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Abstract 
Introduction: The retail market in the 21st century will be determined on how quickly 

and efficiently the retailer can respond to shifts in consumer demands. 
Due to the physical environment of the store (store value) and the inter-
action with the consumer (shopping trip value), the local retail store has 
the advantage of generating this tangible and intangible information. It 
is then of importance that this information will be transferred towards 
the retailer, who has the opportunity to use this information and gener-
ate it into outputs that can be used as negoitables; this value creation 
process is an unique success indicator for creating a value network 
within retail supply chain.  

Purpose:  The aim of this research is to present an understanding on the value 
creation process in the grocery retail chain. 

Methodology: Having an inductive nature, this thesis tried to bring a new understanding 
on value creation in grocery retail business, by using hermeneutics as a 
methodology approach. For empirical study, the qualitative approach 
was used. Data was collected through open-ended interviews with repre-
sentatives in grocery retail chains.  

Conclusion:  The main players in the value network were determined in a grocery re-
tail chain as retailer, local retail store and other stores in the chain; and 
the suppliers. An intensive value exchange between the retail store and 
the retailer was found and following that, it was concluded that the re-
tailer converts the value input from the local retail store into tangible 
and intangible value outputs towards suppliers. Combining the conclu-
sions, the research defines that a value network is existing, but on a very 
low level. But more to the point, the study shows the importance of 
value creation by the retail chain, and that creating the possibility to 
share information about products, in-store experience, consumer 
knowledge, and consumer requirements is one of the biggest advantage 
the grocery retail chain has to develop this value network further.  
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1 Introduction 

This chapter will by using a funnel approach, discuss the reason why we are conducting this research, fol-
lowed by the purpose and the research questions. It starts with the theoretical background of the study; 
and the area of research. In the end of this chapter, the problem discussion will result in the purpose and 
the necessary research questions.A outline of the thesis and the delimitations of the thesis are provided af-
terwards. 

Innovation in supply chain management gained grounds in retailing as it is a necessity for 
an organization to differentiate. More over, in order to survive and compete in the mar-
ket these days, creating value in the retailing industry is undeniably of high importance, as 
it might lead to competitive advantages for the whole chain. Looking at the parties in-
volved, retailers are holding a more strategic place than before (Adolfsson, 2005), and 
have therefore a significant influence on the Fast Moving Consumer Goods industry in a 
whole. From this perpective, this thesis focuses on two important topics, the value crea-
tion within the retail chain and the importance of the local retail stores in this matter.  

To start this thesis, an anecdote will give a better understanding on the importance of the 
communication between the local store and his headquarters. This example shows that 
transferring knowledge from the local retail store to its retailer is important when 
changes are made. Established organizations rarely identify these changes and are there-
fore too late to act appropriately and quickly.   

“Shopping at the local supermarket (Delhaize) of a small village in Belgium, my friend and I 
were confronted by the store manager, asking us why villagers bought so much more meat on Mon-
days and on any other day the meat gets barely sold.” This is the right question, however not the 
question but the answer is very important for the store. Answer: “The local butcher is closed on 
Mondays.” So „Why do people go to the local butcher instead of the supermarket, even though the 
supermarket is cheaper?‟ is the following question and the answer is simple: “The supermarket 
used to have a counter with a nice variety of meat, same as the local butcher. The current super-
market has only pre packed meat which gives the villager more than one reason to go to the 
butcher. First of all there is more variety and second, the villagers used the meat counter to talk to 
people and socialize. Now people go to the more expensive butcher. Somewhere, the message of the 
importance of the meat counter in this village never made it to the headquarters. The store man-
ager never observed or interviewed the customers when changing the store, and now it is too late.  

At the beginning of the research process of understanding the current situation, it soon 
became evident that the availability of knowledge about the value creation within a value 
network in retailing, was rather limited. The authors also realized that the matter at hand, 
was relatively new and unexplored. More specific, there seems to be no indication of a 
value network existing in Fast Moving Consumer Goods (FMCG) industry; however, 
few authors have briefly approached the concept of value network in retailing. 

As to give clear view on the research aim, Exhibit 1 shows the scope of the study. As re-
searches emphasise the importance of the shopping trip, and that both products and 
stores are contributing to the shopping trip value (Diep & Sweeney, 2008), previous 
knowledge shows that the value creation at store level is very important. Gummerson 
(2008) states that closeness of contact with the consumer is important to create added 
value. Following these thoughts, creating value, both tangible and intangible, has become 
the main focus of the retailer (Diep & Sweeney, 2008). The physical presence of local dis-
tributors has an advantage because of their ability to observe and gather information be-
yond statistics, as a result of their close contact with the consumer. However, investiga-
tion of this topic also shows that the current focus is on creating the value for the con-
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sumer, but not on how the created values are transferred back to the retailer. As this in-
formation is important for the retailer to possess, there needs to be an exchange between 
the local retail store and the retailer; solely creating value at the local retail store is not 
enough anymore. As the retailer business is highly competitive and rapidly changing 
(Boyer, Frolich & Hult, 2005), the ability of identifying changes and acting quickly and 
appropriately is crucial, in order to keep a profitable business (Chesbrough, 2006:265). 
Therefore it is important to understand that the focus on competition and creating a 
competitive advantage has shifted from the organizational level to the network level 
(Hamel, 2000:88-92) within this case the focus will be on the network created by the re-
tailer. 

 

 

Exhibit 1 : Scope of the study: Value creation process in the retail chain, own construction 

 

1.1 THEORECTICAL PERSPECTIVE OF THE STUDY 

Within this section, the theoretical perspective will be further explained. This part is 
needed in order to understand how the purpose came about, and what background is 
needed. The section gives a better understanding of the innovation in supply chain man-
agement, the current situation in retailing industry and local grocery stores. There is also 
a short synopsis provided on previous research about value networks in retailing. 
 

1.1.1 Innovation in supply chain management 

In a highly competitive environment, adding value beyond the consumers‘ needs has be-
come very important. If a company wants to survive, it has to differentiate itself from its 
competitors by creating added - values for its customers. This was already known in 1985 
when the Harvard professor Michael Porter (1985) researched and developed a concept 
to create added value on organizational level. This concept is called the value chain. It 
has become the most used tool over the last few decades. This method represents analy-
ses and maps the way organizations can create added-value by configuring their activities. 
It has proved to be a very useful method. However this model focuses strongly on the 
tangible aspects of the organization and isolates the organization from the environment 
(Middendorp, 2005:5). But when an environment is highly competitive and changing rap-
idly, making changes is inevitable. A better tool – one that analyses value networks and 
can handle more complexity – could be an answer. ‗Organizations, employees, and tech-
nology must adapt to their environment – which is a network – to be and remain suc-
cessful‘ (Middendorp, 2005:1). Sergej van Middendorp (2005) mentions in his article 
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‗Value Network Analysis, Strategic Planning Faces the Music‘ that part of the reason for 
this change is that the ‗consumer is becoming more vocal, due to the emergence of the 
Internet. Companies are forced to change their methods from supply-driven to demand-
driven and from independent with competition to businesses ecosystems‘. This challenge 
makes supply chains more focused on value networks. ‗Therefore, understanding and 
implementing strategies to deliver and sustain value is crucial for retailers seeking to 
achieve a competitive advantage‘ (Diep & Sweeney, 2008). 

‗The relationships between companies in value networks tend to be more complex than 
the traditional make-buy-relationships. Traditional buyer-supplier-relationships consider 
only the exchange of tangible value, and do not see intangibles as objects of exchange be-
tween business partners.‘ (Timonen et al., 2007:506) Allee V. (2002) explains the impor-
tance of this intangible value exchange, and its necessity for value creation. ‗In these 
value networks companies usually operate through different types of relationships than 
traditional make-buy-relationships‘ (Timonen et al., 2007:506), by putting more effort 
into creating deeper relationships with their suppliers, stakeholders…   

1.1.2 Retailer background 

‗The retail environment in the twenty first century will bring radical changes and intense 
competition pressure. Retailing will become an industry of global competition. Regional 
and national retailers will have to defend their position against new international compe-
tition‘ (Wileman, 1997:6-7). 

Retailers are becoming more important in the field of supply chain management with 
their ability to foresee the demand coming from customer. Retail Supply Chain manage-
ment, as a subfield, investigates the relations between retailers and manufacturers includ-
ing their distribution centres and local retail stores. In these complex relationship link-
ages, each party involved needs to be well coordinated with the other and there needs to 
be a continuous flow of communication among them in order to perform business activi-
ties effectively.  
 
Retailers are important in the sense that manufacturers do not have the same ability as 
them. They play a value adding role for customers. Bernandi and Larsson (1993) empha-
sise that ‗the manufacturer sells a product while the retailer sells an assortment.‘ They 
point out that ‗the crucial thing for the retailer is to manage and create a choice of prod-
uct and services that can match the actual lifestyles and demands of the consumers‘ (Ber-
nandi & Larsson, 1993). Manufacturers can not generate a sales mix due to the lack of 
connection to the end customer. Retailers bridge the ‗international gap‘ between suppli-
ers and customers. (Mckenna, 2008) 

In her dissertation, ‗‗Stores and the Consumers, Two perspectives on Food Purchasing‟ Holmberg 
(1996:226) defines that ‗the retailers can be regarded as a business partner, and for the 
manufacturers it is wise to search for, to value, and to use the special knowledge that re-
tailers possess. The manufacturers are expert on their products. The consumers are ex-
perts on how they use their products. The retailers know their local market‘.  

In the Fast Moving Consumer Goods industry as the goods are sold in large quantities; 
and require immediate response to every demand or change, retailers have a great impact. 
Lemmink & Wetzels (1996) mention in their article ‗Manufacturer Distributor Relationships 
and Channel Service Quality‘ that distributors play an important role in non-price competi-
tion in fast moving consumer goods sector. ‗In today‘s highly competitive market place, 
for fast moving consumer goods, many brands exist with similar characteristics. Devel-
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opment of product and service differentiation becomes increasingly difficult to realize. 
Consequently non-price competition particularly by offering high quality customer ser-
vice becomes increasingly important as a marketing instrument by producers towards dis-
tributors.‘(Lemmink et al., 1996:33) 

Kao Y.C (2007:53) indicates ‗that fast moving consumer goods industry have brought 
forth intensive actions on launching new products in the recent years‘. The flow of the 
goods and in line with this, the demand coming from the customer in this industry be-
comes more sensitive and innovation becomes a more strategic tool to get competitive 
advantage. Value creation is vital for this industry in terms of innovation in its supply 
chain. ‗Companies need to concentrate more on connecting with customers in ways and 
situation where their messages are more relevant‘ (Gagnon& Chu, 2005). The retailers 
have the biggest chance of identifying the so called ―moment of truth‖, and when and 
where the consumer can be influenced. The positioning of retailers in their environment 
becomes much more important, and they will have to re-examine, how to differentiate 
from competitors, respond to consumers needs and manage operations internally but es-
pecially externally 

1.1.3 Grocery store background  

‗Groceries have proceeded a lot of business innovations and practices, from brand man-
agement to barcodes and today‘s self check out. The struggle behind all this is far from 
boring, what makes this sector so interesting is the high level of stiff and aggressive com-
petition‘ (Boyer, 2005:xii-xiii).  

According to Wileman (1997:21-23), there are five retail sectors for defining and evaluat-
ing brand-building: Repertoire, Proximity, Category Killers, Grocery and Service. Within 
this thesis, the focus will be on the grocery retailing business. This sector is considered a 
separate segment due to its sheer size and because of their involvement with strong pro-
ducers of long-established fast moving consumer brands. Its brand development is a 
combination of the Proximity (consumer choose stores primarily on the basis of loca-
tion) and Category Killers (out of town formats, offering maximum ranges and aggres-
sive prices) (Wileman, 1997:22-23). 

It is clear that the most of the purchase decisions are made in the store, but it is very in-
teresting to find out that the store itself is overlooked by both suppliers and retailers, al-
though it has become more strategic important for firms and for networks in a broader 
sense. Store value itself had been researched a lot so far (Fernandez et al. 2007), as it is 
obvious that customers prefer the stores that they can be most satisfied and receive the 
most portion of value, existence of more store choices for customers makes competition 
fiercer. Therefore retailers must try to find new ways to meet more than consumers‘ ob-
jective and functional needs, but also enhancing the purchase experience by making the 
store a more enjoyable place. Characteristics of the store such as environment, its loca-
tion or its staff are crucial in the sense that they contribute to the customers to form 
value perceptions (Kotler, 1973). In support of this a research done by IBM Institute in 
2002, clearly states that the person-to-person experiences and in-store experience itself 
has the deepest impact on customer satisfaction 

‗Each store can be regarded as its own market place with a set of conditions and prereq-
uisites. The store operates on a micro market with a particular set of customers, competi-
tion, and a bundle of resources including layout, store location, personnel, and a 
neighbourhood that largely affects what is the potential action range. The task for the re-
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tailer is to develop skills to manage this micro market as well as possible given condi-
tions‘ (Holmberg, 1996). 

1.1.4 Value network and retailing 

‗Value network‘ is not a new subject in innovation, however due to the emergence of 
Internet, the focal point of research on value networking has been on e-commerce; and 
how internet changed the demand of consumer. Therefore it‘s logical that the start of the 
value network innovation is situated in the Information and Communication Technolo-
gies sector and telecommunications. However, the implementation of value network has 
proven an advantage in pharma companies as well (Cooke, 2004b). Chesbrough, Van-
haverbake and West (2006) conclude in their book ‗Open innovation-Researching a new 
Paradigm‘ that value network can be applicable to a growing range of businesses.   

Kothandaraman & Wilson (2001) states that firms are now trying to analyze and deter-
mine their position within value networks. What is labelled as ―value-creating networks‖ 
here has been referred to by multiple names by scholars. For example, some writers de-
scribe them as supply chains, others describe them as market networks, and others call 
them value chains, value nets or value-creating networks. It is a dynamic situation, as 
firms try to understand their position in a global business environment and how they fit 
into networks. Verna Allee (2000) mentiones in her article ‗Reconfiguring the Value 
Network‘ that ‗in the fast-moving world of e-commerce there is increasing buzz about e-
webs and business webs. But business webs are just one type of value network. Virtually 
any organization can be understood as a value network. Yes, any organization, including 
government agencies and non-profits. Although interest in business webs is fuelling de-
velopment of new types of analysis, these value network perspectives can help explain 
the dynamics of non-profits, economic clusters, and national economies as well.‘  

Therefore, a literature review was conducted in order to find information about the value 
network importance in the Retail sector. Many researches have been conducted about the 
importance of the logistics part in the retail sector and value creation is important for the 
understanding of how competitive advantage is achieved (Lars Huemer, 2002; Persson, 
Jensen, Engebrethsen & Flygansvær, 2008). In spite not much research is done concern-
ing value networking within the grocery retail chain some researches are relevant to this 
study. The first study is done by Adolfsson & Solarz (2005), they found in their thesis 

‗Power Shift and Retailer Value in the Swedish FMCG Industry’ that information 
shared is limited to ordering and information regarding consumer demand beyond order-
ing aspects is rarely discussed. In connection to new product launches the suppliers 
sometimes contact the retailers to get an idea of what they think, however the opposite is 
rarely done except when a retailer has specific requirements regarding product attributes. 
Despite a lot of similarities with this study, the focus is entirely different. Adolfsson & 
Solarz (2005) studied the relationship between suppliers and retailers, while this research 
will create a better understanding on how the grocery retail chain uses and manages val-
ues. 

Another relevant study was conducted by Timonen & Vlitalo (2007); they explored the 
knowledge sharing challenges in value networks within the Finnish groceries industry. 
Their findings were that ‗focus of knowledge sharing has been on information, and [that] 
the organizational arrangements do not encourage the sharing of valuable know-how‘. 
(Timonen et al., 2007) However, their focus was on all other relationships except on the 
relationship between the consumer, the local grocery and the retail chain. 
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1.2 PROBLEM DISCUSSION 

The first chapter has shown some reasons why this study is necessary. To summarize the 
previous part, the end of the retail supply chain has been examined from different angles 
but an overall view on value creation by the local retail store itself hasn‘t been clarified 
yet. Secondly, the value network is shown to create a competitive advantage in different 
complex industries, however little research has been done about the position and the role 
of the retail chain in creating a value network. To address this lack of research, this thesis 
will provide a better understanding on how value creation and transfer is organized in the 
grocery retailing business. This leads us to the purpose. 
 

1.2.1 Purpose 

The purpose of the study is to present an understanding on the value creation 
process of the grocery retail chain. 
 

1.2.2 Research questions 

When realizing the purpose, it‘ll hopefully contribute to the future research on the value 
creation of the grocery retail chain. As stated before it is mentioned that the relationships 
created between the customer and the local retail store can create value for the whole 
network of partners beyond the organization itself. The physical environment of the 
store (store value) and the interaction with the consumer (shopping trip value) creates 
frequent and sustaining relationships. By using the intangible information generated by 
the local retail stores, manufacturer, suppliers and logistic firm can create added value to 
the consumer. Despite the established importance of consumers‘ interactions and rela-
tionships, the values generated by the local retail store, there is no overall view of what 
kind values are created during the shopping trip for both the local retail store as the con-
sumer, which leads us to the first research questions: ‘What kind of values are created 
due to the physical contact between the local retail store and the end consumer?’. 

Secondly, the retail market will be determined on how quickly and efficiently a company 
can respond to shifts in consumer demands. Therefore, the value network from retailer 
perspective needs to be analyzed and mapped first. So far almost no research is done 
about the position of the local retail stores within the value creation process. However, 
the added value to the value network by both suppliers, and logistic service providers 
within the fast moving consumer goods has been researched recently. Besides, there is 
too little research done on how values travel from local retail store to the retailer. This 
leads us to the next research question: ‘Which values, created at the local retail 
stores, are managed by the retailer? 

To understand where the retailer is situated in creating and directing actual value network 
as a participant of the retail supply chain, the last research question follows from the pre-
vious one: ‘How does the retailer manages these values in order to create a value 
network?’. 
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1.3 DELIMITATION 

Within this thesis, we will focus on the angle of the retailer. We will not include the 
manufacturers or suppliers view on the matter. Besides, this thesis is neither a research 
on marketing nor on customer relationship management. It uses the angle of customers‘ 
perception of value or shopping attributes to examine value creation process of the re-
tailing business, more specifically the grocery retail chains. 
 

1.4 THESIS OUTINE 

The thesis will now proceed with the following disposition: 

Chapter 2: Research Design & Method 

Within the next chapter, the method to achieve the purpose will be explained. The chap-
ter will give an answer to what the design of the study is; what methods will be used; 
what the scope of this case is; and the objectivity of the study. 

Chapter 3: Theory 

This chapter will enlighten the theories necessary to analyse the empirical findings and 
achieve an answer to the research questions. The explained theories will be: value and 
value creation; value network approach and the necessary analysis in order to define the 
value creation by retail stores and retailers. 

Chapter 4: Empirical findings 

Within this part, the results of the interviews will be shown. There will be two parts, the 
interview answers from the retail store managers and the data given by a person in the 
headquarters, who is competent in giving the right answers. The authors will support the 
empirical findings with quotes given by the different interviewees.  

