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ABSTRACT 
 

The market for all types of services has grown rapidly and its dominance can be noted in 

economies worldwide. Services as a dominant force have also drawn attention to the problems 

and issues involved. People and processes are two factors that play important roles in the 

service context. Interaction between organizations, its employees and customers leads to the 

service outcome. In some services, customers are required to participate actively to enable 

service production. In other words, the customer becomes a co-producer of the service 

delivery. Services can be categorized into various levels depending on the degree of customer 

participation. In this study, university education, the type of service which demands high-

level customer/student participation was chosen as the service to be investigated primarily due 

to insufficient existing research. The purpose is thus to investigate Swedish universities’ 

involvement of students as co-producers in the educational programs. A qualitative multiple-

case research approach is used, and the cases consist of five educational programs at Luleå 

University of Technology. Findings indicate that students can be seen as having two specific 

responsibilities within an educational program; the students must participate in their education 

in order to improve their own learning as well as contribute to improve the design of the 

program. Moreover, university education cannot be created without the students’ active 

participation. The study also found that there exists several different ways to motivate the 

students to participate and socially engage in the educational programs. Furthermore, 

attracting and retaining the right types of students is of importance for the university 

programs. Several types of methods are applied in order to reward students for their 

participation. Finally, university programs gain student feedback of their services 

continuously and to this end strive for more applicants to their programs. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



SAMMANFATTNING 
 

Marknaden för alla typer av tjänster har ökat kraftigt och dess dominans är märkbar i världens 

ekonomier. Tjänsternas dominans har i sin tur väckt uppmärksamhet till deras efterföljande 

problem. Människor och processer är två faktorer som spelar en viktig roll inom just 

tjänstesammanhang. Samverkan mellan organisationer, de anställda och kunderna leder till 

tjänstens resultat. I vissa typer av tjänster krävs det även att kunden måste delta aktivt för att 

möjliggöra produktionen av tjänsten. Med andra ord innebär det att kunden blir medproducent 

av tjänsteproduktionen. Tjänster kan kategoriseras i olika nivåer beroende på graden av 

kundmedverkan. I denna studie baserades valet av universitetsutbildning som forskningsämne 

på att denna typ av tjänst kräver hög nivå av kund/studentmedverkan samt att detta område 

har erhållit begränsad forskning. Syftet med denna studie är att undersöka hur svenska 

universitet involverar studenter som medproducenter i utbildningsprogram. En kvalitativ 

forskningsansats tillämpas genom multipla fallstudier som består av fem universitetsprogram 

vid Luleå tekniska universitet. Resultaten av studien indikerade att studenterna innehar två 

ansvarsområden inom ett utbildningsprogram. Studenterna måste dels delta aktivt i deras 

utbildning för att förbättra sin inlärningsförmåga, dels bör de vara involverad i att förbättra 

programmet i sig. Utbildning kan därför inte skapas utan studenternas aktiva medverkan. 

Denna studie visade att det förekommer olika metoder för att motivera studenterna att delta 

samt att socialisera dem till ett program. Att få och behålla de eftersökta studenterna är 

dessutom av vikt för universitetsprogrammen. Flera typer av metoder används för att belöna 

studenterna för deras medverkan. Universitetsprogrammen får även studenternas feedback på 

en kontinuerlig basis samt de strävar efter fler sökande än platser till programmen.   
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1 INTRODUCTION 

The first chapter will provide the reader with background information about the topic of this 

thesis, followed by the problem discussion which results in the overall purpose of the study 

together with the research questions. Furthermore, the delimitations and outline of the thesis 

will be presented.  

1.1 Background 

Services 

Services are a part of people’s everyday life; everything from talking on the phone and using 

a credit card to more complex services such as having a medical examination or attending a 

higher education (Lovelock & Wirtz, 2007). The market for services has grown rapidly and its 

importance can be noted in economies worldwide (Zeithaml & Bitner, 2000). Moreover, 

services as a dominant force have drawn attention to their unique problems and issues (ibid). 

Bateson and Hoffman (1999) discuss that the development of new technologies have led to 

considerable changes in the nature of services and progressions within the service industry. 

The growth of the service sector has not solely increased in the overall volume of services; 

moreover the variety and diversity of the service offerings have been expanded (ibid). For 

instance, many traditional goods producers such as automotive manufacturers are now 

emphasizing the service aspect of their operations as a differential advantage strategy 

(Bateson & Hoffman, 2006).  

