as an operant resource since it is their only way to influence the 

customers’ service outcome. 

 

5.3.1. Wireless value proposition increase productivity 

Consumers are no longer perceived to just integrate resources to co-create 

value with a company, they are also seen as “working consumers”, actors that 

do work and perform activities that increase the market value of a company 

offer (Cova & Dalli 2009). When the service is delivered through a 

smartphone application to save time for the service provider and the 

customers, the customers can be seen as working consumers since they do 

some of the work the bank used to do for them. The service providers’ 

intention for customers’ value by offering the application is supported by 

Bitner et al. (2000) who state that technology can assist customers and 

function as a facilitator and enabler of value in the value creation process. 

When activities are transferred to customers, productivity usually improves 

(Edvardsson 1997). The delivery of service through an application differs from 

face-to-face interaction, it requires customers’ active participation in the 

production process of the service. Such service enable the customers to use 

the service with minimal or no involvement of the service provider’s 

employees (Meuter et al. 2000). The service provider no longer needs to focus 

on being accessible for doing customers daily bank business, instead they can 

focus on profitable business and give more customers economic consultancy 

etc. and thus increase productivity.  

 

5.4. Interaction through the smartphone application 

An interaction is a mutual or reciprocal action where two or more parties have 

an effect upon one another. The parties are in some contact with each other 

(Grönroos 2011). Why almost fifty percent of the interviewed said it was no 

interaction might depend on misunderstanding the meaning of the word 

interaction, since the most common to think of when talking about interaction 

is face-to-face interactions (Wang et al. 2011). Although it is a wireless contact 

between the service provider and the customer it is still an interaction since 

the parties have the opportunity to influence each other’s outcome.  
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During direct interaction, provided that the firm makes use of the 

opportunities of such an interactive process, the service provider co-creates 

value with its customers (Grönroos 2011). A lot of the customers that are 

using the application get it on their own without the involvement of the bank. 

Therefore, the service provider does not have the opportunity to influence the 

customers through direct interaction. Outside direct interaction, customers’ 

value creation when operating on value propositions obtained from the service 

provider is independent value creation. Hence, a service provider cannot be an 

independent value creator, only a value facilitator by developing, designing, 

manufacturing and delivering value propositions required by the customer 

(Grönroos 2011). If service providers only act as a value facilitator by 

delivering the smartphone application to its customers it will not lead to value 

co-creation, it will make the customer a value creator. For service providers to 

be part of the value creation process they have to make use of the opportunity 

to influence their customers by integrating their knowledge and skills, in terms 

of instructions and possibilities, into the smartphone application. In so doing, 

they can influence their customers’ experience when using the application. The 

service provider becomes a value co-creator with its customers even though it 

is not direct interaction. This is made possible if the smartphone application is 

seen as an operant resource instead of only an offered value proposition. The 

service provider can offer the smartphone application as an operant resource 

to make it easy for the customers to understand how it works and what they 

can do with it when the customers are integrating their operant resources, 

which will lead to co-creation of value in a wireless environment. 

 

5.4.1. Service quality increase the outcome of value propositions 
in technological contexts 

Since the interaction is made wireless without direct participation from the 

service provider it is important that the application is easy to understand for 

the customers and keeps high service quality. The bank has noticed that more 

and more customers are using the application for doing their bank business, 

which is an indication of customers being satisfied with the offered value 

propositions. The application should not replace the personal contact with the 

bank but will act as a complement to make the customers bank business easier 

to access. Therefore it is important to have high service quality when offering 

service through smartphone applications to meet customer needs and increase 

customer satisfaction. These findings are consistent with Ribbink et al. (2004) 
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who identified a positive link between electronic service quality and customer 

satisfaction. Customers who are satisfied with the quality of services received 

from a service provider will be more likely to form intentions to repeat 

purchases from the same provider (Wolfingbarger & Gilly 2003). Zeithaml et 

al. (1996) argued that when customers are satisfied with the service provided, 

certain behaviors were evident including customer loyalty, willingness to pay 

higher prices and reduced likelihood that customers will complain about the 

company to others. It appears that the research results are pointing towards a 

significant link between service quality, customer satisfaction and customers’ 

behavioral intentions when offering a value proposition in technological 

contexts. 