Chapter 5: Analysis 

This chapter will analyse the results of the empirical study. The analysis will be supported 
by the use of the explained analysis in theoretical framework. The authors will combine 
the information from the interviews, the theoretical analysis and the empirical findings. 

Chapter 6: Conclusion 

In this chapter, conclusions will be made regarding the research questions and the pur-
pose. The authors will give a complete view on this study by defining how values travel 
through the retail supply chain and if a value network exists or not. 

Chapter 7: Discussion 

This chapter will give the reader some information about the authors view on the re-
search, and how this study contributed to the research concerning value networks in re-
tail supply chain. They will close with the practical implication for the further research 
and improvement of local retail stores and retailers. 
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2 Research design and Method 

In this chapter we will present the research methods being used in order to meet the purpose of this study. 
First, we explain our choice of research approach followed by the procedure of data collection and process-
ing. Further, we conclude the method section with a discussion regarding possible criticism against chosen 
methods in the relevant parts presented. Finally, we discuss the issue of objectivity.   

2.1 RESEARCH DESIGN 

Aaker et al. (2001:70) defines research design as the ‗detailed blueprint used to guide a re-
search study through its objectives and the process of designing a research study involves 
many interrelated decisions.‘  In order to achieve the purpose, the previously stated re-
search questions will be investigated. With the aim of answering these questions, authors 
need to conduct different researches. The used method will be based on the empirical 
findings in line with a qualitative approach using a case study. According to Merriam 
(1998:33) focusing on ‗a single case study is a particularly suitable design if you are inter-
ested in the process and it can be chosen for its uniqueness for what it can reveal, as re-
gard to phenomenon, knowledge we wouldn‘t otherwise have access to‘. This research 
will try to shed light to the process of value creation rather than the outcomes and the 
case that will be investigated reveals why this research is needed. The first part will be a 
purely theoretical research that will map the values created by local retail stores. The re-
sult of this research will be the input for interview sessions on how values travel through 
the retailer, and the analysis. The first part will explain how the research will be con-
ducted for the values creation between the local retail store and the consumer. In the 
second part, an explanation on the research will be given on the travel characteristics of 
the different values between the different participants. 

2.2 CASE STUDY AS A RESEARCH STRATEGY 

Yin (1994:13) defines a case study as ‗an inquiry that investigates a contemporary phe-
nomenon within its real life context, especially when the boundaries between phenome-
non and the context are not clearly evident‘. Merriam (1988:21) defines a qualitative case 
study as an ‗intensive holistic description and analysis of a single instance, phenomenon 
or social unit‘. ‗The case study offers a means for investigating complex social units con-
sisting of multiple variables of potential importance in understanding the phenomenon. 
It offers insights and illuminates meanings that expand its readers‘ experiences‘. (Mer-
riam, 1998:41) Determining when to use a case study as opposed to some other research 
design depends upon what the researcher wants to know. Yin (1994:9) suggests that for 
purposes including how and why questions, the case study strategy is a distinct advan-
tage. ‗Qualitative case studies can be characterized as being particularistic, descriptive and 
heuristic‘, where the heuristic characteristics of a case study are suggested by these as-
pects. (Merriam, 1998:31) 

 A case study explains the reasons for a problem the background of a situation, 
what happened and why; 

 A case study explains why an innovation worked or failed to work; 

 A case study discusses and evaluates alternatives not chosen; and 

 A case study evaluates, summarises and concludes thus increasing its potential 
applicability.( Merriam, 1998:31) 
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Qualitative case studies can also be differentiated based on their disciplinary orientation 
or by function or combining both(Merriam, 1998:34). Certain fields of study use case 
study research for specific purposes. Ethnographic, historical psychological, sociological 
case studies‘ focus points are different from each other (Merriam, 1998:35).  It is also 
possible to add observational case studies as a separate type of the study in terms of its 
purpose. Biklen and Bogdan (1992) say that the major data gathering technique in those 
types of case studies is participant‘s observation. The focus of the study can either be on 
a particular organization or some aspect of the organization.  

 A particular place in the organization 

 A specific group of people  

 Some activity of the organization (Biklen and Bogdan, 1992:63) 

This research strategy gathers related data from ideas, observations and information of 
the responsibles of a specific organization. The focus will be on retailing companies, 
more specific local retail stores and retail headquarters. Responsibles such as store man-
agers, store development managers will be the source. In order to get necessary informa-
tion, the authors will try to make interviews analysing the activities and business relation-
ship between local retail stores and retailers.  

Case studies can also be described through their overall intent, intent for descriptive, ana-
lytical, evaluative and interpretive. Authors also found common points with interpretive 
case studies because of their basic qualifications. Merriam (1998:38) notes that ‗interpre-
tive case studies contain rich, thick description. These descriptive data however is used 
‗to develop conceptual categories or to illustrate, support or challenge theoretical as-
sumptions held prior to the data gathering. A case study researcher gathers as much in-
formation about the problem as possible with the intent of analysing, interpreting or 
theorizing about the phenomenon‘. (Merriam, 1998: 38) 

2.2.1 Scope of the case 

The case focus of this study is on the practices of creation and transferring of values by 
retail stores and the retailers. The scope of the case is the value creation process of gro-
cery retail chain. To be more specific, this case examines the retail stores and the retailers 
in Swedish ‗fast moving consumer goods‘ market. It forms the boundary of the study 
starting with the local retails stores and the retailers in this market; and it ends with their 
transactions towards other member in the supply chain. This research will analyse the 
process of the value creation dynamics in specific organizations in retailing business.  

As this research includes a qualitative study based on the Swedish ‗fast moving consumer 
goods‘ industry, the authors claim that the findings won‘t be sufficient to explain all dy-
namics of the value creation in the retailing business. On the other hand, the authors be-
lieve that it will generate an insight to understand how the local retail stores contribute to 
value creation and how retailers perceive and convert those values; and obviously this 
study will open new doors for further studies. 
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2.3 RESEARCH APPROACH 

This section will explain research approaches of this case study. Research approach aims 
to present the reader which tools will be used in order to conduct the case study.  Litera-
ture underlines two different dimensions of research approaches, the first is deductive 
and inductive; the second dimension is qualitative and quantitative. Following parts will 
break down more in detail those dimensions together with chosen approaches. 

2.3.1 Inductive study 

As Kuhn (1991) describes in his book ‗The skills of arguments‘, there are two different 
ways of reasoning: Deductive and inductive. Those two methods are different from each 
other in terms of focusing on theory and empirical findings. As deductive literally means 
from general to particular, it uses an existing theory to support the empirical findings. Its 
starting point is the theory and its hypothesis with empirical generalizations. It is possible 
that the hypothesis are accepted or rejected for latter. On the other hand, inductive 
means from particular to general. The last one is commonly used in social sciences; in 
this area the studies are mostly qualitative in nature. It can simply be defined as the gath-
ering of empirical findings or remarks with the aim of building a theoretical framework, 
or to reach a conceptional framework based on the collected data with a testable struc-
ture in the end of the study. Inductive method doesn‘t have the claim of absolute reality. 
(Kuhn, 1991) 

This study starts from a pre-understanding on value network approach based on the the-
ory of the value network model by Verna Allee. Conducting this study within the specific 
sector of retailing, the objective is to find out if it is possible to conclude with a new un-
derstanding through our empirical findings by mapping out a value network model fo-
cusing on retailers and see which stage is completed in the model. Hence, an inductive 
method is chosen for the study.  

2.3.2 Qualitative study 

Adolfsson (2005:12) states that a qualitative method is a term used for all methods that 
only have in common that they are not quantitative and cannot be used to obtain the sta-
tistical results. Qualitative studies permit the researcher to study selected issues, cases or 
events in depth and in detail, and have the advantage of producing a wealth of detailed 
data about a small number of persons (Patton, 1987). 

‗The distinction between standardization and non standardization as the dividing line be-
tween qualitative and quantitative method thus becomes a little blurred which does not 
prevent it from being useful‘(Alvensson, Sköldberg, 2000).  Qualitative methods start 
from the perspective and actions of the subjects studied, while quantitative methods 
typically proceed from the researchers‘ ideas about the dimensions and the categories 
which should constitute the central focus (Bryman, 1989). Biklen and Bogdan (1992) 
summaries five basic characteristics for qualitative research,  

 Qualitative research has the natural setting as the direct source of data and the re-
searcher is the key instrument.  

 Qualitative research is descriptive 

 Qualitative researchers are concerned with process rather than simply with out-
comes or products. 
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 Qualitative researchers tend to analyse their data inductively. 

 Meaning is of essential concern to the qualitative approach. (Biklen, Bogdan 
1992) 

 
As the research aims for a deeper understanding of the current situation of the retail 
supply chain, a quantitative study wouldn‘t be appropriate. In this case, a qualitative study 
will help us gather more in-depth information. 
 

2.4 HERMENEUTICS AS METHODOLOGY APPROACH 

Hermeneutics is a methodology that emerged a long time ago, finding its roots in the 
Ancient Greece. It is a term mostly used in social sciences, and is derived from a Greek 
word meaning ‗interpret‘. The Greek verb hermeneuein (to interpret) and to the noun her-
meneia (interpretation) are the source of the modern concept (Keeves, 1997:187). Herme-
neutic simply refers to the following principle: understanding a text as a whole is only 
possible by relating to the single parts and the understanding of each single part by relat-
ing to the whole. ‗There is no way to understand them separately, hence that is called as a 
circle and sometimes spiral because a deep understanding is possible by changing be-
tween the single parts and the whole‘ (Alvesson, Sköldberg, 2000:53). 

‗Hermeneutic researchers use qualitative methods to establish context and meaning for 
what people do. ‗Hermeneutics is much clearer about the fact that  they are constructing 
reality on thebasis of their interpretations of data with help of the participants who pro-
vided the data in the study.‘ (Patton, 2002:115). Hermeneutics interpretes texts and re-
lates parts to whole in order to construct a deeper meaning.  

The purpose of hermeneutics is to increase the understanding regarding other cultures, 
groups, individuals, conditions, and life styles present as well as the past. (Keeves 
1997:186) Keeves (1997) states that the process must be mutual, implying an increase in 
self understanding on the part of subject and interpreter alike. It aims to clarify its own 
working principles to understand understanding. This goal is realized not through the 
application of method but by bringing into focus the deep assumptions and meanings 
that inform everyday existence. (Keeves, 1997: 186) 

2.4.1 Understanding, pre-understanding and interpretation  

Understanding, pre understanding and interpretation are core concepts to explore the 
functioning of hermeneutics. As the original literal meaning of understanding ‗to stand 
close to or under something‘ shows to come closer or being familiar to the essence of the 
meaning (Keeves, 1997:186). The idea of familiarity is essential to the interpretative proc-
ess. Familiarity obtains the ability to interpret what is understood, this preliminary under-
standing can be called as pre-understanding from hermeneutics perspective. ‗For without 
at least a dim sense of familiarity with the work as a whole, there would be no context 
within which to make sense of or relate individual parts. In this respect, pre-
understanding makes reflective understanding possible, it functions as a structure, a 
whole within the limits of which reflective understanding evolves‘ (Keeves, 1997:187).  
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Exhibit 2 : The hermeneutics spiral, inspired by Fåhræus, E.R (2000). 

 

Understanding of new text requires pre-understanding, but at the same time, if the pre-
understanding will be improved, pre-understanding also requires understanding of the 
new text. Understanding continuously refers back to earlier pre-understanding and pre-
understanding is related to new understanding. This circle is defined as hermeneutic cir-
cle shown in the Exhibit 2(Alvesson & Sköldberg, 2000:52-57). 

2.4.2 Hermeneutics in organizational research 

Marschan-Piekkari & Welch (2004) argue in their book ‗Handbook of Qualitative Re-
search Methods for International Business‘ that hermeneutics is appropriate to conduct 
business studies due to the fact that organisational phenomena are bound to be inter-
preted by the people around them. ‗To understand the meaning of an organizational 
phenomenon means having reconstructed the motives, intentions, aims or expectation 
which have produced the phenomenon. This, in turn, will be strongly be influence one‘s 
reaction to that organizational phenomenon‘ (Marschan-Piekkari & Welch, 2004 p.86). 
They also mention that although hermeneutics is still in the underdog lots of researchers 
have used this methodology before for business studies like consumer behaviour, organ-
izational culture… (Marschan- Piekkari & Welch, 2004) 

As mentioned in the previous section, the method embraces pre-understanding, under-
standing and explanation. ‗Pre-understanding is what we know about the phenomenon‘ 
(Gummerson, 2003:484) and is the start of our research; in this case values are created on 
store level. In a second phase, ‗the understanding of the improved knowledge‘ (Gum-
merson, 2003:484) will lead to the results of the study. In the last stage, ‗explanation usu-
ally claims to require an unambiguous cause but as business life is in many ways ambigu-
ous, softer and more transient explanations are required in practice‘ (Gummesson, 
2003:484). 
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2.4.3 Hermeneutics in this study 

In this research, the authors concluded to use hermeneutics as the appropriate method-
ology since, many common features were found with this approach.  The theories ex-
plained in the theoretical framework about value networking and value creation, com-
poses a pre-understanding for this research area. In addition, the value creation at the lo-
cal retail store combined with the empirical data gathered in the interviews, has been 
used in order to reach a new understanding on how the values are created in the grocery 
retail chain. This will be presented in a model and create a broader understanding refer-
ring the theories explained before. The authors mainly interpreted the results of the em-
pirical data to reach a general understanding. Previous researches and existing theories 
generated the pre-understanding which will be used to get a deeper understanding on the 
value creation process in the grocery retail chain.  

2.5 RESEARCH METHOD 

2.5.1 Theoretical investigation 

The authors explored the theory of the study as a natural continuation with the aim to 
explain the method in order to answer the following research question: ‗What values get 
created between the local retail store and its consumers?‘ The result of this research is a 
compilation of previous studies on values creation due the physical presence of the local 
retail store.  

During the investigation, the authors came across a lot of different studies about value 
creation in retail supply chain management and customer relationship management. 
Therefore, the authors decided to conduct a literature study. Due to the big amount of 
information, and not all of the information would be valuable to fulfil this purpose, only 
information valuable for the study was withheld. The data gathered in the theoretical 
framework provided the authors with enough information to map the different values 
created on the level of relationship between the consumer and its local retail store, and it 
is made applicable to the value network analysis.  

The information was gathered by searching for academic articles in databases provide by 
Jönköping University through the general search engine e-Julia. This led to some more 
specific databases like science direct and proquest. A couple of books were found on retail 
supply chain management and customer relationship marketing, which turned out to be 
relevant for this study. The search for information was conducted from a broad horizon 
and narrowing it done to very specific information. The following keywords were very 
important: Retailing & retailing relationships, Supply Chain management, Fast Moving 
Consumer Goods, Customer Relationship Management, Value Creation, Local retail 
store, store value, shopping trip value, tangible & intangible values. Further into the in-
vestigation, the authors used the common used authors and articles in order to generate 
more data on value creation by the local retail store.  

Because of the wide variety of information, the study calls for a proper interpretation of 
the results. Therefore, the authors found it necessary to create a working compilation of 
the found material about value creation, and can be found in the summary part of the 
theoretical framework. As the data is entirely based on desk research, the gathered in-
formation will be part of the theoretical framework. 
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2.5.2 Interviews 

After conducting the literature study, the gathered data was used as an input to the inter-
views of local store managers and retailers in order to find out if the values found in the 
previous research find their way to the retailers and what other values are created. In a 
second phase, the authors interviewed the retailer in order to find out how they manage 
this information to create value exchange with other members in the retail supply chain. 

The relevant interviewees for this study needed to be positioned in retailing industry in 
FMCG market. In this study, the authors chose to focus on the Swedish grocery retail 
chains, as both authors are based in Jönköping (Sweden). This evolves in the fact that the 
relevant and necessary resources are subject to these geographical constraints. In this re-
gard, as being foreign students benefiting from the Swedish education system, the au-
thors feel that contributing to the Swedish society for this indulgence is a way of showing 
our gratitude.  

In order to map out the entire value network, interviews with more participants are nec-
essary. Because of the fact that this study is solely focusing on the retailer and the local 
retail store, the authors found it necessary to interview the store manager on the level of 
the local retail store; and on the level of the retailer, the aim was to find responsible of 
store development.  

Because of the limited amount of written material produced in the specific area of value 
transfer within the FMCG industry, the authors believe that the best source to find in-
formation is the people who are confronted with this topic every day. When looking for 
possible companies to interview in Sweden it became clear that there are not a lot of re-
tailers present on the Swedish FMCG market. (see Exhibit 3) Only four companies have a 
considerable market share; ICA, Coop, Axfood and Bergendahlsgruppen. (Adolfsson, 
2005)  

 

Exhibit 3 : Swedish FMCG retailers - Market Share 2004, based on Swedish food retail market figures 
(Blank, 2004:22). 

As searching for interviewees, the authors decided to interview people holding a position 
in one of these grocery retail chains that would be directly relevant to the problem area. 
In relation to the scope of the case study, the authors believe that Coop & Willys are a 
relevant source of information for this research. These local retail stores own a strong 
brand portfolio, and they are in possession of large market shares. They are believed to 
give an inside view on how the relationship between local retail stores and the retailers 
contribute to the value creation and where they are positioned in the value network. Ax-
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food is operating as one of the biggest traders in food retail and wholesale in Sweden, 
they have retail operations which were conducted through the wholly owned Willys, 
Hemköp and PrisXtra chains, comprising 225 stores in all (www.axfood.se). It was found 
to be a suitable candidate to explore their exchange of values.  Table 1 shows the details 
about the interviews that were conducted. 

Company  Title Name Interview Duration Date 

Coops Fo-
rum 

Store manager 
Coop Forum 
Jönköping 

Carl Johan 
Rösiö 

Face-to-
face 

1 hour 11/05 

Willys  Store manager – 
Willys öster-
angen 

Stephan 
Arbhede 

Face-to 
face 

30 min 26/05 

Axfood Head of Private 
Label Design 

Elisabet Green 
Karlsson 

Face-to 
face 

1 hour 25/05 

Table 1 : Interview details 

Once the research problem has been identified, the researcher must decide what infor-
mation is needed to address the problem and what the best to obtain that information 
(Merriam, 1998:71). Patton (1987) states that there are three kinds of data collection in 
qualitative studies: direct observation, written documents, and in-depth, open ended in-
terviews. The main purpose of the interview is to obtain a special kind of information. 
The researcher wants to find out what is on someone else‘s mind (Patton, 1990:278). As 
the focus will be on the interviewees‘ view on how values are created and transferred, an 
open-ended interview would be the most useful method (Patton, 2002:4). The aim is to 
find out what communication there is regarding to values, therefore an in-depth inter-
view was chosen to obtain this data. In conducting an in-depth research, a planned, well-
structured interview was prepared in order to get out the relevant information. However, 
it is necessary to explore every question as deeply as possible (Adolfsson, 2005:13). 