 

Services can be viewed as deeds, processes, efforts and performances (Zeithaml & Bitner, 

2000; Jobber, 2007). Jobber (2007) continues that a customer may find it difficult to evaluate 

the service prior purchase. Lovelock and Wirtz (2007, p. 631) further define service as “an 

economic activity offered by one party to another, typically without transfer of ownership, 

creating value from rental of, or access to, goods, labor, professional skills, facilities, 

networks, or systems, singly or in combination”. In addition, Edvardsson (1998) claims that 

service organizations do not provide services but rather the prerequisites for several services. 

A service organization does not sell services but opportunities for services that are generated 

by the unique customer process and outcome (ibid).  

 

Jobber (2007) explains the nature of services differs in several aspects when compared to 

physical goods. Service should be considered as a special product, which may need special 

understanding and efforts (ibid). Services can be characterized as intangible, heterogeneous, 

perishable, and their production and consumption is simultaneous (Zeithaml & Bitner, 2000). 

Intangibility refers to that services cannot be inventoried, patented and readily displayed or 

communicated. In addition, pricing becomes difficult. Heterogeneity involves employee 

actions that affect service delivery and customer satisfaction; in other words difficulties arise 

in matching the service delivery to what was planned and promoted. Perishability implies the 

complexity in matching supply and demand. Moreover, it is not possible to return or resell 

services. Finally, simultaneous production and consumption makes it difficult to mass-

produce services due to that customers’ participation, other customers and employees affect 

the service outcome (ibid). 

  

Service and Customer Participation 

Zeithaml and Bitner (2000) argue that people and processes play an important role in services 

context. The interaction between organizations, processes, service employees and customers 

leads to the outcome of the service (Bitner, Faranda, Hubbert and Zeithaml, 1997). All people 

involved in the service delivery are part of providing cues regarding the nature of the service 
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itself (Zeithaml & Bitner, 2006). In some services customers are required to participate 

actively when producing the service (Lovelock & Wirtz, 2007). Hoffman and Bateson (2006, 

p. 50) define customer participation as “a supply strategy that increases the supply of service 

by having the customer perform part of the service”. Rishe-Rodie and Kleine (2000) as 

referred by Yen, Gwinner and Su (2004) define customer participation as “a behavioral 

concept that refers to the actions and resources supplied by customers for service production 

and/or delivery”. 

 

According to Zeithaml and Bitner (2000), the participation of customers is to some extent 

inevitable in the service delivery process. The customers are required either to be physically 

present or contribute with information (Ennew & Binks, 1996). Furthermore, customers can 

play three types of roles during their participation: productive resources, contributors to 

quality, satisfaction and value, and act as competitors to the service organization (Bitner et al, 

1997). The authors further explain these roles are not mutually exclusive as customer 

participation behaviors in a certain situation may apply to more than one of the three roles 

(ibid). 

 

The level of customer participation can be divided into three categories: low, moderate and 

high (Zeithaml & Bitner, 2006). Low level of participation involves customers’ physical 

presence during the service delivery, such as an airline travel or a motel stay. In moderate 

participation, the customers’ inputs are needed in the creation of the service. Inputs can 

involve information, effort or physical possession. Getting a haircut or having an annual 

physical examination are examples of moderate participation services. In high participation 

services the customer co-creates the service (ibid). In other words, the nature of the service 

outcome is affected by the customers themselves as they have a vital role in fulfilling the 

delivery of the service (Bitner et al, 1997). More specific, the customer cooperates with the 

service organization when assessing the need for the service and customizes the design and 

delivery (Kotzé & du Plessis, 2003). All forms of education, health care, training and 

consulting fall into this category (Bitner et al, 1997).  

 

When customers produce a part of the service by themselves, the customer through his/her 

participation can be viewed as co-producer, co-creator or partial employee (Kotzé & du 

Plessis, 2003). Kelley, Donnelly and Skinner (1990) view partial employees as “temporary 

participants in the service delivery process of the service organizations”. Moreover, Zeithaml 

and Bitner (2000) view the partial employees as human resources who contribute to the 

organization’s productive capacity. Lovelock and Wirtz (2007) state that customers who 

participate actively are more likely to have a positive experience of the service outcome. As 

previously discussed, there exists a number of terms used to describe a customer as an active 

participant in the service delivery process: co-producer, co-creator and partial employee. 