 

5.5. Developing the value proposition  

For developing a value proposition in order to attain service quality it is vital 

to listen to the customers through the development process (Edvardsson 

1997). The bank constantly develops the application for keeping up with the 

market and to be one step ahead their competitors, but they do not involve 

the customers in the first stages of the development. They have learned that 

the customers do not always know what they want and usually do not give 

suggestions on new innovative solutions. These findings are consistent with 

Witell et al. (2011) and Magnusson et al. (2003) who state that if a service 

provider just ask customers what they want, they risk being backward-looking 

and obtain only the spoken desires and not the actual underlying customer 

needs. To understand customer latent needs, managers have to immerse 

themselves in customers to understand problems and underlying needs during 

the customers’ whole service experience (Gustafsson & Johnson 2003). By 

looking at other successful applications in other industries the bank get the 

opportunity to see what customers wants and why the other applications have 

become so successful, in order to copy successful changes that will suit their 

own business. By letting several customers to try the developed application 

before it is introduced to the market, the bank will understand if the offered 

value proposition fulfills customers’ needs during their service experience.  
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5.5.1. Develop the communication through the smartphone 
application 

One finding from the interviews was that the customers cannot communicate 

with the service provider through the application if any questions arise or 

problem occurs. This also affected the employees since they cannot help the 

customers in a way they would prefer to have the opportunity to do. The 

service provider should intensify and deepen the communication with its 

customers by developing the existing application since it can be used as a tool 

to increase the interaction between the firm and the customers (Lusch & 

Nambisan 2015). By trying to develop the application so they facilitate a 

deeper interaction with customers, the service provider can spend time 

communicating with customers during the service process, which is important 

and therefore get valuable information about customer needs and preferences 

(Ostrom et al. 2010) and possibly developing the offered value proposition 

and trigger product and market success (Gustafsson et al. 2012).  

 

5.5.2. Future development of the value proposition 

Service providers that is engaged through mobile services will find advantage 

in developing unique value propositions founded upon customization 

(Mahatanankoon et al. 2005) and personalization (Lyytinen & Yoo 2002). By 

analyzing customers behavior patterns the bank want to be able to offer 

services through the application that suits the individual customer needs. 

Personalization increases personal relevance by making it possible to 

customize services to personal preferences and interests (Lyytinen & Yoo 

2002). Depending on how the customers are using the application and their 

shopping habits, the customer will get suggestions on functions in the 

application that are most likely to be used. The arising problem here is where 

to draw the line for interrupting the personal integrity. Do the customers want 

the bank to trace their shopping habits? Do the customers want the bank to 

control what they do since they have a lot of information about the customers’ 

economy? A lot of questions about safety and personal integrity arise but I will 

leave that discussion here since it is out of my research field. It is although 

important to remember that it does not matter what your company wants if 

your guest do not value what you are offering (Ford et al. 2012). 
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6. Conclusion 

The last chapter presents the conclusion with an answer to the purpose of the thesis. The 

chapter ends with suggestions on future research that has been found in this thesis.  

The purpose of this thesis was to describe how value propositions can be seen 

as an operant resource in a wireless environment, for service providers’ 

opportunity to co-create value with their customers. I found out that the 

service provider does not have the opportunity to actively instruct its 

customers, in how to use the smartphone application and what possibilities 

they have when operating on it, when service is delivered wireless. This is 

because the majority of the customers get the smartphone application on their 

own without processing from the service provider. What the service provider 

can do when offering service in a wireless environment is to see the offered 

value proposition as an operant resource and integrate its knowledge and skills 

into the smartphone application. Thereby it will make it easier for the 

customers to get the most out of the service. Moreover, the service provider 

gets the opportunity to co-create value with its customers.  

Service providers and customers have to interact and integrate their operant 

resources when operating on a value proposition in order to co-create value. 