 
1. Local store managers 

When contacting the local grocery stores, the caller asked for the store responsible (store 
manager). The purpose of the study was explained, and an appointment was given for a 
face-to-face interview. The interviewer posed pre-designed open questions, and addi-
tional questions were asked to get a more in-depth view in some occasions. The respon-
sibles were asked afterwards if they wanted to stay anonymous both by personal name 
and company name. Both interviewees had no problem with publishing their name 
within the study.  

Some key issues that were discussed are written down, taking into account that the actual 
questions will follow from the theoretical investigation about the existing values. 

 Value creation at local retail store 

In this area, the interviewer talked about store image or personality, promotions, 
special services, closeness of contact, instructions given by retailer, own input, 
implementation of the retailer‘s policy into the local store, level of independency 
and decision making,… What values are given by the headquarters and what 
problems they are facing. 
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 Communication with retailer 

In this part, the manager was asked questions about what information they share 
with the retailer. If it is just about goods, services or do they also share knowl-
edge about what they learned in the store. Is it expertise, know how or more in-
tangible information like brand image, loyalty… The interviewer asked also ques-
tions to find out if they are in regular contact about this information, if the re-
tailer asks for it or if they are giving that information on their own. 

 Communication with others 

The interviewer asked questions regarding their communication about knowledge 
with other members beside their headquarters. And what kind of information 
they share. 

 

2. Responsible in retailer office 

With contacting the headquarters, the question was posed to talk to the either, somebody 
responsible for store development, category managers or an authorized person who has 
strategic knowledge on their relations with the local stores. The potential interviewees 
were first tried to be contacted by e-mails explaining the purpose of the research and 
asked them if they can participate in an interview. After several e-mails, as the managers 
have a busy agenda and hard to contact through the telephone. The decision was made 
to go to the financial headquarter office of Axfood in Huskvarna as the internal commu-
nication system in the companies always help to quicken procedures. Meeting in person 
with the accounting manager in Huskvarna opened doors. He transferred the request to a 
responsible from purchasing department. This person agreed to participate in an inter-
view. In extend of that, there was some back and forth emailing asking the interviewers 
to send the draft of the thesis and the questions to the manager of purchasing depart-
ment. A phone call was placed which resulted in face-to-face an appointment.  

Below are some key issues that needed to be answered on based on our theoretical inves-
tigation about the existing values and the information gathered in the interview with the 
local store manager. 

 Communication with the local retail store 

In this issue, information gathered about value exchange in the interview with the 
store manager was used to get a better understanding of the situation. Questions 
were asked to find out what values they share with the retail store, what informa-
tion and instructions they give. Also here, the level of independency of the local 
retail store and what information they expect from the store manager were dis-
cussed.  

 Communication with other participants 

To find out if the values created at the local store level, continue their way 
through the supply chain towards other participants like manufactures, distribu-
tors, supplier etc., questions were asked on how they use that information and 
how the relationships are with those participants. 
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 Their awareness of value network 

This last question was asked to find out if they have knowledge about a value 
network. If they know if creating a network with certain suppliers might give 
them a competitive advantage over their competitors. And how communicating 
these values at store level can help them create a network. 

2.5.3 Criticism of sources 

As part of the thesis, the authors feel it necessary to state some problems and issues re-
garding the used sources. As starting the thesis in a foreign country, there was no prior 
knowledge about actions necessary to contact Swedish retailers. Concerning this state-
ment, the authors found out that getting in contact with both store managers as manag-
ers in the headquarters was rather challenging. As clarification, the process of contacting 
the relevant interviewees will be explained, as regard to future research in this sector.  

1. Store Manager 

When searching for interviewees in the local retail store, the researchers contacted several 
local retail stores within the Jönköping areas. During this process, stores of all relevant 
grocery retail chains were contacted, such as Hëmköp(1), Willys(4), Ica(2),  and Coop (1). 
From these eight stores that were repeatedly contacted within the duration of a month 
and a half, only two store managers could find the time in their busy schedule to contrib-
ute to this study. Therefore, the empirical findings lack substantial amount of data that 
could have been obtained by conducting more interviews. However due to the limited 
period of four month of research, more relevant interviews could not be conducted. This 
is part of the delimitations as no generalization can be made in the end.  

2. Responsible in retailer office 

In regard to the retailers itself, the authors contacted all previous stated retailer in Swe-
den. Every company was approached several times through phone and emails. However, 
most efforts were unsuccessful, as the contact details were not specific enough. In all oc-
casion, the request for interviews was referred to the general e-mail address mentioned 
on the website. Therefore, a last effort was made by going to the financial headquarters 
of Axfood in Huskvarna. Due to this personal contact, the researchers managed to get a 
contact detail of a manager in the headquarters in Solna (Sweden). Also here, no gener-
alizations can be made 

Regarding to why the choice of Axfood, Willys and Coop; the authors would like to state 
that this is due to the above mentioned issues. In this case, the authors believe that these 
interviews created enough data to complete the analyses, and a conclusion that will an-
swer the purpose.  

 

2.6 TRUSTWORTHINESS OF THE STUDY 

2.6.1 Validity of this study 

The validity of the study is the term used to define how well it manages to capture and 
measure what it is meant to measure (Svenning, 1997). Two branches in validity can be 
distinguished: Internal validity and external validity. While internal validity focuses on the 
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generalizations of the study without questioning, external validity questions the generali-
zation of the study. As no generalization for every retailer can be made in the end of the 
research, the validity of the study will be external.  

Because of the fact that a qualitative research was conducted, the external validity equates 
to transferability, meaning that the responsibility of using this information lies with the 
reader, not the researcher (Trochim, 2006). In order to seek transferability, the following 
aspect need to be kept in mind: Listen and observe carefully, be candid, record accu-
rately, begin writing report early, use primary data in report, use all data for final report, 
seek feedback, seek balance and write accurately (Wolcott, 1990). 

2.6.2 Hermeneutics and validity  

As the methodology approach will be predicated on hermeneutics, it may raise questions 
on the claim that the interpretations can carry subjectivity instead of objectivity.  Keeves 
(1997) asks the question that if ‗it is possible for a hermeneutics philosophy to stay within 
a historically conditioned circle of understanding and at the same time to posit rational 
principles as conditions for the possible validity or truth of particular claims to under-
standing?‘ (Keeves, 1997:190). Authors believe that hermeneutics presents essential ways 
to understand and contribute that other areas cannot reach in scientific research. It is en-
abled by a communicative linkage between object and the subject. In hermeneutics, sub-
ject and object are not detached but rather engage in a communicative relationship (Blei-
cher, 1982:63)  

Authors support their ideas on hermeneutics and validity within the principle that under-
standing is not possible without explanation. Interpretation and understanding are thus 
promoted by means of logic and argumentation. Moreover, they play important roles in-
troductory and final stages of scientific research (Keeves, 1997:190).  

2.6.3 Reliability of this study 

‗Whereas validity regards the study as a whole, reliability regards the instruments used in 
the study to gather information. Reliability is a prerequisite for validity, if a study is not 
reliable, it is not valid either. It can however be reliable without being valid.‘ (Adolfsson, 
2005:23)  

Reliability is about the consistency of findings and „The traditional quantitative view of reliabil-
ity is based on the assumption of replicability or repeatability. Essentially it is concerned with whether we 
would obtain the same results if we could observe the same thing twice. But we can't actually measure the 
same thing twice. By definition if we are measuring twice, we are measuring two different things. In order 
to estimate reliability, quantitative researchers construct various hypothetical notions (e.g., true score the-
ory) to try to get around this fact. The idea of dependability, on the other hand, emphasizes the need for 
the researcher to account for the ever-changing context within which research occurs. The research is re-
sponsible for describing the changes that occur in the setting and how these changes affected the way the re-
search approached the study‟ (Trochim, 2006). Therefore, in order to make this thesis more 
repeatable by other researchers, the authors described the process in detail; and explained 
the actions taken in order to collect the necessary data to conduct the analyses. As the re-
searcher follows these specifications, he would be able to exactly repeat the study.  
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2.6.4 Credibility of this study. 

In a qualitative study, it is as of utmost importance to stay objective when conducting the 
interviews and interpret this information accurately in the empirical findings. In order to 
achieve the highest level of objectivity possible in this case, the authors first send the 
questions and the thesis draft to the interviewee in advance by email. However, this was 
only the case with the responsible at the headquarters, as the questions for the store 
managers were more straight forward and easy to answer. Then when meeting the inter-
viewee face to face, the interviewer explained again the purpose and then the questions 
were asked (see APPENDIX 1). All the interviews were recorded and transcribed after-
wards. However, due to the language obstacle of conducting the interview in English in a 
Swedish speaking environment, some minor words were changed to improve the gram-
mar. There were no changes made that would change the meaning of the answers.  
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3 Theoretical framework 

In this chapter, the will enlighten the relevant theories necessary to analyse the empirical findings and 
achieve an answer to the research questions. The explained theories will be about value and value creation 
dimensions; value network approach and the necessary analysis in order to define the value creation by re-
tail stores and retailers. 

As common in every academic research, the authors will relate the empirical findings to 
relevant theories. As this study is almost entirely about values and value creation, the 
theoretical framework will highlight first what value actually means; what theories there 
are concerning the creation of perceived value in the retailing business; and what values 
are created for the consumer in the local retail store. In a second part, the value network 
approach will be situated in the current organizational strategies. This part will follow by 
the explanation of the value network analysis and the different analysis that will be used 
to explore the value exchange, creation and the impact it has on the organization. In the 
final part, the authors will give as summary and an overview on how the theoretical basis 
will be used in order to analyse the empirical findings. 

3.1 VALUE CREATION IN RETAILING 

Within this section, the authors will try to give an explanation about what value actually 
means within the retailing business. Value has become an important concept among con-
sumers, retailers, and producers, and for many organisations, it represents the ‗litmus test 
of business success‘ (Albrecht, 1995:2) because ‗creating outstanding customer value is 
the only secure route to achieving sustainable financial and market success‘ (Sweeney et 
al., 1999:78). This section will be followed by a general overview of the different value 
creation approaches, afterwards value creation dimensions will be given and reviewed 
from two different angles, value creation for consumer due to the physical presence of 
the local retail store; and second is value creation for value network analysis, showing the 
difference between intangible and intangible information.  

Despite the huge amount of research that has been done on value creation, the concept 
of ‗value‘ has often not been clearly defined in studies;  according to Khalifa (2004), the 
concept has become one of the most overused and misused concepts in the social sci-
ences in general and in the management literature in particular. However, the authors feel 
it to be necessary to give some examples of definitions in order to create a better under-
standing of the concept. 

 From a retailing perspective, Harnett (1998:21) emphasises that ‗when retailers 
satisfy people-based needs, they are delivering value, which puts them in a much 
stronger position in the long term.‘ 

 Value has been defined as a source of differentiation that retailers can profitably 
utilize (Swait and Sweeney, 2000). 

 One of the most used definitions is the one provided by Zeithaml (1988: 14), 
who defined ‗value‘ as: ‗ . . . the consumer‘s overall assessment of the utility of a 
product based on perceptions of what is received and what is given‘. 

 Holbrook (1994, 1999) states that there is a difference between ‗value‘ and ‗val-
ues‘.  
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 ‗Value implies a trade-off between benefits and sacrifices; moreover, it 
implies an interaction between a customer and a product or service‘ 
(Payne&Holt, 2001).  

 ‗Values are thus the implicit criteria that are employed by an individual in 
making a preference judgment. These criteria guide the behaviour of 
people because they reflect the desired ultimate end-states of existence‘ 
(Flint et al., 1997). 

Fernandez (2007) concludes in his article ‗The concept of perceived value: a systematic 
review of the research‘ that the major features of perceived value revealed by the present 
study are: 

 The concept of perceived value implies an interaction between a subject and an 
object. 

 Value is relative by virtue of its comparative, personal, and situational nature 

 Value is preferential, perceptual and cognitive-affective in nature (Fernandez, 
2007:443-444) 

‗The term value is commonly used related to the trade-off between quality and price‘ 
(Hansen&Solgaard, 2004:70). However, referring solely to the price and the quality 
would be too restricted. The service output retailers are offering includes also the as-
sortment, special features and after-sale services. The value encourages the retailer to 
concentrate both on internal efficiency low costs and external efficiency creating a quality 
and a service output that fulfills the wishes and the needs of the customer. (Hansen, Sol-
gaard, 2004:70) 

3.1.1 Value creation for consumers 

As far as the findings go in this study, the authors believe that the following result are the 
best way to describe the value creation within the retailing industry, taking into account 
the focus on value network and local grocery stores. In pursuit of this objective, the 
study examines the various schools of thought that exist in the literature on the subject 
more focused to the grocery retailing industry. 

Exhibit 4 shows an overview of value creating principles, compiled by Raquel Sánchez-
Fernández and M. Ángeles Iniesta-Bonillo (2007). However, most of the angles studied 
in this research are not of value to this investigation because of the fact that the main fo-
cus is on retailing. And within this industry the nature of the consumer value is very 
complex. As previous research has shown, the consumer has its own reasons why (s)he 
goes to the grocery and how (s)he shops there. And therefore in most of the cases the 
second approach, value as a multi-dimensional, is more consistent with this study. The 
multi-dimensional approach consists of ‗several interrelated attributes or dimensions that 
form a holistic representation of a complex phenomenon‘ (Fernandez et al. 2007:431). 
To make it even more specific, the utilitarian and hedonic perspective is the most suited 
approach within the grocery business, as both babin (2000) and Holbrook (1999) argue 
that the total value of the shopping trip is the evaluation a consumer makes of the store 
and the product during his/her shopping experience, which can increase or decrease the 
utilitarian and hedonic shopping trip value. 
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Exhibit 4 : Research streams on perceived value, by Fernández and M. Ángeles Iniesta-Bonillo (2007:430) 

From customer perspective, each component of value has its own contribution to pur-
chasing process. The theoretical background for this part of the study deals with all the 
aspects of consumers‘ in-store experiences. As input for this research, the authors argue 
that the framework developed by Diep & Sweeney (2008) provide the most relevant in-
formation for this study, as the objective of this thesis is to map the values that get cre-
ated due to the physical presence of the store. This framework argues that both product 
value and store value contributes to the shopping trip value; and that researches so far 
were focused on shopping trip value and product value (Diep & Sweeney, 2008). As 
these three dimensions are interrelated to each other in the purchasing process by cus-
tomers, they do not shop independent from their environment.  

 

STORE VALUE 

As mentioned above, little research is done about the actual store values. However with 
the emergence of a lot new stores, the choice and variety of stores has become much 
broader; and this calls for more knowledge (Diep & Sweeney, 2008). As of importance to 
this research the authors found it necessary to increase the amount of knowledge beyond 
Diep & Sweeney‘s gathered information. 

Bäckström & Johansson (2006) describe in their framework that there are two parts of 
value creation at the local grocery store. 

 

 Personal variables:  characteristics related to the consumer that might influence 
their experiences 

 Situational variables. aspects in the store environment that might influence 
consumers,  

 
They also state that separating personal and situational variables is not straightforward. 
‗For instance, atmospherics is here seen as a situational variable but it typically relates to 
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personal variables such as for instance mood‘. (Bäckström & Johansson, 2006) Their dis-
tinction is supported by Jones (1999) where retailer factors (controlled by the retailer) are 
distinguished from customer factors (out of retailer control and associated with the con-
sumers themselves). 

 Retailer factors = are those factors which retailers may use in influencing shop-
pers experiences.  

o  Selection 
o Deals 
o Environment 
o Salespeople 

 

 Customer factors = are those factors that are characteristic or associated with 
the customers.  

o Social 
o Task 
o Time 
o Involvement 
o Financial resource 

 

Wong & Dean (2009) also use this division in their study on enhancing value for Chinese 
shopper. They refer to it as customer characteristics and store characteristics. With store 
characteristics being the features of the retail product including the goods, services and 
competitive orientation whereas customer characteristics are defined as the preferences 
and priorities of the consumer. These factors may contribute to benefits or sacrifices. 
Understanding the importance of store characteristics to different customer groups is 
valuable and perhaps more useful when compared to customer characteristics, because 
managers have control over store characteristics whereas they have no control over cus-
tomer characteristics (Homburg et al., 2002) 

‗Consumers prefer to shop where they believe they will receive the most satisfaction and 
value from the store and the merchandise acquired‘ (Diep & Sweeney, 2008:401).  

 

 

Exhibit 5 : Store image-value-loyalty, based on model by Grewal (2004:x) 
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The following framework (see Exhibit 5) provides an organizing structure that considers 
how store image has an impact on perceived value, and in turn influences customer loy-
alty. Customers using many variables to form their assessment of value, trade-off benefits 
and costs to determine their value perceptions. The benefits side of the equation includes 
quality of the products and the service and the cost side of the value equation is the 
time/effort and the price. (Grewal, 2004:x) 

As part of this loyalty induced by the customer‘s perceived value, the retail store might 
generate findings regarding intentions, satisfaction, and behaviour. These customer val-
ues, if created right, might result in customer‘s loyalty and word of mouth. 

Hansen&Solgaard (2004) defines in a study of several store formats in the Danish ‗fast 
moving consumer goods‘ market that price level, assortment and distance are as of equal 
importance for consumers‘ choice of store format. The quality and service, on the other 
hand, doesn‘t have an impact on the store choice as the majority of the stores offer a 
fairly large common set of standardized products and brands (Hansen & Solgaard, 2004).  

‗They do emphasize that the importance of distance may decrease as an impact on cus-
tomer store patronage behavior, because of the fact that large department stores provide 
a variety of retail goods necessary for comparison shopping; which result in reducing the 
costs of visiting independent retailers to obtain special goods.‘ (Hansen, Solgaard, 
2004:61) 

To conclude their research, Hansen and Solgaard (2004) found that the assortment ap-
pears to be the most important driver for the choice between store formats. The most 
preferred stores are the supermarkets in which the customers spend the largest share of 
their household‘s grocery budget. Chosen store generally are also the target for house-
holds‘ major shopping trip within a certain period; and thus a wide and good assortment 
means that the grocery shopping can be done in a single store. (Hansen, Solgaard, 
2004:62) 

PRODUCT VALUE 

As a second part of the Diep & Sweeney (2008) theory, they talk about the product 
value, however their contribution to this topic is more about the consumption styles and 
consumption value as the actual research investigates product value and how value di-
mensions influence consumer choices among goods (Diep & Sweeney, 2008). A distinc-
tion need to be made in this case, the perceived values of the product and the influence 
of on the customer, combining these two groups of value result in the ultimate product 
value. Three important names pop up when talking about consumption values, namely 
Sheth, Holbrook and Sweeney.  

Sheth et al. (1991) propose a theory in which he indentifies five different dimensions of 
consumption value. These five value dimensions make differential contributions to 
choice behaviour (Sheth et al., 1991:160-162).    

 Functional : The perceived utility acquired from an alternative‘s capacity for func-
tional, utilitarian, or physical performance.  

 Emotional: The perceived utility acquired from an alternative‘s capacity to arouse 
feelings or affective states. 

 Epistemic : The perceived utility acquired from an alternative‘s capacity to arouse 
curiosity, provide novelty, and/or satisfy a desire for knowledge. 
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 Social : The perceived utility acquired from an alternative‘s association with one 
or more specific social groups.  