Although, these terms are viewed as synonyms, the term co-producer will be used in this 

thesis.  

 

The topic of customer participation is conceptually well established (Ennew & Binks, 1996). 

Services marketing theorists have emphasized the importance of customer participation and 

its influence on the service organization’s productivity and quality as well as the individual 

customer’s quality, satisfaction and values (Lovelock & Young, 1979; Mills & Morris, 1986; 

Kelley et al, 1990; Wikström, 1996; Bateson, 2002). Furthermore, Claycomb, Lengnick-Hall 

and Inks (2001) list more specifically the positive outcomes of customer participation for 

organizations: gain competitive advantage through increased sales, enhance efficiency in 

operations, obtain positive word-of-mouth publicity, reduce costs of marketing and improve 
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customer loyalty. However, Zeithaml and Bitner (2000) stress that customer participation in 

the service context raises several issues for organizations.  

1.2 Problem Discussion 

Zeithaml and Bitner (2000) emphasize that the role of customer participation is unique to 

service situations. In the manufacturing context the customer is not present during the 

production process, nor does the customer provide real-time inputs. However, service 

customers are often present in the “factory” where the production and consumption occurs 

together with the employees and other customers. For instance, students consume educational 

services when they are present in the factory, the school, interacting with the teacher and other 

students (ibid).  

 

Kotzé and du Plessis (2003) discuss the problematic of customer participation. Firstly, there 

exists a level of uncertainty in the service delivery process due to customer involvement. 

Secondly, service organizations lack the similar level of control over customers as they have 

over their employees. At last, customers may resign their roles as co-producers (ibid). In order 

to manage the customers who are involved in the service delivery process, the organization 

have to develop mechanisms that ensure and facilitate the service encounter (Kelley et al, 

1990). Furthermore, Hoffman and Bateson (2006) highlight that customer participation may 

include disadvantages predominantly concerning the loss of control over the service outcome. 

In many cases, the more the customer is actively involved in the production of the service, the 

less control the service organization has over the quality of the service provided (ibid). 

Zeithaml and Bitner (2000) argue that service customers are to some extent responsible for 

their own satisfaction as they actively participate in the service production. In other words, 

customers themselves can affect the outcome of the service delivery and whether it meets 

their expectations (ibid). The quality and quantity of customers’ inputs impact the service 

organization’s productivity and the resulting quality of the service outcome (Bitner et al, 

1997).  

 

Moreover, customers can affect the service outcome negatively if they lack understanding of 

their roles and/or how to act in a specific situation. In other cases, the customers are unwilling 

or unable to perform for various reasons, even though they understand their roles (Zeithaml & 

Bitner, 2000). Lovelock and Wirtz (2007) argue that customers who act uncooperatively 

cause problems for any organization. Lack of rewards for contributing efforts may lead to that 

customers are unwilling to perform their roles (Zeithaml & Bitner, 2000). This occurrence is 

particularly apparent in high level of participation services. Price reductions, greater 

convenience and other tangible benefits may entice the customer to participate willingly. 

Moreover, service organizations are required to recognize how customers’ interaction and 

presence between each other influence the service delivery. The determinant if the service is 

effectively and efficiently delivered can be derived to other customers who are receiving the 

service simultaneously or waiting the service sequentially (ibid).  

 

Customer participation depends on customers’ role clarity, ability and motivation, and does 

not occur automatically (Kotzé & du Plessis, 2003). By managing these factors, the service 

organization can influence customers’ willingness to participate. The process of customer 

organizational socialization can be applied to achieve desired customer outcomes (ibid). By 

applying customer socialization, an organization can enable its service customers to obtain an 

appreciation of certain organizational values, develop skills to function within the 

organization, gain a deeper understanding of the organization’s expectations, and obtain the 
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necessary information of how to interact with employees and other customers (Kelley et al, 

1990). 

 

University Education as Service and Students as Customers 

Many researchers have studied customer socialization and participation in services settings 

such as in financial services, grocery retailing and charitable organizations (Kotzé & du 

Plessis, 2003). However, limited research has been conducted of customer participation and 

socialization in the context of education from a service-marketing perspective. Moreover, the 

issue of student participation in particular has not been widely reviewed in the literature. 

Kotzé and du Plessis carried out a study regarding a conceptual model of students’ 

socialization and classroom participation in tertiary educational institutions. The authors 

emphasize the importance of viewing students as co-producers of their education. Thus, 

students are active recipients of educational services as they participate in numerous learning 

activities (ibid). This study focuses attention on student participation in university educational 

programs and intends to investigate the role of students as co-producers of their education. 