Since the service provider cannot actively integrate their operant resources by 

direct interaction when the service is delivered wireless, the value proposition 

has to be seen as their operant resources for having the opportunity to co-

create value with its customers. The only way for the service provider to 

influence its customers is through the smartphone application. They should 

therefore make use of that opportunity by integrating their knowledge and 

skills into the application so it is easy for the customers to understand and 

thereby increase customer satisfaction.  

One other finding was that the service provider should intensify and deepen 

the communication with its customers through the smartphone application. 

The service provider should make it possible for customers to communicate 

with them if some problem occurs during the service process. This will result 

in higher satisfaction for the employees since they can help their customers in 

a way they would prefer to do and also increase customer satisfaction since the 

service provider will be available during the service process. It will also give 

the service provider valuable information about customer needs and 
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preferences and thereby possibly help to develop the smartphone application 

and trigger product and market success. 

Another contribution to service providers is to involve customers in the 

creation process of smartphone applications before putting them on the 

market. Service providers should not only ask customers what they want and 

need because of the risk of being backward-looking and only obtain the 

spoken desires and not the actual underlying needs. It is important that service 

providers have innovative developers that are active on the market to identify 

customer needs and look at other industries successful smartphone 

applications to learn from it and copy successful functions. But before the 

smartphone applications are introduced on the market it is important to 

involve customers to see if the application will be accepted by the market or 

not. 

 

6.1. Future research 

During this study, certain areas have shown to be interesting for further 

research. The first suggestion would be to study if the findings from this study 

are applicable on the whole banking industry and also in other industries that 

are offering service through smartphone applications. It could be research on 

how other service providers integrate their operant resource into the 

smartphone applications or if service providers in other industries see the 

value proposition as an operant resource when delivered in a wireless 

environment. It could also be research on whether other service providers 

involve their customers in the creation of smartphone applications or not, and 

if the smartphone applications are a necessity to survive on the market in 

other industries as well. 

In this study interviews have been made with employees at Westra Wermlands 

Sparbank. To get a more comprehensive result from both the service provider 

and the customers perspective on service delivered through smartphone 

applications, I suggest that also interviews should be made with the banks 

customers in future research. Interviews with customers could be interesting 

for the opportunity to see if they perceive the outcome of the service as a 

value co-creation or if they see themselves as working consumers that do all 

the work on their own.  
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Another suggestion for further research could be to focus on value co-

destruction when service is delivered through smartphone applications. What 

in the delivery phase can lead to co-destruction of value, how does value co-

destruction occur and what can service providers do to avoid it to happen? In 

this study the focus has been on how value propositions can be seen as an 

operant resource in a wireless environment, for service providers’ opportunity 

to co-create value with their customers. Therefore has value co-destruction 

been left aside and will be a good opportunity for further research on service 

delivered in a wireless environment. 

The final suggestion to further research is to research how service providers 

trace customers shopping habits in the financial industry. Since the banks have 

a lot of information about customers’ economy it is important for service 

providers in the financial industry to know how customers are affected by 

being traced on their shopping habits and how the customers perceive the 

knowledge and feeling of being traced.  
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8.  APPENDIX 

In APPENDIX all the questions used during the interviews are presented. 

8.1. Interview guide 

1. How do you offer your service to customers through smartphone 

applications? 

2. Can you tell how these services work? 

3. What significance does it have for your company that you offer your 

services to customers through smartphone applications? 

4. How do your customers know that you offer these services? 

5. How do you inform your customers about how the services work? 

6. What similarities are there in the interaction between the company and the 

customer via smartphone applications compared to face-to-face meeting? 

7. What are the differences in the interaction between the company and the 

customer via smartphone applications compared to face-to-face meeting? 

8. How does your company follow up that your service through the 

smartphone applications keeps high quality and that the promised services 

work? 

9. What do you consider to be the most important resources for those 

services? 

10. Your company provides services through smartphone applications to 

create any kind of value for your company and the customers, what is the 

value created for your company? 

11. What is the value created for your customers? 

12. What are your thoughts regarding development of the services offered 

through the smartphone applications, where does “the input” come from, that 

determine how the services should look like? 

13. Can you tell what distinguishes your service offerings via smartphone 

applications compared to your competitors?  



 

  