 Conditional : The perceived utility acquired by an alternative as the result of the 
specific situation or set of circumstances facing the choice maker. (Sheth et al., 
1991:160-162). 

 

Sweeney and soutar (2001) identified also four value dimensions in his research about 
perceived value, unrelated to the study conducted by Sheth et al. (1991). These four val-
ues also refer to the consumer choice of a certain product. 

 Emotional value : The utility derived from the feelings or affective states that a 
product generates 

 Social value (enhancement of social self-concept) : The utility derived from the 
product‘s ability to enhance social self concept 

 Functional value (price/value for money): The utility derived from the product 
due to the reduction of its perceived short term and long term costs 

 Functional value (performance/quality): The utility derived from the perceived 
quality and expected performance of the product (Sweeney & Soutar, 2001:211) 

Holbrook‘s typology: Holbrook (1999) defines consumption value as ‗. . . interactive rela-
tivistic preference experience‘. He proposes a ‗typology of consumer value‘ based on 
three dichotomies (see Table 2). 

  Extrinsic Intrinsic 

Self-  Ori-
ented 

Active  Efficiency (output/input, 
convenience) 

Play (fun) 

 Reactive Excellence (quality)  Aesthetics (beauty) 

Other- 
Oriented  

Active Status (success, impression 
management) 

Ethics (virtue, justice, morality) 

 Reactive Esteem (reputation, materi-
alism, possessions) 

Spirituality (faith, ecstasy, rap-
ture, sacredness, magic) 

Table 2 : Typology of consumer value. Source: (Fernandez et al., 2007:440) 

 

 extrinsic versus intrinsic: a product viewed instrumentally as a means to some end 
versus a consumption experience prized for its own sake as an end in itself;  

 self-oriented versus other-oriented: something valued by virtue of the effect it has 
on oneself or for one‘s own sake versus an aspect of consumption positively 
evaluated because of how others respond or for the sake of someone else;  

 Active versus reactive: involving the manipulation of some product by its user 
versus the appreciation of some consumption experience wherein an object af-
fects oneself rather than vice versa. (Fernandez, 2007:439) 
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‗… Holbrook‘s typology which captures all of the economic, social, hedonic, and altruis-
tic components of perceived value is the most comprehensive approach to the value con-
struct, since it defines more sources of value than other studies‘ (Fernandez, 2007:441).  

SHOPPING TRIP VALUE 

As research on consumer behaviour inevitably resulted in utilitarian and hedonic value 
dimensions, the shopping trip experience needed to be implemented into the context. 
‗All factors, qualitative and quantitative, subjective and objective, those make up the 
complete shopping experience‘ (Diep & Sweeney, 2008:400).  

Researchers suggest that the shopping experience provides consumers with a combina-
tion of utilitarian and hedonic shopping value (Babin et al., 1994). Utilitarian value is 
task-oriented and cognitive in nature, whereas hedonic value is tied to the emotional as-
pects of the shopping experience (Babin et al., 1994). Hence, consumers perceive utilitar-
ian value by acquiring the product that necessitated the shopping trip while simultane-
ously perceiving hedonic value associated with the enjoyment of the shopping experience 
itself.  

To give a more practical idea of what is meant with hedonic and utilitarian values, the 
following Table 3 is provided. 

 

Factor name Store value items 

Hedonic value I felt excited about walking into that store 
I felt a sense of joy to look at the merchandise in that store 
The store was fun to be in 
I felt excited about going to that store 
I felt happy going to that store because of the environment 
İ felt good about myself when I went to that store 
It was a joy to see new things at that store 

Utilitarian value The store was in a good location 
It was convenient for me to travel to that store 
It was easy to get in and out of that store 
The store had convenient opening hours 
I was able to find my way around the store 
I could get what I wanted at that store 

Table 3 : Store value scale, by Diep & Sweeney (2008) 

 

3.1.2 Tangible & intangible values  

This section shows the difference between tangible and intangible economic exchange. 
This division is the most important input for this thesis, as the information will be used 
to define the different values that will be exchanged between the local retail store, the re-
tailer and their connections with other members of the supply chain. As the value net-
work ‗also considers both tangible as intangible elements‘ (Middendorp, 2005:6), it is 
shows a clear view of what kind of values flow through the value network. 

 Tangible Exchanges of Goods, Services, and Revenue 
‗In value network analysis, tangible exchanges are defined as contractual transactions in-
volving goods, services, or revenue, including but not limited to physical goods, services, 
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contracts, invoices, return receipts of orders, requests for proposals, confirmations, and 
payments. Knowledge products or services that directly generate revenue, or that are ex-
pected (contractual) and paid for as a part of a service or good (e.g., reports or package 
inserts) are also considered tangible exchanges. The determination of whether a deliver-
able is considered a tangible or intangible is dependent on its contractual nature, not its 
physical nature.‘ (Allee, 2008:7) 

 

 Intangible Exchanges of Knowledge and Benefits 
Intangible knowledge and information exchanges flow around and support the core 
product and service value chain, but are not contractual. Intangibles include those ―little 
extras‖ people do that help keep things running smoothly and build relationships. These 
include exchanges of strategic information, planning knowledge, process knowledge, 
technical know-how, collaborative design work, joint planning activities, and policy de-
velopment. Although these intangibles may have a strong element of expectation, they 
tend to be informal, not part of the contract, and rarely deliberately negotiated. (Allee, 
2008:7-8) 

Intangible benefits are advantages or favours that can be extended from one person or 
group to another. People can and do ―trade favours‖ in order to build relationships. In-
tangible benefits often reveal the real motivational factors for people to engage in rela-
tionships and specific activities. (Allee, 2008:8) 

CURRENCIES OF VALUE 

Verna Allee (2000) expresses in her article ‗Reconfiguring the value network‘ that the key 
to reconfiguring business models lies in understanding the currencies of values. ‗A value 
network generates economic value through complex dynamic exchanges between one or 
more enterprises, customers, suppliers, strategic partners and the community‘. It‘s in-
volves about the following three currencies according to Verna Allee (2000): 

1. Goods, Services, and Revenue (GSR): Exchanges for services or goods, in-
cluding all interactions involving contracts and invoices, return receipt of orders, 
request for proposals, confirmations, or payment. Knowledge products or ser-
vices that generate revenue or are expected as part of service are part of the flow 
of goods, services and revenue. 

2. Knowledge: Exchanges of strategic information, planning knowledge, process 
knowledge, technical know-how, collaborative design, policy development, etc., 
which flow around and support the core product and service value chain. 

3. Intangible benefits: Exchanges of value and benefits that go beyond the actual 
service and that are not accounted for in traditional financial measures, such as a 
sense of community, customers‘ loyalty, image enhancement, or co branding op-
portunities. (Allee, 2000) 

 

3.2 VALUE NETWORK APPROACH  

Due to the rapidly changing and highly competitive market of fast moving consumer 
goods, innovation management is the most important aspects to survive competition. 
However there are a lot of different kinds of innovation. Hamel G. (2000) argues the im-
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portance of business concept innovation in his book ‗Leading the revolution‘. He be-
lieves that innovation will be necessary for wealth creation in the coming years. An or-
ganization will not only have to make change in products and processes, but make 
change in the entire business models as well as the way the organization realizes its goals 
to differentiate itself from the competition. (Hamel, 2000)  He states that there are three 
level of business concept innovation possible.  

 Value proposition is the message an organisation sends in terms of what it of-
fers to a client. It‘s a clear statement of the tangible results a customer gets from 
using your products or services.  

 Value chain is the collection of activities a firm performs to design, produce, 
market, deliver, and support its products 

 Value network is concerned with the value adding linkages between organiza-
tions. How product moves from raw materials to final customer (Hamel, 2000)   

The value chain and the value network represent two different ways on how organiza-
tions interact to create value. ‗In a value chain, value creation derives from products, and 
the extent to which the products match customers‘ needs defines the source of competi-
tive advantage. The value network by contrast creates value by enabling exchanges, and 
the competitive advantage accrues according to the extent of which the network within 
which such exchanges are enabled matches the needs o its members.‘(Fjeldstad et al., 
2006)  

The value network has been investigated deeply by Hamel G. (2000) who provided the 
base on business concept innovation in his book ‗Leading the revolution‘; Verna Allee 
(2002, 2008) studied and still studies the importance of creating values over the com-
pany‘s boundaries; and Chesbrough H. (2006) who implemented the idea of value net-
works in his new paradigm about Open Innovation, examined the creation of a network-
ing shaping open innovation. 

 

 

Exhibit 6 : Destructing the business model, based on model developed by Hamel G (2002) 

 

Hamel G. (2000) divided the company in four parts: Customers interface, core strategy, 
Strategic Resources and Value network, as shown in Exhibit 6. Because of the fact that 
the focus of the thesis will be on the values created exceeding company boundaries, the 
last part will be reviewed more thoroughly, the Value network. 

‗The value network is the network that surrounds the firm, and which complements and 
amplifies the firm‘s own resources‘ (Hamel, 2000). Today, a lot of resources necessary for 
the success of the firm lie outside the company‘s control. Designing and managing the 
value network can be a good source for business concept innovation. The value network 
depends on the exceeding the companies boundaries. This link is important, and refers to 
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‗the decision that has been made about what the firm does and what it contracts out to 
the value network.‘ (Hamel, 2000)  

‗A value network is any web of relationships that generates value through complex dy-
namic exchanges between two or more individuals, groups, or organizations. Any organi-
zation or group of organizations engaged in exchanges can be viewed as a value network, 
whether private industry, government or public sector.‘ Verna Allee (2002:6) 

Chesbrough (2006) divides the open innovation in his book on different levels. The 
fourth level refers to the interorganizational networks. Here, the innovation is not only 
studied on the level of a single company or between two companies (dyad level), but it is 
the way the company uses external relation into to a strategy. This approach provides the 
company with a durable plan for inter-firm relationships. (Chesbrough, 2006) 

3.2.1 Value network analysis  

 „A value network is any set of roles and interactions in which people engage in both tangible and 
intangible exchanges to achieve economic or social good. Internal value networks include activity-focused 
sets of relationships between individuals (e.g. the chief executive officer and the chief financial officer or 
team members) within and among work groups (e.g. those within and between the manufacturing, re-
search and development, or sales departments), and between and among the various work groups that 
make up the organization.‟(Allee, 2008:6) 
 

Value Network Analysis is a method that has been in use for several years now; it is de-
veloped by organizational consultant and researcher Verna Allee. By designing and man-
aging these networks efficiently, a company can create a competitive advantage over his 
competitors.  

Value Network Analysis can ‗handle more complexity than linear models‘ (Middendorp, 
2005:6).  Verna Allee (2008), the draws up the benefits and utilities of value network 
analysis as follows: 

 provides a fresh perspective for understanding value creating roles and relation-
ships, both internal and external, upon which an organization depends; 

 offers dynamic views of how both financial and non-financial assets can be con-
verted into negotiable forms of value that have a positive impact on those rela-
tionships; 

 explains how to more effectively realize value for each role and how to utilize 
tangible and intangible assets for value creation; and 

 Provides a systematic analysis of how one type of value is converted into another. 
(Allee, 2008:11) 

 
This method and approach is based on some basic understandings and assumptions 
(Allee, 2002:20): 
 

1. Participants and stakeholders participate in a value network by converting what 
they know, both individually and collectively, into tangible and intangible value 
that they contribute to the network. 
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2. Participants increase value from their participation by converting value inputs 
into positive increases of their tangible and intangible assets, in ways that will al-
low them to continue producing value outputs in the future. 

3. In a successful value network, every participant contributes and receives value in 
ways that sustain both their own success and the success of the value network as 
a whole.  

4. Successful value networks require trusting relationships and a high level of integ-
rity and transparency on the part of all participants. 

5. Insights can be gained into value networks by analyzing 

a. the patterns of exchange  

b. the impact of value transactions, exchanges, and flows,  

c. the dynamics of creating and leveraging value. 

6. A single transaction is only meaningful in relation to the system as a whole. 
(Allee, 2002:20) 

 

3.2.2 Exchange analysis 

Verna Allee (2008) created a clearly and ready model to map out the value exchange 
across the network by three simple elements – roles, deliverables, and transactions (see 
Exhibit 7): 
 

 

Exhibit 7 : Value network model, by Verna Allee (2008) 

1. Roles are ‗the nodes of the network‘ (Allee, 2002:8). They ‗… are played by real 
people or participants in the network who provide contributions and carry out 
functions. Participants have the power to initiate action, engage in interactions, 
add value, and make decisions. They can be individuals; small groups or teams; 
business units, whole organisations; collectives, such as business webs or industry 
groups; communities; or even nation states.‘(Allee, 2008:14) 

‗Participant cannot be a database, a software program, or other technology. Hu-
mans may create technologies that mechanize certain tasks or fill a particular role, 
such as ―reservations agent,‖ but machines do not make their own decisions 
about which activities they engage in. Only people do.‘(Allee, 2002:8) 
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2. Transactions are the extending or sending of the deliverables. These are ‗… ac-
tivities, originate with one participant and end with another.  [It] is a directional 
link that represents movement and denotes the direction of what passes between 
two roles.‘(Allee,2008:14)  They can present either the exchange of tangible or in-
tangible elements. Transactions are temporary and transitory in nature. They have 
a beginning point, a middle point, and an end point. (Allee, 2002:8) 

3. ‘Deliverables are the actual ―things‖ that move from one role to another. A de-
liverable can be physical (e.g. a document or a table) or it can be non-physical 
(e.g. a message or request that is only delivered verbally). It can also be a specific 
type of knowledge, expertise, advice, or information about something, or a fa-
vour or benefit that is bestowed upon the recipient.‘(Allee, 2008:14) 

Exchange analysis, also called ‗Pattern of exchange‘ (Allee, 2003:201) draws the charac-
teristics of the exchanges and the features of value creation in the system. ‗The exchange 
analysis assesses the overall pattern of value exchange.‘(Allee, 2008:14)  

The exchange of the values can either be tangible or intangible. When mapping out the 
value network, the different currencies of value will be implemented. In order to map out 
the value exchange network for this study the following question will show a brighter 
light on whether ‗the value system appears healthy and sustainable and is expand-
ing‘.(Allee, 2003:201) 

 Is there a coherent logic and flow to the way value moves through the system? 

 Does the system have healthy exchanges of both tangibles and intangibles, or 
is one type of exchange more dominant? If so, why might that be? 

 Is there an overall pattern of reciprocity? For example, is one of the roles ex-
tending several intangibles without receiving a similar return? 

 Are there missing or “dead” links, weak and ineffective links, value “dead 
ends”, or bottlenecks? 

Is the whole system being optimized, or are some roles benefiting at the ex-
pense of others? (Allee, 2003:201-202) 

However, the study doesn‘t take into account all the roles in the value network, as men-
tioned several times before, the focus will be on the retailer and local retail store, so all 
questions above, regarding missing links and reciprocity, will only be applied to these 
roles.  

3.2.3 Value creation analysis 

‗An individual or group cannot manage or change a whole system. However, people can 
and do self-organize to control their own activities‘ (Allee, 2002:13). 

The value creation analysis determines ‗the best way to create, extend, and leverage value, 
either through adding value, extending value to other roles, or converting one type of 
value to another.‘(Allee, 2008:14) This analysis exists of 5 dimensions: 

 Asset utilization: How well is the participant leveraging financial and non-financial 
assets to create each value output?  
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 Value conversion process through which assets are turned into value outputs. Value 
conversion is achieved by converting one type of value input into another kind of 
value as an output. 

 Value enhancements or value features are created or added that make this value out-
put unique. 

 Transaction‘s perceived value from the perspective of people who are the direct re-
cipients of this value output. How highly does the recipient of the output value 
it? 

 Social value looks at the value (or negative value in terms of costs) that these out-
puts hold for industry, for society, and for the environment. In other words, it 
assesses what accrues to indirect recipients of the value outputs. (Allee, 2008:15-
16) 

 
Only the first two dimensions will be analysed in order to find out how the retailer uses 
and manages the values coming from the local retail store. This analysis should be con-
ducted focusing on what core values are created by the retail store. How these value out-
puts generate new output to other roles; and how well the retailer uses these assets. Using 
the model helps determine how each value output: 

 add value by contributing insights and providing it as an intangible deliverable to 
another business partner; 

 extend the value by making it available for other value network partners to ac-
cess; or 

 Convert the competitive intelligence into a tangible value offering that can gener-
ate revenue. (Allee, 2008:19) 

‗The indicators used for how well assets are used by a certain role, can be as simple as a 
three-point high/medium/low subjective value, or they also can be much more involved 
and include hard indicators, such as financial costs, person-hours required, equipment 
costs or system demands, efficiency factors around speed and quality, external infrastruc-
ture required, and partnerships costs‘ (Allee, 2008:15). 
 
In answering the other parts of the value creation analysis by the retailer in further stud-
ies, this analysis will then ultimately result in strategic possibilities to increase the added 
value mapped in this table. (Allee, 2002:18) 

3.2.4 Impact analysis 

„Every input triggers some type of response. There are costs for handling the input and for leveraging the 
value received. Each input can directly or indirectly impact both the tangible and intangible asset 
picture...an Impact Analysis answers the question, What are the tangible and intangible costs (or risks) 
and gains for each input for a particular participant?‟ (Allee, 2002:14) 

This step focuses on the impact of value inputs on the roles in the network. Value is 
realized when an input for value is converted to benefits or goals for the organization. 
Impact analysis explores how those value inputs contribute to the each role in the 
network. It measures the related costs or profits  for the value inputs and look for the 
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possible value inputs to increase the value received. It explains the possible value 
conversion opportunities and finally combines the network transactions and deliverables 
to financial and non financial results. (Verna Allee, 2008) 

Because roles are the critical agents for value conversion, it is helpful to explore value 
creation at the level of key roles. An impact analysis shows whether a role is realizing 
value from the inputs it receives. ‗Value realization is the act of a turning a value input, 
either tangible or intangible, into real gains, benefits, or assets that contribute to the 
success of the participants and their organization.‘(Allee, 2008:16) The impact analysis is 
designed to: 

 assess how specific value inputs are bringing value or benefit to each role; 

 assess the overall tangible and intangible cost/benefit for each value input; 

 identify value realization opportunities to better leverage value received; 

 identify potential opportunities for value conversion; and 

 link the key value network transactions and deliverables to financial and non-
financial scorecards. (Allee, 2008:16) 

This analysis will not be conducted in this research, due to the fact that it is not relevant 
to the purpose of this study. However, the authors find it necessary to bring it up, as 
there will be referred to in the analysis and discussion chapter.  

3.2.5 Stages of value network maturity 

According to Allee V. & Schwabe O. (2007), there are various stages within the value 
network approach. These stages are based on the ‗Capability Maturity Model1, by Richard 
L. Nolan (Nolan R., 1973). By determining in which stage the company is situated, the 
firm can define the characteristics that need improving. 