 

A wide range of services and facilities such as teaching, library and administrative services, 

computing facilities, catering and counselling are provided for students by universities and 

other tertiary educational institutions (Kotzé & du Plessis, 2003). Commonly, students act as 

participators when utilizing these services or facilities. Therefore, student participation raises 

several concerns for tertiary institutions’ management, such as how can students as co-

producers be prepared, informed and educated for their roles and what methods of 

socialization can be used (ibid).      

  

Education is unique in the sense that a customer may find it difficult to assess the service 

outcome prior, during and after the graduation (Dickson, Pollock and Troy, 1995). Moreover, 

students in tertiary educational institutions can be viewed as co-producers of their own 

education (Telford & Masson, 2005). Unless the students perform their co-producer roles 

effectively, the desired outcomes of the service are not likely to be achieved. This implies that 

student participation should therefore be actively managed to ensure the facilitation of the 

education service (ibid).  

 
In recent years, the student-market has become increasingly more competitive between the 

universities.  Moreover, the global level of competition among universities has become more 

intense. Individual universities have by necessity been forced to market their services and 

improve their educational services in order to attract more students. These issues have gained 

attention both from the Swedish National Agency for Higher Education as well as in Swedish 

media (www.hsv.se, 2008
1
; www.uppsalanytt.se, 2005). In this connection, the role of 

students in providing the educational services gains importance especially in view of the fact 

that customer participation in services has gained limited attention from researchers within the 

framework of education. This has been the main motive for the present study. 

1.3 Purpose and Research Questions 

In view of the above discussion, the purpose of this thesis is to:  

 

“investigate Swedish universities’  involvement of students as co-producers in the educational 

programs”.  

 

 

 

http://www.hsv.se
http://www.uppsalanytt.se
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The purpose is reached by addressing the following research questions: 

 

RQ 1: How can the characteristics of students as co-producers in university educational 

programs be described? 

 
RQ 2: How can the measures of improving students’ involvement as co-producers in 

university educational programs be described?  

1.4 Delimitations 

This study addresses the issues from service institutions’, in this case universities’, 

perspective rather than from a student/customer perspective.  

1.5 Outline of the Thesis 

The thesis consists of six chapters, and each chapter will be briefly explained in this section. 

The first chapter introduces the reader to the area of the research through the background 

information, followed by the problem discussion concerning issues regarding customers as 

co-producers. Moreover, the research purpose together with research questions will be 

presented. Finally, the delimitations and the outline of the study are provided. Chapter two 

illustrates the theories and models relevant to the study. Thereafter, a conceptual framework is 

presented. The following chapter describes the methods utilized to conduct the research 

together with justifications made. Chapter four presents the primary data collected from the 

five case studies. The next chapter provides an analysis of the empirical data in comparison to 

the conceptual framework as well as a cross-case analysis. The final chapter provides the 

findings and conclusions of the research. This chapter will reach the research purpose by 

answering the research questions presented in chapter one. Furthermore, recommendations for 

theory, practitioners and future research will be proposed. The outline of the thesis is shown 

in Figure 1.1. 

 

 

FIGURE 1.1 Outline of the thesis 
Source: Authors’ own construction 

 

 

 

 

Chapter 1: 

Introduction 

Chapter 2: 

Literature Review 

Chapter 3: 

Methodology 

Chapter 4: 

Empirical Data 

Chapter 5: 

Data Analysis 

      Chapter 6: 

Findings & Conclusions 
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2 LITERATURE REVIEW 

In this chapter, relevant theories and models connected to customer participation in services 

will be explained and discussed. Furthermore, a conceptual framework based on research 

questions will be constructed which in turn will be used as basis for data collection.    

 

After investigating and surveying the literature, the researchers of this study found that 

customer participation has been widely investigated in the context of services such as in 

banking and health care industries. Furthermore, most of these studies have focused on the 

aspects of quality, value creation and customer satisfaction in connection with customers as 

co-producers of the service. However, limited amount of research on customer participation is 

conducted in educational services from a marketing perspective. During the last few years, the 

competition of students between Swedish universities has become fiercer. In order to succeed 

in this competition, customer participation theories can be applied. Therefore, this study 

reviews existing theories related to customer participation in services and suggests that 

educational services can learn from the knowledge and experience generated by other service 

industries.  

2.1 Characteristics of Students as Co-producers 

2.1.1 The Service Concept - Outcome, Process and Prerequisites 

Edvardsson (1998) divides the concept of service into three parts: the customer outcome, 

customer process and prerequisites for the service (see Figure 2.1). The customer outcome is 

based on the customer as the recipient and judge of the service in terms of added value and 

quality. The customer process refers to that customers are co-producers of the service. The 

total perception of the service provider and the overall service are therefore based on the 

perception of the outcome and process. In turn, the customer outcome and process are 

dependent on the prerequisites in the form of resources which have enabled to provide the 

service (ibid). 

 

 

 
                   

                  

 

 

 

 

 

 

 

 

 

 

 
 

FIGURE 2.1 The service concept as outcome, customer process and prerequisites for the service 
Source: Edvardsson (1998), p. 143. 

 

2.1.2 Levels of Customer Participation 

Bitner et al (1997) state the level of customer participation (low, medium or high) depends 

primarily on the nature of the service. Table 2.1 shows these three levels of customer 

participation.  
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Table 2.1 Levels of customer participation cross different services 

 
Level of Customer 
Participation 
 
Low: Customer presence 
required during service 
delivery 

 
 
Moderate: Customer inputs 
required for service 
creation 

 
 
 
High: Customer co-creates 
the service product 
 

 

Products are standardized Client inputs customize a 

standard service 

Active client participation guides 

the customized service 

Service is provided regardless 

of any individual purchase 

Provision of service requires 

customer purchase  

Customer inputs are mandatory 

and co-create the outcome 

Payment may be the only 

required customer input 

Customer inputs (information, 

materials) are necessary for an 

adequate outcome, but the 

service firm provides the service 

Service cannot be created apart 

from the customer’s purchase 

active participation 

 

Examples: 
 

  

End consumer: Airline travel, 

motel stay and fast-food 

restaurant 

Hair cut, annual physical exam 

and full service restaurants 

 

Marriage counselling, personal 

training and weight-reduction 

programs 

Business-to business 

customer: Uniform cleaning, 

pest control, interior greenery 

maintenance 

Agency-created advertising 

campaign, payroll service and 

independent freight 

transportation 

Management consulting, 

executive management seminars 

and install wide area network 

(WAN) 

 
Source: Adapted from Bitner, Faranda, Hubbert and Zeithaml (1997), p. 194. 
 

Low Level of Participation 

In some services, the customer’s physical presence or attendance is all that is required in the 

service delivery (low level of participation). These types of services are provided regardless 

of any individual purchase and characterized by standardization. In addition, the customer 

input may only include payment of the service. Airline traveling, motel stays and fast-food 

restaurants fall under this category (ibid).   

 

Moderate Level of Participation 

In some situations, customers are expected to contribute with their input such as information 

and/or physical possession in order to create the service (moderate level of participation). The 

inputs are necessary for creating the service, even though the service organization provides 

the service. As a result, a standard service becomes customized due to the customer input 

(ibid). Kotzé and du Plessis (2003) further discuss that a customer acts as a consultant, 

reporter or quality inspector by offering suggestions for improvements and providing 

information about his/her perception of the delivered service quality. Furthermore, the 

customers communicate in either a negative or positive way to other potential and existing 

customers about the service provider (ibid). Hair cut, physical exam and full service 

restaurants are examples of moderate level of customer participation (Bitner et al, 1997).  

 

High Level of Participation 

In other cases, the customer is in fact involved in co-creating the service (high level of 

participation). The customer plays hereby an essential role in the production of the service. If 

the customer does not fulfill his/her roles, the outcome of the service will be affected. The 

high level of customer participation requires the customer to be active in creating the service, 

and cannot be made without the customer’s active purchase participation. In other words, the 
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customer inputs are compulsory to the outcome (ibid). Kotzé and du Plessis (2003) further 

state the customer helps to assess the need for service, customizes the design and delivery of 

the service and produces a smaller or larger portions of the service by him/herself. 

Counseling, management consulting, weight-reduction program and education fall into this 

category (Bitner et al, 1997). 