Level 1. Initial Stage 

It is characteristic of value networks at this stage that they are mostly undocumented and 
in a state of dynamic change. They tend to be driven in an ad hoc, uncontrolled and reac-
tive manner by dominant participants or events. This provides an unstable environment 
for the value network. Informal relationships (intangibles) dominate. Transparency tends 
to be low. (Allee&Schwabe, 2007) 

Level 2. Repeatable Stage 

At this level of maturity some sequences or flow paths are repeatable, possibly with con-
sistent results. The flow paths may not repeat for all situations or scenarios. Clear Roles 
can be identified in the network. Although consistency and quality may be uneven, Roles 
are executed with regularity. Organizations may use basic management tools and prac-
tices to help execute roles or consistently complete particular sequences. Formal agree-
ments are limited and apply only to the execution of specific transactions or isolated se-
quences. (Allee&Schwabe, 2007) 

                                                
1 structured collection of elements that describe certain aspects of maturity in an organization, and aids in 

the definition and understanding of an organization's processes 
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Level 3. Defined Stage 

It is characteristic of value networks at this level that there are sets of defined and docu-
mented standard sequences and specific transactions between Roles. These are installed 
with simple controls for improvement over time. Most Roles have established expecta-
tions, informal agreements and more rarely, contractual agreements with each other to 
establish consistency of performance. Such controls may apply to Role execution, or 
consistency of flow path sequences. Standards and guidelines are generally applied, with 
some tailoring if necessary. (Allee&Schwabe, 2007) 

Level 4. Managed Stage 

At this stage value network metrics are used effectively to control different flow paths 
and sequence variations. Managers and Role leaders can identify ways to adjust and adapt 
the flow paths to particular projects without measurable losses of quality or deviations 
from specifications. Participants in the value network engage in a network narrative with 
negotiation of Roles, Deliverables, flow paths, and sequences. Service level agreements 
between Roles are common. Some flow path agreements may involve multiple Roles. 
(Allee&Schwabe, 2007) 

Level 5. Optimizing Stage 

It is characteristic of value networks at this level that there is a general focus on continu-
ally improving value network performance through both incremental and innovative 
changes and improvements. Appropriate technologies are deployed to execute all Roles 
effectively and complete transactions at the lowest possible cost with optimal speed. 
Roles, flow paths, and key sequences are continually monitored and measured for per-
formance. The network narrative has expanded to where key Roles, often through ex-
plicit agreements cooperate to define and monitor overall network performance. 
(Allee&Schwabe, 2007) 

 

3.3 SUMMARY  

To better understand the implementation of the theoretical framework into the empirical 
findings, a summary is provided. The summary starts with a compilation of research 
about the value creation by retail stores; and will follow by a summary of the value net-
work approach and the used analysis 

VALUE CREATION 

The first table shows a summary of the different dimensions of value creation at the local 
retail store for consumers, according to the developed framework by Diep & Sweeney 
(2008). However, the rest of the information is compilation of the different theories 
from different researchers. 

Value Division Characteristics 

Product Value Intrinsic Perceived utility of a product: Functional value 
(price/value for money), Functional value (perform-
ance/quality), Conditional (Sweeney & Soutar, 
2001; Sheth et al., 1991) 
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Extrinsic: Efficiency, Excellence, Status, Esteem 
(Holbrook, 1999) 

Extrinsic Perceived value of a product: Emotional, Social 
value (enhancement of social self-concept), Epistemic 
(Sweeney & Soutar, 2001; Sheth et al., 1991) 

Intrinsic: Play, Aesthetics, Ethics, Spirituality 
(Holbrook, 1999) 

Store value  Customer character-
istics 

Characteristics related to the consumer that 
might influence their experiences:  

Social, Task, Time, Involvement, Financial resource 
(Bäckström et al., 2006; Jones, 1999)  

Store characteristics Aspects in the store environment that might 
influence consumers:  

Selection (assortment), Deals, Environment, Salespeo-
ple, Price, Distance, Quality, Service (Bäckström et 
al., 2006; Jones, 1999; Hansen&Solgaard, 2004) 

Shopping trip 
value 

Utilitarian Utilitarian value is task-oriented and cognitive 
in nature. (Babin et al., 1994) 

Hedonic Hedonic value is tied to the emotional aspects 
of the shopping experience. (Babin et al., 1994) 

Table 4 : Value creation by local retail store for consumer, own compilation based on Diep & Sweeney‘s 
framework (2008) 

As value creation within the value network analysis, Allee (2000) made two different divi-
sions: tangible & intangible; and Product, goods and services, knowledge & Benefits. To 
make it more manageable, the authors will only talk about tangible and intangible values. 
Exhibit 8 shows you the distinction again, to understand where the values in the analysis 
part come from. 

 

 

Exhibit 8 : Value model, based on division by Allee (2000) 
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VALUE NETWORK APPROACH 

The value network approach was first defined by Hamel (2000) as ‗a network that is con-
cerned with the value adding linkages between organizations. How product moves from 
raw materials to final customer.‘ The Value network depends on exceeding the com-
pany‘s boundaries. It considers the link between all participants in the value network, and 
refers to ‗the decision that has been made about what the firm does and what it contracts 
out to the value network‘ (Hamel, 2000).  

Due to the very competitive and rapidly changing environment of the retailing industry, 
innovation in the supply chain has become of great importance; and value creation is a 
big part of it. As this approach leads to innovation, the value network creation in this in-
dustry is inevitable. To find out how retailers use value, a value network analysis will be 
conducted.  

 „A value network is any set of roles and interactions in which people engage in both tangible and 
intangible exchanges to achieve economic or social good. Internal value networks include activity-focused 
sets of relationships between individuals (e.g. the chief executive officer and the chief financial officer or 
team members) within and among work groups (e.g. those within and between the manufacturing, re-
search and development, or sales departments), and between and among the various work groups that 
make up the organization.‟(Allee, 2008:6) 

Part of the value network analysis, are several sub analysis (value creation analysis and 
impact analysis) to improve the value exchange between all roles. However, as the pur-
pose of this thesis is to find out how retailers manages values created by the local retail 
store and if there is a value network existing; the aim of this thesis isn‘t conducting an en-
tire value network analysis and therefore the analyses will be adjusted according to the 
necessities of this study.  

3.3.1 Own value exchange model 

In order to realize the purpose, research questions were created.  In answering these re-
search questions, the value exchange over the company‘s boundaries will to be mapped 
out. Some previous, settings and rules were created, however due the fact that this study 
isn‘t focusing on doing an entire value analyses but only trying to get an understanding 
on how value are created and managed, the settings and rules for this study will slightly 
differ from the already created model by Verna Allee (2002, 2008).  

As stated before, the authors believe that by answering the research questions, the pur-
pose will be realized. To answer these questions some analyses are necessary and will be 
further explained. To go over the questions again: 

 „What kinds of values are created due to the physical contact between the local retail store and 
the end consumer?‟ 

 „Which values, created by the local retail store, are managed by the retailer?‟ 

 „How does the retailer uses these values to create a value network?‟ 

Answering these questions resulted in a creation of a three-step-model, covering the 
value exchange model, value creation by the local retail store, and the conversion of 
those values by the retailer. These analyses will then result in an understanding about the 
value creation process in retailing businesses (see Exhibit 9) 



Cetin & Zachée, 2009 

 42 

 

 

Exhibit 9 : Value creation process, own construction 

 

STEP 1 : VALUE EXCHANGE NETWORK FOR RETAILER 

In the first step, the roles existing in the value network with focus on the retailer will be 
defined. These roles enable certain mechanisms and these transactions generate deliver-
ables. This information will be put into an exchange diagram, based on the model de-
fined by Verna Allee (Allee, 2008:15).  

This diagram will be accompanied by two tables:  

1. Tangible value exchange transactions and deliverables (Allee, 2008:15) 

2. Intangible value exchange transactions and deliverables(Allee, 2008:15) 

 

Exhibit 10 : An external value network focusing on market innovation for a technology company (Allee, 
2008:15) 
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Exhibit 10 shows the diagram in which this step will result. The solid line indicate the 
tangible value exchange like goods, services etc. The dashed lines involve intangible ele-
ments. Within this study, the focus will be on the transactions involving the retailer and 
the local retail store. 

 

STEP 2 : VALUE CREATION BY LOCAL RETAIL STORE 

In a second step, retailer need to find out what values get created at the local retail store, 
both from the angle of the consumer as the local retail store. The generated terms will be 
very general and related both to empirical findings and applied theories. As applying the 
model by the retailer, the terms can be more specific concerning the retailers‘ informa-
tion, and further studies. The information will result in a table that shows the transac-
tions, both tangible and intangible, between the consumer and the local retail store. (See 
Table 5) 

 Tangible values Intangible value 

To consumer   

From consumer   

Table 5 : Value creation at the local retail store 

STEP 3 : VALUE CONVERSION BY RETAILER 

In the third stage, as the retailer is in the best position to manage the values created at the 
local retail store, it‘s of importance to realize and map out what the local retail store does 
with these exchanged values. In this step, the values created by the retailer will be put to 
the test for the by defining what the retailer does when receiving these values from the 
local retail store.  The ‗value creation table‘ is based on the value creation analysis of 
Verna Allee (2002:17). However, the value creation analysis considers all the participants 
in the value network, due to the purpose the authors will only show the value exchange 
both tangible and intangible coming from the retail store going to the retailer. The re-
sulted table (see Table 6) will show how the values are managed by the retailer: add, ex-
tend or convert to other members in the network. (Allee, 2008:19); and how well they are 
utilized by the retailer: high, medium, low (Allee, 2008:15) 

 

Add, Convert 
or Extend  

TANGIBLE 
CONVERSION 

Asset 
utilization 

INTANGIBLE 
CONVERSION 

Asset 
utiliza-

tion 

Value 1 Convert/extend/add 
value to role X 

H/M/L   

Value …     

Table 6 : Value conversion by the retailer with values coming from the local retail store 

It is then up to the retailer to enhance the value exchange by creating added value to-
wards the other roles in the value network. For example, direct access through the web, 
daily update, etc. This analysis leads to a very rich source of information and people usu-
ally see quite a number of ways to increase their value outputs – especially by leveraging 
the intangible value they generate. (Allee, 2002:19)  
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In a second stage, the retailer has to find out how the recipient perceived the value that is 
delivered to them. In a total value analysis, this part will be covert by the impact analysis 
of each participant, however, ‗if an impact analysis has not been completed or it is not 
possible to do, the retailer can simply estimate the perceived value.‘(Allee, 2008:19) The 
authors will draw only a guideline for the impact analysis but not apply it in this research. 

 

CONCLUSION : VALUE CREATION PROCESS IN RETAILING 

With the information analysed in these tables, the authors will be able to assess if the re-
tailing business is currently involved in a value network; an overall view on the value 
creation process of the retail chain and the importance of every exchange; and the matur-
ity of the network according to the definitions of value network by Verna Allee (2008). 
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4 Empirical findings 

Within this chapter, the combined results of the interviews conduct with the store managers and head-
quarters will be shown. They will be interpreted by combining the information in different general terms 
regarding tangible and intangible values. These values will be the same for the three interviews and used 
in the analysis. 

Within this section, the result will be shown about the interviews that were conducted. 
The interviews were proven to be of much help to create a better understanding of the 
current situation. A lot of information got exchanges. However, it was rather difficult to 
make the interviewees talk about more intangible information. Their mind is set on the 
tangible exchange, like product & store information, instruction, etc. Despite this hard to 
reach data, the interviewers managed to combine more specific intangible into more gen-
eral terms. These terms will be used in the analysis part and the conclusion part. They 
will also be consistent with the terms used in the theoretical part. 

4.1 STORE RESPONSIBLE 

For the store responsible, the information was collected and combined from two differ-
ent managers. The first person interviewed by the authors was the store manager Carl 
Johan Rösiö of Coop Forum Jonkoping. He was interviewed in his own surrounding; the 
interview lasted for about one hour. The second interview took place in the retail store 
Willys in Österangen (Jönköping). The interviewers talked with Arbhede Stefan, store 
manager. The interview was conducted also in the store, and lasted for about half an 
hour.  

4.1.1 Value creation for consumer 

As the exchange of products is the most important transaction between the consumer 
and the local retail store, everything happens around it. Besides products, a lot of services 
are provide as well, like self scanning, store credit cards, and other kinds of tangible val-
ues that generate revenue. However, as the following quote from Arbhede S. explains 
these last items are not seen as value exchange. 

„…we only do two things fill the shelves with products and get the money from the customer‟ – 
(Arbhede S., Willys österängen) 

The transaction of product & store information in inevitable when it comes to exchang-
ing products, goods and services. In the retailing business in particular, it is about the as-
sortment, openings hours, placement, deals and others. For starters, there is a website 
providing all this information, but as a characteristic of the local retail store, there is a 
really close contact between the store employees and the consumer. 

„…We sometimes do surveys where we interviewed the customer before they go into the store, and 
asked them again after their shopping trip. It is not on a regular basis. They also send us emails 
sometimes but most of the time it is to complain. – (Arbhede S., Willys österängen) 

When customers are in the store, they come in contact with employees asking for a spe-
cific product. Both store managers confirmed that this is the most important source of 
information to implement new product, as the following quote states. 

„…We are allowed to bring in other products then given by our headquarters, mostly local and re-
gional products, however they need to be approved by the headquarters, it has to do with certificates 
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and those kind of things, we are not free to implement whatever we want.‟ - (Rösiö C.J., Coop Fo-
rum Jonkoping) 

The manager of coop recognizes that it is very important for their store to create the 
proper surroundings and values; they also realize that they could do more to make the 
consumer feel at home. The necessity of creating the right set of values to create custom-
ers‘ loyalty is not passing them by. They are conscious that a big part of their added value 
is to make the consumer feel comfortable in his surroundings and trigger impulse buying. 
However there is less emphasis on it in the Willys, as their main attraction is low price. 

„... It triggers customers to buy more of course ... Impulse is very important and  we know that 80 
percent of sales is realized by the impulse of the consumer, mostly non-food I would say, if you go 
to food maybe it is nowhere and you always buy more than you have in your shopping list.‟ - 
(Rösiö C.J., Coop Forum Jonkoping)  

When it comes to the store manager‘s effort in making the consumer‘s shopping trip 
more pleasant and entertaining; they don‘t act passive, especially in the case of Coop Fo-
rum. However, in order to improve the set of values in the local retail store, they find 
that having an extra employee worrying about those issues would help their perceived 
value drastically. 

“In creating a pleasant environment in the store, customers feel rather comfortable to come back 
first of all, and the second is of course location of the store and maybe the third is where to find the 
things in the store. It is the attitude change how do you make the customers from other stores to 
here, how do we affect the consumer in order for them to change stores ...” - (Rösiö C.J., Coop Fo-
rum Jonkoping) 

The local store experiences the problem that when it comes to Fast Moving Consumer 
Goods, especially food, the consumer is not loyal at all. And that the market is rapidly 
changing and that constant improvements need to be made to keep the head above wa-
ter. They also look at their competitors in order to improve their product arrangements, 
deals, selections, packaging, etc. 

„... the customers are not that loyal when they‟re shopping for food, maybe twenty years ago, but 
today they can go to several stores and  time is stressing, if they had the time to go to two or three 
stores every week, it is another issue...‟ - (Rösiö C.J., Coop Forum Jonkoping) 

The local retail store provides a certain set of values for the consumer regarding the envi-
ronment, the selection & deals, product differentiation, price settings, service, proximity, 
etc. All these value combined creates a certain store image and influences the consumer 
in store choice. 

„... yes and mostly customer here feels at home because they know that we have all the things they 
need. I wouldn‟t say the price is the number one, but the biggest issue for the customers our wide 
variety of products.‟ - (Rösiö C.J., Coop Forum Jonkoping) 

„… our main attraction for consumers is of course low price, in this extend the shopping environ-
ment is not that important‟ – (Arbhede S., Willys österängen) 

4.1.2 Value exchange with retailer 

Both store managers experiences the same duality when it comes to store independency. 
Although, the independency of the local store seems to be high, the process is well struc-
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tured. There is a specific set of instructions that they have to follow, the main input com-
ing from the local store managers is the suggestions of new products. 

„… we receive a strict framework from the headquarters; of course we are free to implement the 
policy according to the store, as long as it is within the given framework. But yes, we are free basi-
cally to do what we want.‟ - (Rösiö C.J., Coop Forum Jonkoping) 

Product information is one of the most common values that is exchanged by the local re-
tail store. There is a product information exchanges between the retailer and the local re-
tail store As the following quote states that it is important for every employee to be in-
volved in this exchange, the local retail store realized the effort necessary to improve this 
transactions. All information coming from the local retailer goes to the retailer and the 
other way around. Willys in this case has a special intranet that guides them through in-
formation on the products and stores. 

„... one of the most difficult issues in the chain is how to get a customer focus from every employee 
in the company. That is one of the key success factors actually everyone knowing exactly what to 
do to make customers at the end of the trip happy and satisfied in the store.‟ - (Rösiö C.J., Coop 
Forum Jonkoping) 

The exchange of store information is extensive and well organized, the store managers 
provides the retailer with all kinds of reports, and information about what happens in the 
store and what needs to be changed, they direct their information to the right person in 
the headquarters. The retailer on the other hand provides the store manager with the 
necessary instructions and procedures to operate the store. 

„…The reality towards freedom is actually far from the truth, everything that happens in the store 
needs to be approved by higher authority.‟ - (Rösiö C.J., Coop Forum Jonkoping) 

„When there is a demand coming from customer … we give it to the right category responsible, and 
say that there is a lot of demand for this product but it first needs to get approved by headquarters. 
We direct our call directly to the specific category managers‟. – (Arbhede S., Willys österängen) 

The store managers were asked what they do in exchange for putting in more effort on 
exchanging all kinds of tangible and intangible values. The regular communication and 
being active involved in sharing knowledge of in-store information is most of the time 
rewarded by receiving a financial bonus. However, sharing knowledge is not really put 
rewarded by the headquarters, it is part of the job. 

„… If there is already a reward then it is on store level; however there is no emphasis on sharing 
information, or putting in more effort. I just know what I have to do, and I do it for 22 years 
now‟ – (Arbhede S., Willys Österängen) 

The answer to the question about till what extend they are allowed to revise the product 
ranges and bring in new products, both store managers‘ found that their input is rela-
tively high and important. They have the possibility to attract new products, and recreate 
packaging in order to improve their positions towards their competitors. Most of the re-
quirements for new product or deals come from the local region or local competitors. 
Within the local grocery store policy, the competition isn‘t far from their bed. The local 
retail store responsible is in charge of improving their position towards the competitors; 
they have the ability to develop packaging arrangements in order to beat their competi-
tors. 
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„… When creating and improving the product range and variety, we do tend to look at our com-
petitors, and communicate our findings with the headquarters in order to for them to act according 
to those findings‟ - (Rösiö C.J., Coop Forum Jonkoping) 

„We sometimes look at our competitors, and this information is given to the headquarters. Some of 
the store are picked out to be checked, like Ica maxi and coop and we make reports (e.g. check 
with Ica once a month on meat assortment).‟ - (Arbhede S., Willys österängen) 

As mentioned before, the main subjects of the transactions are products, more specific 
fast moving consumer goods. So, there is an inevitable exchange of product knowledge. 
However, to find this information, the receiver has to read between the lines. There is no 
obvious exchange of intangible knowledge about the product ranges. But knowledge 
about competitors products, consumer preferences, and those kinds of experiences and 
know how is bed into the exchange of product & store information. There are no rules, 
procedures on what kind of information need to be exchanged and on how the employee 
has to go about delivering relevant information.  

 „... there is no education, it is just routine, this business is quite traditional ... we have no strict 
rules on when to come with information.‟ - (Rösiö C.J., Coop Forum Jonkoping) 

„There are 16 stores in this area, we have one boss, and once a month we have a meeting with all 
these stores where we exchange a lot of knowledge about in-store experience etc.‟ – (Arbhede S., 
Willys Österängen) 

When asking if they think an education would improve the current relationship with their 
supplier the answer was clear and simple:  

„...Education is necessary on the level of product knowledge, and sales support by the supplier‟. - 
(Rösiö C.J., Coop Forum Jonkoping) 

The communication between the store responsible and the floor employees is based on 
the attitude of the employee, no special regulations regarding correspondence on con-
sumer information, store information or other in-store experience are specified. Despite 
the lack of procedures, the local retail store looks to gain some awareness about in-store 
facts. 

„We catch that pretty directly we could be more open ... we have an idea box outside but I am not 
sure everyone knows it is there. ... all critics are positive ... they want to help the store to get better.‟ 
- (Rösiö C.J., Coop Forum Jonkoping) 

„… Yes, employees bring in a lot of information and ideas about in store information, We meet 
every day in the morning … there is no special education, it is just routine, the employee brings in 
information about complains or certain products and I check it out, and if necessary extend this 
information to headquarters‟ – (Arbhede S., Willys österängen) 

They state that when they would be their own manager, or have more responsibilities 
they would do thing differently. Having to communicate everything with the headquarter 
takes time, by having more responsibilities reaction on changes would be much faster. 
On the other hand, operating in a chain makes marketing problems more accessible. 

„... possible to make for example a quick marketing assessment in two weeks, get it promoted on 
TV… that is more difficult for other competitors so  there are strengths and weaknesses working 
in the chain‟ - (Rösiö C.J., Coop Forum Jonkoping) 
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In asking how they are being received by the headquarters, if their information is used, 
the answer was positive. This communication is very important for the retailer. Most of 
the time when there is no action after sharing the information is because of having to 
make too big investments. The local store responsible is not in charge of implementing 
changes; however there is a very free and open dialogue between the local store and its 
headquarters.   

„... investments in the store are over my head,... one day it is green light to go and another day … 
we don‟t have money now that is frustrating. If that had been my store, I would have done things 
earlier but I am a big part of it the all. The issues are free and there is an open dialogue with our 
bosses, board... the chain manager I can say what I want to him, ...we have a trusting relationship 
that helps when things are needed... I have been working so many years you learn how to win your 
battles, to achieve your goals which is the quickest way.‟ - (Rösiö C.J., Coop Forum Jonkoping) 

The relationship between the local store and headquarters are not that strict within the 
Swedish retailing business, the communication is much decentralised and very open. This 
was supported by both store managers; they are able to contact pretty much every person 
in the chain or the company. Which is on an advantages for quickly and effectively re-
sponse on changes on one hand, but it also triggers people to be more ambitious. 

„.... a disadvantage of this way of working is that everyone wants to a be part of projects and they 
want to run their projects in other projects and want to affect the business, which can easily result 
in a messy battle.‟ - (Rösiö C.J., Coop Forum Jonkoping) 

The retailer provides the local retail store with a set of rules they have to follow, a 
framework as called above. When implementing this framework, the local retail store has 
to take into account the policy about the store image in mind. As talking about the dual-
ity of the freedom for the store manager, the most input coming from this person is how 
to implement the store policy according to the retailer‘s vision and mission. 

4.1.3 Value exchange with others 

The store manager from Coop Forum explained that there is also an important product 
information exchange between the local retail store and the suppliers about products and 
the store. As mentioned several time the heads of every departments are in regular con-
tact with the specific suppliers. There is an exchange of information about the providing 
products, bringing in new products, product specifics, etc.  

 „... there is a good communication when releasing the new products…help from sales forces,... in-
formation like the planning of where we put all the goods in the store of course, we can… it is a 
very important relationship with the suppliers.‟ - (Rösiö C.J., Coop Forum Jonkoping)  

However, this information was not supported by the manager of Willys, the only contact 
they have is when representatives of a supplier come to the store and provide them in-
formation about the products 

„… sometimes representatives come into the store, and explain or exchange information about new 
things to us and things like that‟– (Arbhede S., Willys Österängen) 

4.2 RETAILER – MANAGEMENT  

For this part, as mentioned in the methodology chapter, the authors conducted the inter-
view with the Elisabet Green Karlsson who is Manager Private Label Design in Axfood. 



Cetin & Zachée, 2009 

 50 

As she‘s working with the buying department, she has a strategic view on the transactions 
between the retailer and the suppliers. She was interviewed in the central headquarter in 
Solna. The interview took slightly more than one hour and she was interviewed in a 
common meeting room of Axfood, before starting the interview, the authors gave a brief 
explanation about what the thesis is about by mentioning the purpose; the research ques-
tions and the analysis used in order to achieve the purpose.   

What was emphasized firstly were the sales figures, they were referred to as very impor-
tant information and organized, in contrast with the other information flow which is ex-
changed in an unstructured way. The sales figures are determined through an index, and 
the assortment create by the retailer is decided accordingly. 

„…creating an assortment to each store and chain that is constantly changing so working with the 
assortment … depending on what we can see that we need to have within the sales figures because 
we share sales figures within the industry … Nielsen-Index … that is what all chains have. We 
can see what each chain, our competitors, are selling and where we are strong and where our com-
petitors are strong. This is what we use all the time to create a good assortment for our customers 
do we want to be strong for example in meat, do we have a good position within all the custom-
ers.‟– (Karlsson E.G., Axfood Sverige AB) 

4.2.1 Value exchange with retail store 

The interviewees asked for the internal organization in the company regarding the com-
munication with local retail stores of Willys, Hemköp, and PrisXtra with the aim to dis-
close if there is an open communication for information flow between them. The ques-
tion involved the structure in Axfood as being more decentralized. However the infor-
mation flow goes from the retail store through the manager of the chain towards the 
buying department in Axfood. 

…..It is quite a lot like that, like an hierarchy because there is a lot of people, if you are a buyer 
in dry goods, you cannot contact with five hundred stores, it does not work  so you would not have 
to do anything in answering in the phone...but that is more a practical reason … each chain pre-
sents an assortment strategy that they tell us where they want to be strong in what type of assort-
ment they want to be strong and where is very important to have and that is the sort of the order 
for us start working‟ – (Karlsson E.G., Axfood Sverige AB) 

Even though there is no direct communication between them, there is also no obstacle 
for them to communicate in the organization, but again volumes get emphasized as the 
source of information. 

„… all the time we have weekly basis, we can see what happens in the stores, I can look at one store 
in jönköping and say that they are selling this product very well if ı want to but that is not very in-
teresting for us we need to see what volumes there are in the , market...sometimes it is that depends 
on what type of assortment you have because it can vary from different parts of Sweden, from differ-
ent store formats but otherwise you normally look at the volume that is what we use when you nego-
tiate.‟ – (Karlsson E.G., Axfood Sverige AB) 

To get the information about store knowledge, the interviewers found out that the ex-
change of store knowledge by retail stores with their headquarters and Axfood is rather 
unstructured and ad hoc.  

„…it is not on a regular basis or put it in a system but there are different channels anyway, when it 
comes to our private label products, for instance we have customer support where customers and 
stores can call in and tell us about the problems they have with products and things like that,...and 
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also from this year all of us here is going to be working in  one store from Willys and one store from 
hemköp one day each year so we should have more contact with stores, that is organized this way, – 
(Karlsson E.G., Axfood Sverige AB) 

The authors defined in the theoretical framework some values that are created by the lo-
cal retail store such as store value, the question that the interviewee was asked, revealed 
that there is an exchange of information about assortment and product arrangements. 
There is not really a direct contact between Axfood and the local retail stores, this infor-
mation most of the time goes through the headquarters of the different chains. However, 
if necessary Axfood has the ability to get into contact with a certain retail store. 

„… to be able to contact if there is need to ask them, if we are doing a new packaging I would prefer 
somebody I know within the store and I could call and say this is what we think about it and what 
they think, what are the implications for you if we do that, so not every day and not all the time, be-
cause that would not work but there is nothing prohibited about exchanging information.‟ – (Karls-
son E.G., Axfood Sverige AB) 

An intranet is used to centralize information coming from different parties including 
stores, technological tools were tried to create value and this enabled flow of information 
going cross the hierarchy.  

Related to the theoretical framework, the proximity of the local retail store to the cus-
tomer, prices, assortment and time are the components of store value, and were empha-
sized as critical factors by the interviewee. 

„…if you ask them they always say that closeness to stores is the most important thing, distance is 
the most important factor, but of course that depends on what type customer you are, and sometimes 
you are different customer at different location like if you would have children, you would change 
your buying pattern most likely … big shopping in one time, one stop shopping is very important to 
some customers that of course the assortment then also the price level is very important‟ – (Karlsson 
E.G., Axfood Sverige AB) 

Focusing on the factors, such as distance or assortment, in the company policy for value 
creation is different in every chain and related to what the customer expects. If the per-
ceived value of the consumer is not fulfilled, he or she can easily change store formats 
where the perceived value is higher. 

„We know that majority of the Willys customers with chain stores if they did not find the right 
prices, for instance when it comes to Willys we know that, and that is what they are offering, dis-
count food, that is very important for those customers … But when it comes to Tempo customers 
for instance, independently owned but it is small stores normally, in small villages in areas where 
people live, small ... stores ı could say that perhaps opening hours would be more important that 
you can find what you need all the hours, and if it is close to the home, it depends‟ – (Karlsson 
E.G., Axfood Sverige AB)  

Defining core values stores is emphasised by the retailer, as they are different for every 
retailer. These core values create the image of the company and with that the image of 
the stores. The accuracy in the work flow was found very important, errors made in any 
level of the work affects all stores in the end. Therefore doing the work in an accurate 
way creates value in the organization and local retail stores are where this accuracy is 
tested. As looked upon the issues about having two different chains within one retailer, 
the interviewee mentioned that there is not particular exchange between the two retail 
chains. 
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„You always have to think everything on the way through, some people in buying department they 
are for instance putting data into system if they do it wrong way, not do it carefully enough  for one 
product, they will create problems in 350 stores at least , that is one way of thinking, when I am 
doing this, I always have to think about being careful so turnout right for the stores they meet the 
customers in the right way, they should not have to use a lot of  time the errors that others made, – 
(Karlsson E.G., Axfood Sverige AB) 

Regarding the communication, there are certain set of values that are provided to the 
chain, like following a certain assortment or additional product. However there is also 
communication about the store image.  

4.2.2 Managing values by retailer 

As supported by the interviews done with local retail stores, product information is ex-
changed between retailer and the retail store. The interview done with the retailer sup-
ported that retailer manages this information by putting it in to the system and use it for 
further planning in order to get competitive advantage. 

„They can add products from local or regional market if they want to, all stores can do that but we 
use our systems to put the data so they have to contact us to be able to have the product within the 
system‟ – (Karlsson E.G., Axfood Sverige AB) 

Within the retail chain, there is an internal communication about products, as there is a 
manager for every different product category. These category managers are in contact 
with the store in order to set the best price, create the best promotion and campaigns. 
They need this information to be able to improve assortment and what is possible to do 
within stores, are there shelves enough etc.  

„… we have category managers within the buying department they are responsible for one category 
for instance, breakfast...and there is a counter part in the chain side that works with this towards 
the stores, this person in the chain they do all kind of things to promote the sales, they do the pric-
ing for instance, if it is our own stores, and they do campaigns  with it, they send all kinds of in-
formation about to the stores about products and they have the connection with the store owners 
themselves, and these two manager category manager and the sales manager …, – (Karlsson 
E.G., Axfood Sverige AB) 

Knowing that the local stores can make decisions about implementing own ideas, the 
need to be in a constant exchange of information is very between the retailer and the lo-
cal store is very necessary in order to help them improve their own store, and stores in 
the chains. 

„....knowing what is happening in stores to be profitable that is part of the process that we want to 
know that everything is all right, helping store owners control over there in the business, so it has 
that purpose from the beginning, you know we have about 11000 different products in the stores 
that you need to have and all kinds of information that you need to take care of ..you need to have 
somebody you need to have it in order and know what you are doing.‟ – (Karlsson E.G., Axfood 
Sverige AB) 

The usage of intranet clearly shows the need for exchange of information between the 
parties. The retailers receive all kinds of information from different retail stores; after-
wards they manage this information by adding value on them; converting them to other 
types of value or extending those values. In this case, for instance, customer problems 
are turned into information. From this perspective, the retailer has the ability to add, 
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convert or extend these values. However, the retailer thinks that more exchange is neces-
sary in order to improve value towards the customer 

 „… we tried  to have the information what they think is the biggest problem we actually tried to 
start on intranet, we had a possibility for the stores to give us information write it down, Picture it, 
let it work, but it did not work very well, but perhaps the timing is right now, but of course we 
would need to have more information it has  be somewhat in  an organized way otherwise one store 
would have a lot of influence on decision making and then that does not work for other stores so you 
need to have some kind of balance when it comes to that, – (Karlsson E.G., Axfood Sverige AB) 

4.2.3 Exchange with others 

Sales volumes, which are used by the retailer in an organized way, are exchanged with 
supplier. The retailer buys a certain product from the supplier, a certain arrangements; 
they negotiate deals on the basis of the sales volumes. 

„… product we buy from the third party, we also supply them with post data, sales data, … sup-
plier can have the possibility to follow the sales in different stores that is one of them in our stores 
weekly basis, that is what we share with them, that is part of the deal, but you have to have a deal 
with us to be able to get that information and it is renewed every week so you can see what hap-
pens.‟ – (Karlsson E.G., Axfood Sverige AB) 

However, there is also an exchange of sales volumes with others, creating the Nielsen-
Index, which is used to show the retailer‘s market share in a certain category, and their 
positions according to other chains. Relationships with suppliers are very important in 
the sense that they provide goods and price is decided through negotiation with them  

„…We actually buy a product, all of our competitors … buying about the same products as we are, 
this is a combined aggregated product, that is a sample of stores leaving their sales data you see what 
market share you have and you compare within all assortment, that is how you see if  you are strong 
or weak within the different parts of assortment  

Both parties exchange knowledge about customer & product. There is a definite joint 
development between retailers and suppliers; however the exchange of knowledge de-
pends on which party wants to improve a certain specific. 

„… you would do that on a regular basis but sometimes you do different projects together with sup-
plier that you sort of try to improve the way you sell to improve assortment also suppliers normally 
have a lot of information about their customers and especially international ones they are very good 
at having that type of information and that is shared with us that is one of the parts we put into the 
information when we use, when we do the assortment together with chains. – (Karlsson E.G., Ax-
food Sverige AB) 

The information coming from the retail stores is mostly transferred towards the supplier 
when joining together in these small projects. As the store managers have the knowledge, 
they are invited to these workshops to share their knowledge and view on in store situa-
tions. 

„… It is done when we do the projects… the type of information of course that is normally within 
the project. For instance you do baby food, we need to be much better in baby food then you start to 
do a project together with supplier and assemble the people who can contribute to improve the out-
come of the project.‟ – (Karlsson E.G., Axfood Sverige AB) 
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Products, services and revenue as the currencies of value are exchanged to get tangible or 
intangible value as a result of the transaction between the consumer and the local retail 
store. Axfood manages this flow through Dagab as one of its distribution centres. Prod-
ucts and services are bought from the distribution centre and sold to the end customers 
in this case. 

„…They pay to the stores; Stores buy the products from Dagab which is one of our distribution 
centres.‟ – (Karlsson E.G., Axfood Sverige AB) 

4.2.4 Retailers input in the value network 

In the end of the analysis authors will answer to the research questions, therefore the in-
terviewee was asked about awareness of a value network as the last research question is 
based on how the retailer manages the values in the chain to create a value network. The 
question was asked by pointing out if there is an active exchange of knowledge and 
product and goods and if it is used by the retailer to improve their competitive advantage 
towards other competitors. The answer received mainly focused on the unorganised flow 
of intangible and intangible value in the system.  

„…It is not organized, we don‟t have a system where you put things in and you can look them up, 
but of course there is lots of meetings on regional level, there is also meetings with store owners, de-
partments within the chain that work with the assortment and all types of meetings…everything 
could be like, this product does not work or  it has got the wrong packaging or  people won‟t buy 
this  or I think we need to have more fast foods in our stores…. all kinds of discussion is going on 
but it is not organized in a system, but there is a lot of meetings going on, and we meet a lot of 
people around, and that is where the exchange is happening.‟ – (Karlsson E.G., Axfood Sverige 
AB) 

 

“Good relationships with local authorities help the retailer get competitive advan-
tage."  

When a retailer decides to build a new store in the areas that would bring value to the 
needs of the customers, they have to compete with other chain in order to get that spot 
and be aware of municipality regulations. Having a good relationship with municipality is 
necessary to improve value for all members in the network. 

„… Axfood has a department that works with establishing new stores depending on the competi-
ton around the store and what type  people around the store or if there are ..all these things that 
has to do with surrounding then that is part of the decision making process, what chain to put into 
store, should it be hemköp or Willys or Prisxtra that depends on the competition around it and 
what type of customers they would  expect to have ,if they have cars or buying food for lunch as 
they work in the neighbourhood or ...it is not very easy find stores that you can sell food in, it is 
regulated by the different municipality you have to have certain certificate to be able to sell these 
kinds of  products in the store , that is why the chain are competing all the chains, competitors are 
competing these stores that you can sell food that is why it is centralized in one particular way, you 
have to have a contact all kind of  people who have that..... – (Karlsson E.G., Axfood Sverige 
AB) 
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4.3 SUMMARY 

 

Exhibit 11 : Value creation according to empirical findings, own construction 

 

Exhibit 11 shows a model that summarizes the value creation model of with the data ga-
thered from the empirical findings. The terms in this model will be further explained be-
low: 

CONSUMER AND RETAIL STORE: 

 PRODUCTS, SERVICES & REVENU: Products and goods are exchanged to gen-
erate revenue 

 REQUIREMENTS: When consumers ask for particular products, the store manag-
ers extend that information to the retailer. 

 PRODUCT & STORE INFORMATION :  The exchange of store and product in-
formation is part of the service between both participants. 

 STORE VALUE & SHOPPING TRIP VALUE: Creating the right set of product, 
goods and services increases the loyalty of the consumer. 

 LOYALTY: When coming to fast moving consumer goods, loyalty is not easy to ob-
tain. 

 STORE IMAGE: By implementing the store policy provided by the retailer, the retail 
store creates a certain image towards the consumer. 

 

RETAILER & RETAIL STORE: 

 FRAMEWORK:  There are specific instructions on how to organize the store, what 
products to use. There is a direct contact among the local retail stores, and their 
headquarters. 

 PRODUCT INFORMATION : The input of the store manager in revising the 
product selection, deals, etc and bringing in new products is high.   



Cetin & Zachée, 2009 

 56 

 STORE INFORMATION: As long as local stores are existing information, reports 
and feedback about it will be exchanged. The information for assortment is ex-
changed between the headquarters of the local stores and the retailer. The store man-
agers are in contact with chain manager to make improvements. 

 BONUS: Effort is strictly rewarded by a financial bonus. 

 REQUIREMENTS: When consumers ask for particular products, the store manag-
ers extend that information to the retailer. 

 CONSUMER/PRODUCT KNOWLEDGE: Sharing consumer knowledge is one of 
the main advantages the local store possesses. 

 STORE KNOWLEDGE : Despite the lack of procedures, the local retail store looks 
to gain some awareness about in store facts. The conversion of store knowledge is 
basically in an unorganized way, but exists. 

 STORE IMAGE: ―With the exchange of the framework, the retailer gives away a 
policy towards the store representation.‖ 

 

RETAIL STORE & OTHERS: 

 PRODUCT & STORE INFORMATION :  The exchange of store and product in-
formation is part of the service between both participants. 

 STORE & PRODUCT KNOWLEDGE : Despite the lack of procedures, the local 
retail store shares in store facts with suppliers. 

 

MANAGEMENT OF VALUES BY RETAILER: 

 STORE VALUE & SHOPPING TRIP VALUE  : Customer type is also very impor-
tant to know as well as prices, assortment, distance and time. 

 LOYALTY: Through different store formats, loyalty is obtained considering cus-
tomer type. 

 STORE IMAGE: Retailer manages the store image with assortment, campaigns and 
cooperation in the chain contributes to create store image. 

 SALES VOLUMES: The most important information used in organized way. This 
information is extended to suppliers and converted into Nielsen-index. 

 REQUIREMENTS & ORDERS : The retailer‘s transactions with the supplier are 
mainly based on assortment requirements & the related orders. 

 PRODUCT/CUSTOMER KNOWLEDGE : Retailers work together with suppliers 
to create joint development and product/customer knowledge.  

 PRODUCTS, SERVICES & REVENUE: Products and goods are exchanged to 
generate revenue. 
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5 Analysis 

In this chapter, the empirical results will be analysed and put into a diagram, in order to better under-
stand the flow of both tangible as intangible values. Also, the impact and exchange of these values will be 
discussed by combining the information from the theoretical framework and the empirical findings. 

The first part of the analysis is related to the entire study. It shows all the transactions 
made by the local retail store and the retailer; and the relevant roles in this network. The 
next two parts will be a more in-depth analysis based on this exchange diagram. These 
sections will answer the research questions stated in the beginning. What values are cre-
ated by the local retail store; and what values are exchanged by the retail store and con-
verted by the retailer? In order to make this analysis straight forward, the terms used in 
this part are both from the empirical findings and the theoretical framework. The analysis 
follows the three-step-model created in the theoretical framework. 

5.1 EXCHANGE ANALYSIS 

 

 

Exhibit 12 : Value network diagram of retailing business, based on the value network model developed by 
Verna Allee (2002). 

 

 

Conducting the empirical research, the findings were used to map the value exchange 
model (see Exhibit 12). As shown in this diagram, there are four roles that were perceived 
as most important for this study:  
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 Consumer, as they are the main receiver of the goods and service exchange. 

 Local retail store, as they are the basis of the value creation study 

 Retailer, as they are the basis for the value network analysis 

 Supplier, as they are the most important factor in the value exchange.  

The information shown in this diagram and the corresponding tables were produced by 
combining the data of the value creation study in the theoretical framework, and the in-
formation gathered in the interviews. Table 7 shows the tangible value transactions be-
tween all the participating roles and Table 8 will show the intangible transactions. All 
connections will be explained shortly and summarized in this section. More detailed in-
formation is provided for the transactions regarding the local retail store and the retailer 
in the further analyses.  

5.1.1 Tangible transactions 

NR FROM TO TANGIBLE VALUES 

(1) Local retail store Consumer  Products & Service 
Product & store information 

(2) Consumer Local retail store Revenue  
Requirements 

(3) Local retail store Retailer Product information,  
Store information, 
Requirements 
Sales volumes 

(4) Retailer Local retail store Framework,  
Bonus,  
Product & store information 

(5) Supplier Local retail store Product information 

(6) Local Retail store Supplier Store information 

(7) Retailer Supplier Volumes 
Requirements & Orders 

(8) Supplier Retailer Product information 

(9) Retailer  Consumer  Product & store information 
Advertisements & commercials 

(10) Internal transactions with distribution 
centre 

Revenue 
Orders 
Products 
Product information 

Table 7 : Tangible value transactions of retailing industry 

Table 7 shows the tangible value connections between all the parts of the value network. 
It shows the transactions and the tangible deliverables between the different relevant 
roles.  

 Retail store & consumer:  

The retail store provides the consumer not solely with products anymore; it provides 
also revenue generating services. The consumer exchanges value by providing the re-
tail store with orders, revenue and requirements. As the two important factors in this 
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study are products and stores, the sharing of this information is inevitable in all 
transactions. So, there is an exchange of product & store information. However, this 
is more about where the products are placed, the opening times, what product are 
present etc.  

 Retailer & retail store:  

As the store managers stated, there is a strict framework and instructions to follow. 
Although there is room for own input, everything needs to be approved by the 
headquarters. The exchange of values is almost strictly about store & product infor-
mation, like exchanging information about new products, deals, store placements 
and other in-store and products issues.  

The retail store‘s sales volumes are used by the retailer. In spite the fact that this can 
be put under store & product information, due to the fact that this is the most ex-
ploited value by the retailer to combine assortments and make deals with the sup-
plier, the authors found it necessary to create an separate value exchange for it. 

If put in more effort about sharing information; improving communication; bringing 
in new values by the store manager, the exchange of value is strictly financial. 

 Retail store & supplier:  

These transactions are rather unusual, it‟s limited to the suppliers sending sales people to the local 
stores in order to promote their goods and optimize the value towards the consumer. The supplier 
provides together with the products, some product information and requirements about store place-
ments.  

*In the case of Coop Forum, there is a regular communication about products and the store between 
the head of the departments and the supplier. Although, the store manager of Willys has no contact 
with the supplier, all contact goes through headquarters. 

 Retailer & consumer: 

The retailer and the consumer don‘t have a direct contact, but they provide the con-
sumer with product & store information as there is a website for everybody to ac-
cess. They also distribute information about deals, promotion and other product & 
store related information. Most of this information is given to the consumer under 
the form of written advertisements and TV commercials. 

 Retailer & supplier: 

The communication with the supplier is about the sold volumes of their products, 
requirement of assortments and arrangements of products. And the official ex-
change of revenue and orders. The exchange of these tangible values is a result of a 
regular negotiation between these two parties.  

 Internal transactions:  

There is an internal communication with the distribution centres. In the case of the 
tangible exchange, it is mostly about products, assortments, deals and orders put in 
by the local retail stores resulting in revenue for the distribution centre. This part of 
the exchange network is very mature and well structured, as in most cases the stock 
is filled automatically by a computer order. 
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5.1.2 Intangible transactions 

NR FROM TO INTANGIBLE VALUES 

(a) Local retail store Consumer  Shopping trip value,  
Store value  
Product value 
Store image 

(b) Consumer Local retail store Consumer knowledge, 
Loyalty 

(c) Local retail store Retailer Consumer/Product knowledge, 
Store knowledge  

(d) Retailer Local retail store Consumer/Product knowledge,  
Store knowledge,  
Store image 

(e) Local Retail store Supplier Consumer knowledge, Store knowledge 

(f) Retailer Supplier Product/consumer knowledge 
Store knowledge 
Joint development 

(g) Supplier Retailer Product/Consumer knowledge 
Loyalty 

(h) Retailer  Consumer  Store image 

(i) Retail store Other stores Consumer/Product knowledge, 
Store knowledge 

(j) Other stores Retail store Consumer/Product knowledge, 
Store knowledge 

(k) Internal transactions with distribution 
centre 

Consumer/Product knowledge, 
Store knowledge 

Table 8 : Intangible value transactions of retailing industry 

 

Table 8 shows the transactions and the intangible deliverables between the different rele-
vant roles. As seen in this table, the most shared value is knowledge about products, con-
sumers and the stores. The stage, in which the value communication is executed, is rather 
low in procedures and documents. Some transactions are regular but undocumented; 
others are not ad hoc and unstable 

 Retail store & consumer:  

The local retail store provides the consumer with a certain quality, regarding the 
shopping trip; a product selection, deals, assortments; and the store environment. 
The consumers provide the local store, directly and indirectly, with information 
about their shopping attitude, their behaviour, their intentions and their satisfaction, 
which might result in loyalty and word of mouth, both negative as positive. 

 Retailer & retail store:  

The exchange of intangible values is mainly knowledge. The retail store provides the 
retailer with customer knowledge (e.g. consumer behaviour, intentions …) and in-
store information. The retailer provides the local retail store with product & store 
know how; a certain store image that is the local retail store has to follow; provides 
the retail store with knowledge about the right set of marketing values. 
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 Retailer, supplier & retail stores: 

The greatest exchange of intangible knowledge is when all three parties come to-
gether in order to improve a certain area of product. When one of the parties want 
to improve a category, for example baby food, the relevant managers and employees 
come together to create new products, better sales campaigns and other issues. 
Within this session a lot of knowledge about the products, stores and consumer get 
exchanged.  

 Retail store & supplier:  

As only the retail store has been asked, the authors are unaware if intangible values 
are exchanged. This is the only case where the two interviews differ. The store man-
ager of coop stated that there is a really close contact between the suppliers and the 
store. As the interviewers found out, there is a transaction of knowledge about 
products and the in-store situation towards the supplier. However, this is not the 
case with Willys; there is no direct exchange with the supplier only in these few 
workshops organized by the supplier or headquarters. Both store managers men-
tioned that sales people sometimes come to the store, however the authors can‘t 
clearly state if there is an exchange of intangible values at that point. 

 Retailer & supplier: 

As mentioned in the interviews the exchange between the supplier and the retailer is 
mainly tangible, and is related to the negotiations about assortments and getting 
good deals. However, there is also an exchange of knowledge between these roles, 
concerning the products and the store environments.  

 Retailer & consumer: 

The intangible transactions between the retailer and the consumer is rather obvious, 
it is the retailer who provides the tangible framework that will result in a store image 
realised by al the company owned and franchise stores. This image is the most im-
portant intangible exchange of information and as with retail store, if managed write, 
it might be exchanged into loyalty coming from the consumer.  

 Local retail store & other stores: 

The interviewees from Axfood & Willys mentioned that there are regular regional 
meetings where the managers of different stores come together and exchange 
knowledge to improve store, shopping trip and product value for the consumer; re-
gional products; possible new locations and in store experiences. 

 

EXCHANGE NETWORK 

According to Allee (2008) in order to define if an exchange network exists there to need 
to be a ‗coherent logic and flow to the way value moves through the system‘. As the 
analysis shows there are both tangible as intangible transactions between the different 
roles between the participants in the network. Although most of the intangible values are 
traditional exchange of store & product knowledge, they exist and they are considered to 
be of almost equal importance to improve consumer value. However, the transactions 
between the suppliers and the retailer are mostly tangible, due to the fact that the buying 
process is based on sales volumes.  
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As this analysis is conducted to map out the value exchange, the study explores if there 
an overall pattern of reciprocity. Whenever it comes to tangible transactions, the ex-
change is rather obvious. Products are exchanged in to revenue and requirement. Al-
though it is difficult to expose the intangible reciprocity, but most of shared values out-
side of the organization are part of a traditional routine and follow the principle of ex-
change. The exchange of knowledge between roles is in most occasions going two-way. 
However, when it comes to internal transactions between the retailer and the retail store, 
the intangible deliverables are shared without getting anything in exchange as these are 
part of the internal communication flow 

5.2 VALUE CREATION AT THE LOCAL STORE 

In this section of the analysis, the answer to the first research question will be given. It 
will show what values are created for the consumer due to the physical presence of the 
local retail store. These values will be divided into the framework of intangible and tangi-
ble exchange by Allee (2002). The distinctions will be made between the values going 
from the retail store to the consumer; and from the consumer to the retail store.  

Table 9 shows the transactions between the consumer and the retail store on both tangi-
ble and intangible values. This information will be the input for the value conversion by 
the retailer 

 

 Tangible values Intangible value 

To consumer Products & services 
Product & store information 

Shopping trip value 
Store value 
Product value 
Store image 

From consumer Revenue & Requirements Consumer knowledge  
Loyalty 

Table 9 : Value creation at the local retail store, own compilation 

 

As already stated in the theoretical framework there are three different values created at 
store level for the consumer: store value, product value, and shopping trip value (Diep & 
Sweeney, 2008). Both store value and shopping trip value were supported by the empiri-
cal findings, however, during those interviews some more data was gathered related to 
the value creation at the local retail store. In the empirical findings, the authors generated 
a new set of shared values both tangible and intangible.  

 Products, services & revenue are the logical results of the shopping trip of the con-
sumer. 

 Consumers‘ questions for new products and in-store issues result in new Require-
ments for products and services. 

 Product & store information is referred to as tangible information about the assort-
ment, deals, opening hours and other related issues. These transactions are face-
to-face, written in adds or presented on the website 
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 The authors have combined the knowledge about ‗intentions, satisfaction, con-
sumer behavior and worth of mouth‘ (Grewal, 2004:x) as customers knowledge. If 
managed in a right way, this will result in customers loyalty (Grewal, 2004:x) 

 The combination of the shopping trip value, the store value and the product val-
ue creates a certain images toward the consumer (Diep & Sweeney, 2008). Retail-
ers, thus the local retail store as well, differentiate themselves by creating a certain 
set of values that create a certain store image (Grewal, 2004:x). 

 

The analysis shows that local retail stores are the source of various created values such as, 
store value, store image, product value, shopping trip value, product and store informa-
tion, and customer knowledge. The retail store is an enabler of value creation with their 
ability to contact directly with the customer. They provide critical information and 
knowledge concerning the customer. 

5.3 VALUE CONVERSION BY RETAILER 

In this section, the empirical findings gathered about the value exchange between the re-
tail store and the retailer will be explained. As above section, these values will be divided 
into the framework of intangible and tangible exchange by Allee (2002). In this analysis 
the transactions from the local retail store to the retailer will be put under investigation. 

5.3.1 Value exchange between retailer and retail store 

Table 10 shows the information gathered in the value exchange analysis on the value 
transactions between the retailer and retail store. This information will be an input to 
find out what values are managed by retailers, and will create a more clear and detailed 
understanding on the possibilities of the value exchange between retailer and local retail 
store.  

 Tangible values Intangible value 

To retailer from 
retail store 

Product information 
Store information 
Requirements 
Sales volumes 

Product/consumer knowledge 
Store knowledge 
 

Table 10 : Value transactions from retail store to retailer. Source: 4. Empirical findings 

The most important transfer between these two members of the supply chain is the 
framework provided by the retailer to the retail store. This framework includes the prod-
uct assortments, deals, additional products and instructions on space management, open-
ing hours and additional services. As the retailer from Axfood mentioned several times in 
the interview, the assortment creation and exchange of information about the product 
range between the retailer and retail store is based on the sales within the stores and is 
therefore very mature. The retailer can immediately check what the sales and volumes are 
in a particular store through a database. 

There is a constant and very regular communication about store and product issues, both 
intangible as tangible. A distinction need to be made between information and knowl-
edge. Verna Allee (2007) explains in her part about the currencies of value that informa-
tion directly related to a certain product, service or in this case store and the consumer, is 
tangible (e.g. new products, store placement, reports, etc.). The intangible communica-
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tion most often goes with it unnoticed, in this case the knowledge and know how shared 
with the retailer represent in-store experiences about the store itself and sold or unsold 
products. The retail store might a bonus, depending on the retailer‘s policy, when acting 
according to the right structure and improving sales by exchanging more than tangible 
information about their in-store experiences. 

A second part of the shared values besides information is store image. The retailer wants 
to create a personality, a set of rules that suits and supports all the stores of the chain in 
the same way (Grewal, 2004). These set of values are carried on to the local retail store. It 
is then up to the retail store to live up to that store image by creating the right assort-
ment, services and intangible values from for the public in relation with the structure 
given by the higher authorities. 

5.3.2 Value conversion & asset utilization 

This part is the answer to the second and third research questions: „Which kind of values 
created by the local retail store, are managed by the retailer?‟ and ‘How does the retailer manages these 
values in order to create a value network?‟.This analysis will result in a table that shows what 
values, solely created by the local retail store, are converted, added or extended by the re-
tailer to other members in the network. 

As the purpose of this study is not to map out the whole network and analyse the stage 
of the conversion, the authors will only explore the two first dimensions defined by Allee 
(2008:20).  

First of all, the analysis shows what specific value outputs (tangible and intangible) the re-
tailer generates and provides to other roles and how the retailer adds, extend or convert 
value these value inputs.  

 add value by contributing insights and providing it as an intangible deliverable to 
another business partner; 

 extend the value by making it available for other value network partners to ac-
cess; or 

 Convert the competitive intelligence into a tangible value offering that can gener-
ate revenue. (Allee, 2008:19) 

Secondly, it shows the level of utilization of the values by the retailer. This analysis shows 
how well the participant leveraging financial and non-financial assets to create each value 
output. (Allee, 2008:15). The indicators used for this determination are kept as a very 
simple subjective scale in this analysis:  

 High — this asset is being leveraged or utilized very well to create this output 

 Medium — this asset is being utilized to an average degree 

 Low — this asset is being utilized poorly or not at all (Allee, 2008:15) 

Table 11 shows all the relevant value transactions coming from the local retail store go-
ing to the retailer. The analysis explores in what deliverable the values are exchanged with 
other parties at the moment; and how well the retailer uses these values as leverage. Also 
here, the authors are applying some general terms, generated in the theoretical frame-
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work and the empirical findings, in order to make the understanding of this study more 
straight forward.  

 

Add, Convert 
or Extend 

TANGIBLE 
CONVERSION 

Asset 
utilization 

INTANGIBLE 
CONVERSION 

Asset 
utiliza-

tion 

Product & 
Store  infor-

mation 

Convert to revenue 
from consumer 

H Add value to con-
sumer 

H 

Extend to other 
stores 

H Add knowledge to 
the supplier 

L 

Convert to bonus for 
retail store 

L  

Sales volumes Extend to supplier H  

Convert to ‗money‘ H 

Requirements Convert to order for 
supplier 

M Add knowledge to 
order for supplier 

L 

Extend to other 
stores 

M Add value to con-
sumer 

H 

 Store knowl-
edge 

Extend to other 
stores  

M   

Convert to revenue M   

Product/ 
consumer 

knowledge 

Extend to supplier L   

Table 11 : Value conversion by the retailer with values coming from the local retail store. 

As found in the empirical research, the exchange of information and intangible knowl-
edge is very unstructured and not used or accessed on a regular basis. This is the case of 
both internal and external exchange. The quote underneath explains perfectly what the 
current situation is within the retail organization.  

„Just to summarize it all, it is not organized, that type of information is not organized (talking 
about knowledge), what is organized is all sales figures … very down to basic information that 
we use how much customers buy in our stores, that is what we talk of all the time, of course there 
are some other things that goes on within the chain as well.‟ – (Karlsson E.G., Axfood Sverige 
AB) 

The authors would like to stress that all the exchange showed in this table are supported 
by the empirical findings. Transactions that might be possible but not supported by the 
empirical findings were not implemented due to the fact that the interviews never ex-
plored these possibilities. The authors will now give an in-depth view on the different 
value conversions and support them with data gathered in the empirical findings. 
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 PRODUCT & STORE INFORMATION:  

In spite the not structured, chaotic and ad hoc exchange of information about prod-
ucts and in-store facts, there‘s a daily communication about these issues between the 
store manager and the retailer. The store manager directs his call directly to the right 
category manager. Although this is the most obvious exchange for information com-
ing from the retailer, there are no procedures, rules and documentation about this 
exchange.  

o Convert to revenue from consumer 

The most obvious result of the exchange of product & store information is 
to convert the information coming from the local retail store into better ar-
rangements, new products and greater deals for the consumer that will gen-
erate more revenue for the retailer. Therefore, as this has a big impact on 
improving sales, there are some repeated actions, some of them documented 
(reports) and asked for (feedback) and some of them on an ad hoc basis 
(consumer demands). This exchange of information is used very well to in-
crease sales, and with that generate more revenue  

o Extended to other stores 

As some of the information coming from one store can have an impact on 
the sales in another store, the extending of information coming from one 
store to another is very important. There‘s a lot of exchange of information 
going to other stores. In the case of Axfood, there is an intranet existing that 
shows all product & store information coming from the local stores, manag-
ers can access this information and extend them if necessary to other store; 
and as there‘s one boss (both interviews) for an entire region, the extension 
of information is inevitable. 

o Convert to bonus for retail store 

This exchange is not made by every retailer. Coop provide its retail store 
with an extra financial reward for good performance, however this was not 
the case in Willys. Therefore this exchange is of less importance in this con-
version analysis, as it depends on the policy of the chain. In both cases, there 
is no emphasis on bonuses given for better performance. The managers 
know their job. 

o Add value to consumer 

As the exchange of product & store information is a result of the exchange 
of information between the consumer and the local retail store‘s employees, 
the implementation of this information is to improve the store and shopping 
trip values created at store level. The two most important issues in this ex-
change is the interpretation of consumer demands; and as they are doing this 
for a long time now, the use of this asset is high, and generates a lot of added 
value for the consumer. 

 

o Add knowledge to the supplier 

This asset (product & store information) can be converted to knowledge, 
that would create lots of added value for the exchange with other partners in 
the network, however the use of this information is rather low. To some ex-
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tend the retailer shares this asset in form of knowledge when there is a com-
bined effort to improve specific product categories. However, this is rather 
ad hoc, and there is not a lot of emphasis on it.   

 
 SALES VOLUMES: 

Sales volumes is the deliverable of the most often transaction between retailer and 
supplier. The volumes are used to negotiate deals, define what product should be in 
the assortment etc. As far as the empirical findings show, there is no other usage of 
this asset. However, there is an exchange of this data with competitor. 

„ …there is a sample of stores leaving their sales data, so you can see what market share you have 
and you can compare your place within all assortment, that is how you see if you are strong or weak 
within the different parts of assortment ...‟ – (Karlsson E.G., Axfood Sverige AB) 

o Extend to supplier and convert into ‗money‘ 

The sales volumes are a very well used asset by the retailer. They are ex-
tended to the supplier. Supplier can follow sales within every store on a con-
tinuously basis, however in order to have access to that information, the 
supplier has to have a certain deal with the retailer which results for the re-
tailer into ‗money‘, however it was not specified in which form. 

„… we also supply them with post data, sales data, we also have some of our fifty suppliers 
have that is the possibility within your category in only for your products you can follow the 
sales in different stores that is one of them in our stores weekly basis, that is what we share 
with them, that is part of the deal you have to have a deal with us to be able to get that in-
formation and it is renewed every week so you can see what happens.‟ – (Karlsson E.G., 
Axfood Sverige AB)  

 

 REQUIREMENTS: 

The requirements coming from the consumer are extended by the local retail store 
to the retailer. Here it is the same issues as with product information, in spite the not 
structured, chaotic and ad hoc exchange of information about product demands, 
there‘s a direct communication about these issues between the store manager and 
the category manager. This is one of the most important exchanges to improve sales, 
but as with product and store information, there are no procedures, rules and docu-
mentation about this exchange.  

o Convert to order for supplier 

This information is used to recreate and renegotiate certain assortments 
from the suppliers. Requirements are converted into the order for the sup-
plier so; they have an indirect influence on the deals negotiated by the re-
tailer. However there is no obvious exchange and flow of this information 
within the organization. 

o Extend to other stores 

The information of customers‘ requirements is exchange with other store. 
However, also for these transactions there is no documentation or obvious 
exchange or flow through the organization. However, in the same case as 
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with product& store information, there is one boss, so this information in-
evitable will get exchanged; and also the monthly meeting with regional store 
are a supporting element of this assumption. 

o Add knowledge for supplier 

As this requirements come directly from the consumer, it‘s creates indirectly 
knowledge about certain products or consumer issues. However, the authors 
assume that the retailer till some point adds consumer & product knowledge 
to this asset when ordering products and negotiating deals. However, no ob-
vious transactions were discovered regarding consumer requirements. 

o Add value to consumer 

It is obvious that by reacting on these requirements, it will create more value 
for the consumer like store value, shopping trip value and store image. This 
exchange as with product & store information is highly evolved, and very 
well used to improve consumer‘s intangible perceived value 

 

 PRODUCT/CONSUMER KNOWLEDGE 

The exchange of product and consumer knowledge is in some cases obvious and in 
other cases difficult to depict. However, the authors only put in the obvious ex-
change in to prevent the analysis from creating transactions that might be not there. 

o Extend to supplier 

The following quote sums up the product and consumer knowledge ex-
change between the local retail store, the retailer and the supplier. There are 
workshops where consumer come together and talk about certain product 
categories, which results in joint development of goods, store value and 
knowledge towards the supplier 

 ‗You do that a lot you would do that on a regular basis but sometimes you do different 
projects together with supplier that you sort of try to improve the way you sell to improve as-
sortment also suppliers normally have a lot of information about their customers‟ – (Karls-
son E.G., Axfood Sverige AB)  

 

 STORE KNOWLEDGE 

The exchange of store knowledge follows the same problem as with product & con-
sumer knowledge. It is in some cases obvious and in other cases difficult to expose. 
Also here, the authors only put in the obvious exchange in order to not create trans-
actions that might be not there. 

o Extend to other stores 

As mentioned by the interviewee in Axfood, and supported by the store 
manager of Willys, there are monthly meetings organised by the retailer 
where the store managers of all the stores in one region come together and 
share in-store experience about product and store issues. 
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„… it is not organized, we don‟t have a system where you put things in and you can look 
them up, but of course there is lots of meetings on regional level, there is also meetings with 
store owners, departments within the chain that work with the assortment and all types of 
meetings‟ – (Karlsson E.G., Axfood Sverige AB)  

o Convert to revenue from consumer 

The exchange of in-store experience results in a better understanding of the 
store environment and this leads to an improvement of the store conditions. 
Therefore, as this has a big impact on improving sales, there are some re-
peated actions, however they are not document, or particularly asked for. 
The use of this asset for converting revenue exists but not really focused on. 
But it is part of the transaction that might improve sales and loyalty 

 

The analysis shows that retailer manages product and store information, requirements, 
the store knowledge and sales volumes exchanged  by the local retail store, by adding 
value to it; extending it to other roles for their utilization; or by converting intangible 
value to tangible value assets. Therefore the retailer possesses a directing role in creating 
a value network, and there are exchanges with suppliers as well. 

According to the analysis, the main focus of the transactions is on the sales volumes, as 
this information is one of the biggest tangible transactions from the local retail stores to 
the retailer; which the later then uses to generate knowledge. Coming to the utilization of 
these exchanged assets, the tangible assets are much better used, due to the fact that 
most of the tangible values are documented and exchange on a regular basis, while the 
intangibles are difficult to depict in these transactions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Cetin & Zachée, 2009 

 70 

6 Conclusion  

In this chapter conclusions will be made regarding the data gathered throughout the whole research of this 
thesis. The conclusions will be a result of the analysis made in chapter 5.  The authors will answer the re-
search questions, and give an explanation on how we achieved the purpose with this study.  

The aim of this thesis was to provide the reader with a new perspective on value creation 
in retailing. It is the authors‘ believe that this research presents an understanding on the 
value creation process in the grocery retail chain. In order to achieve that purpose, sev-
eral analyses developed by Allee (2002, 2007, 2008) were conducted successfully this re-
sulted in the following conclusion.  

1. The main players in the value network of the retailing business are retailer, local 
retail store and other stores in the chain; and the suppliers; 

2. There is an intensive value exchange between the retail store and the retailer; 

3. The retailer transfers the input of the local retail store into tangible and intangible 
outputs towards suppliers, and up till some extend towards other retail chains. 

According to Allee (2008), there is an existence of a value network when there is a ‗cohe-
rent logic and flow to the way value moves through the system‘. Regarding this state-
ment, the tangible exchange is concluded to be more dominant than the intangible ex-
change, as this information is more obvious and more noticed and explored by the entire 
network. However, a traditional exchange of store & product knowledge and other in-
tangible exchanges exist; and they are considered to be of almost equal importance to 
improve consumer value. This concluded, one must mention that the focus in this busi-
ness is entirely on the customer. All transactions and exchanges of values with other 
members in the network are of only issue if it improves customer perceived value. 

As part of the value network analysis, Allee (2008) suggests that there is need for an 
overall pattern of reciprocity in order for the value network to be healthy and beneficial 
to all members in that network. Whenever it comes to tangible transactions, the exchange 
is rather obvious. Products are exchanged into revenue and requirements. Although it is 
difficult to expose the intangible reciprocity, most of the shared values outside of the or-
ganization are part of a traditional routine and follow the principle of exchange, meaning 
one receives something when it gives something. The exchange of knowledge between 
roles is in most occasions a two-way transaction. However, when it comes to internal 
transactions between the retailer and the retail store, the intangible deliverables are 
shared without getting anything in exchange as these are part of the internal communica-
tion flow and the given framework. In spite the retailers‘ lack of procedures and docu-
mented exchange with the local retail store, the analyses show that the local retail store 
turned out to be a very important factor in value creation process. As they provide criti-
cal information and knowledge concerning the customers, which are in some occasions 
converted to other types of values or deliverables towards other roles outside the retail 
chain. Coming to the utilization of these exchanged assets, the tangible assets are much 
better used, due to the fact that most of the tangible values are documented and ex-
change on a regular basis, while the intangibles are difficult to depict in these transac-
tions, and used on a lower scale. However, in both cases, more emphasis and effort could 
work in favour on the utilization of these values outputs. Therefore, the retailer possesses 
a directing role in creating a value network, with a direct exchange of values with suppli-
ers as well. 
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Lately, retailers are realizing the necessity of exchanging knowledge and information as 
part of their innovation efforts. In this whole network, the weakest links is every em-
ployee as they are not educated to pick up information. This uncontrolled exploration of 
information creates the possibility of intangible values getting lost in the hierarchy. De-
spite the decentralized environment of the Swedish retailing business, it is still a very tra-
ditional business and there aren‘t any set of rules, procedures or education in order to 
improve every step in the entire value creation process. According to the stages defined 
by Allee & Schwabe (2007) the intangible exchange is, although habitual, not yet on high 
level of maturity. As flow paths are repeated and most of the time with consistent result, 
the exchange of intangible values in the grocery retail chain is corresponding with the 
level two on the Capability Maturity Model, namely the repeatable stage. (Nolan R., 1973) 
The flow paths aren‘t repeated for all situations or scenarios, however clear roles can be 
identified in the network; and transactions are made with regularity. (Allee&Schwabe, 
2007) 

 

Combining these conclusion, it shows that a value network is existing, but on a very low 
level. But more to the point, it is shows the importance of value creation by the retail 
chain. In continuation, the authors believe that creating the possibility to share informa-
tion about products, in-store experience, consumer knowledge, and consumer require-
ments is one of the biggest advantages the grocery retail chain has to improve this value 
network.  
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7 Discussion 

In this chapter, we will give you some information about the contribution to the research, concerning value 
networks in retail supply chain and what future research might be necessary. We will also provide you 
with our own reflection on the conducted research. 

As put forward in the introduction the aim of this study was to fill a gap in research 
about value creation and exchange in the retailing industry by presenting an understand-
ing on how values created at the local retail contribute to the value exchange by the re-
tailer, the choice of methodology, theoretical framework and empirical findings led to a 
thorough investigation of this subject.  

 

Theoretical implication 

The values created at the local retail store are researched lots of times. However, the an-
gle on most of the studies was the consumers‘ perceived value and their behaviour. This 
study fills in the blanks by concluding that the position of the local retail store is of ut-
most importance for a good value creation process; and that the local retail stores create 
more then only consumer value but also value for an entire value network. This research 
is an input for future studies about the value network concerning the retailing industry, 
and how retailers can use this value network to create competitive advantage. In regard 
to this, as the research focuses only from the angle of retailer in the chain, there is a need 
to consider other participants and gather empirical information from them in order to 
create an accurate view on the whole value network.  

Secondly, although, this thesis has studied the existence of value networks only through 
interviewing a small part of the whole Swedish market, the results are hardly general. 
However, we feel that the presented results provide valuable insights into the current 
status of value networks, and lead to the prospect of more in-depth studies on how to 
improve the information sharing between the different roles in this value network.  

 

 

Managerial implication 

The data gathered in this thesis in an extensive amount of information that can be used 
to create more value for the entire value network by improving the added value of every 
transaction; and considering the impact of every exchange on behalf of the retailer and 
the other participants in the supply chain. The authors believe this thesis to be a great in-
put for the value impact analysis and an entire value network analysis (Allee, 2008).It also 
provides the retailer with a model that can be implemented to improve their own value 
exchanges in all parts of the value network. 
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APPENDIX 1 : RESEARCH QUESTIONS 

 

LOCAL STORE MANAGER  

STORE MANAGERS RESPONSIBILITIES 

 What is your role in this store? What instructions do you receive from the head-
quarters? What is your own input?  

 Are you in charge of implementing the retailer's policy in to the store? 

 Do you buy the products or does the store just act as a distributor of goods? 

 How close are you with the consumers? Do you talk to them often? Do you ob-
serve their actions?  How does your store acquire information from customers? 
Do you look for information about the store or also about product characteris-
tics? How regular? 

 what characteristics do you think make your store different from other stores? 

 Do you receive any education about the products, the store images, what promo-
tions you should give to your clients? 

 Do you offer special services because you find them appropriate in your own 
store 

 What kind of independent decisions towards your retailer  can your store take? 
(Level of independency) 
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 How do you implement decisions taken by the retailer? 

 

STORE VALUE 

 What kind of services/ activities/ promotions do your store  have in order to 
take customers attraction? 

 How would you define value? 

 What is the biggest attraction that your store has? Is it price, atmosphere, variety, 
freshness, value for money,… 

 What are some efforts you make to make the shopping trip of your customers 
more pleasant and entertaining?  

 What do you do to secure customer loyalty? 

 Easiness of access  / Opening hours / customer service quality / range of prod-
ucts / entertainment services / promotions / …. 

 Is your store using the following factors to influence the shopping experience? 
Selection, Deals, Environment, Salespeople? Do you share your own opinions 
and knowledge about it? 

 

COMMUNICATION TOWARDS RETAILER 

 How do you communicate with headquarters? How regular? About what kind of 
information do you talk, just about goods and services? 

 Or do you also share knowledge about what you learned in the store?  

 Do you communicate information about what consumer think about the brand 
image, about their loyalty,…  

 Are you in regular contact about this information, if the retailer asks for it or are 
they giving that information on their own? 

 Do you share this information to get in a better relationship with the retailer in 
order to get a better pay? Do you receive a bonus for sharing information? Do 
you receive bonus for getting relevant information  

 Do you share information with other partners, competitors, other stores as well? 

 What kind of information do you share with your retailer / What does your store 
want to communicate with the retailer? 

 How is your communication policy with your retailer, do  you inform them regu-
larly or….? 
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RETAILER- MANAGEMENT  

RESPONSIBILITIES 

 What is your role within this company? 

 How is the organization in your company in terms of implementing policies re-
lated with the store or arranging activities for the stores?  

 Who is the decision makers on product range, store design, establishment a new 
store? 

 

COMMUNICATION WITH THE LOCAL RETAIL STORE 

 How do you communicate with your local stores? How regular? About what kind 
of information do you talk, just about goods and services? 

 Do you expect from the local store to share knowledge about what they received 
in the store?  

 Are you in regular contact about this information? 

 Do you communicate information about what consumer think about the brand 
image, about their loyalty? 

 What is the affect of those information/demand patterns in your core purchasing 
activities?  How do you manipulate the local retail store on what to sell, how 
much to sell, what is the relationship between them? 

 Through which information does your company determine the revisions or ac-
tions on store formats, store images, does the local store have an active role on 
that? 

 How do you measure customer impulse, where do you think local retail stores 
stand in the this process? 

 Defining your core values, ‗store is the stage‘ is emphasised, how do you define 
those values in relation to the stores? 

 What values does your retail store share with its consumer? 

 How does your company acquire information from the end customer? Regarding 
previous question, what kind of information do you expect from the local stores? 

 What instructions are given to the store manager, what information is shared with 
him/her? 

 How independent is the local retail store?  

 What information do they expect back from the store manager (order, knowl-
edge, intangible information) 
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VALUE DIMENSIONS 

 Does your company take the value of product itself into account as a criteria for 
the customer purchasing decision process? 

 Does your company take the value of the local store itself into account as a crite-
ria for the customer purchasing decision process? 

 Prices, assortment and distance and quality are some drivers that customers de-
cide on store choice accordingly, how is your company using those three factors 
to realize value, are the stores directly involved in the process? 

 Does your company take the value of shopping trip as a whole into account as a 
criteria for the customer purchasing decision process? 

 

COMMUNICATION WITH OTHER PARTICIPANTS 

 How do you transfer the information gathered from your local store towards 
your suppliers?  (How does the information gathered from your local store affect 
your purchasing activities from your suppliers) 

 Regarding the above quotation, how do you transfer those values within your or-
ganization? 

 How do you use that information? In what kind of relationship does it result with 
those participants? 

 What do you get in exchange? 

 With whom do you also share these values, knowledge? Manufacturers, distribu-
tors, suppliers,? 

 Regarding the above quotation, how does those values contribute to the cohesion 
within the various  parts of your company? 

        

AWARENESS OF VALUE NETWORK 

 Do you know what a value network is? 

 Is there a current value network existing? Does it give them a competitive advan-
tage over their competitors? 

 How can communicating these values at store level can help them create a net-
work? 