2.1.3 Customers’ Roles in Service Experiences 

Zeithaml and Bitner (2000) claim that in many service scenarios, customers are capable to 

choose either fully or partially produce the service by themselves However, the recognition 

that customers can act as productive resources and co-creators of quality and value, the 

service organizations should bear in mind that customers can also act as potential competitors 

(ibid). The major roles performed by customers in service delivery are: customers as 

productive resources, contributors to quality, satisfaction and value, and customers as 

competitors to the service organization (Bitner et al, 1997; Zeithaml & Bitner, 2000). 

According to Kelley et al (1990), role identification refers to “the extent that an individual 

identifies with a specific role or set of behaviours”. Moreover, the role identification of the 

service customer is related how willing the customer is to adapt his or her behaviour to an 

appropriate role in order to facilitate the service production and delivery (ibid). 

 

Customers as Productive Resources 

According to Zeithaml and Bitner (2000), organizations have been viewing service customers 

as “partial” employees, referring them as human resources who contribute to the 

organization’s productive capacity. Customers should be considered as part of the 

organization when they contribute time, effort or other resources to the service production 

process. Some experts believe that customers should not participate in the service delivery 

system due to the uncertainty they can bring into the production process. In other words, the 

less contact there is between the customer and the service deliverer, the higher the potential 

for the system to operate at peak level. Within, for example, banking industry this has been 

done by introducing ATM machines and automated customer service telephone lines. This has 

resulted in greater efficiency and reduced costs. However, other experts argue that customers’ 

participative roles can maximize their contributions to the service creation process, resulting 

in effective service delivery both for the customer and organization. Grocery industry, for 

example, applies customers as resources when they use automated checkout counters and self-

scanning of items. These systems have increased the organizational productivity (ibid). 

 

Contributors to Quality, Satisfaction and Value 

Bitner et al (1997) claim another role customers can play in services delivery is that they 

contribute to their own satisfaction and quality. Although, customers may not pay attention 

whether they increase the productivity of the service organization, they probably care to a 

large extent whether their needs become fulfilled. The likelihood that customers’ needs are 

met can be obtained through customer participation. The authors state this is particularly 

applicable in industries such as health care, education, personal training, weight loss and 

management consulting. In these cases, the customer has a vital part in the service delivery, 

and if he/she performs his/her role ineffectively, the desired service outcome is not obtained 

(ibid). Zeithaml and Bitner (2000) state that within education, active participation by students 

increases the desired outcome, learning, considerably. In addition, Bitner et al (1997) explain 

previous research has implicated that some customers simply enjoy participating in the 

service delivery process as they find it intrinsically attractive. Because service customers are 

required to participate in service delivery, they partially blame themselves when things go 

wrong. As a result, the customers are less satisfied with the service provider (ibid).  
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Competitor to the Service Organization 

Bitner et al (1997) claim the third role customers can play is that of potential competitor to the 

service organization as they possess the choice of purchasing services from various 

companies or producing the service by themselves fully or in parts. Customers can produce 

services by themselves, which is referred as internal exchange. This includes usually child 

care, car repair and home maintenance services. External exchange is the opposite in which 

someone provides the service for the customers (ibid).  

 

Zeithaml and Bitner (2000) further suggest the choice a household or an organization makes 

between internal and external exchange depends on the following factors:  

 

Expertise Capacity – The likelihood to produce a service internally is determined by if the 

household or organization possesses specific skills and knowledge needed to produce it. 

Additionally, time and available resources determine the choice of using internal exchange 

(ibid). 

 

Resource Capacity – Resources such as people, space, money and materials affect the choice 

between internal and external exchange. If these resources are not available internally, the 

likelihood for external exchange increases (ibid). 

 

Time Capacity – Time is a critical factor influencing the decision for the type of exchange. If 

there are time constraints, households and organizations are more likely to produce services 

externally (ibid). 

 

Economic Rewards – The economic advantages and disadvantages of a particular exchange 

decision have an influence in what option is chosen. The actual monetary costs will determine 

the final choice (ibid). 

 

Psychic Rewards – Psychic rewards consist of the degree of satisfaction, enjoyment, 

gratification or happiness associated with each exchange option. These non-economic rewards 

tend to have a potentially strong influence on the decision (ibid). 

 

Trust – Zeithaml and Bitner (2000, p. 327) define trust in this context as “the degree of 

confidence or certainty the household or firm has in the various exchange options”. This 

means the decision will depend to some extent on the level of self-trust versus trust of others 

(ibid). 

 

Control – Desire for control over the process and outcome by the household or organization 

affects the choice between internal and external change. Internal exchange is usually chosen 

by entities that desire and are capable to implement a high degree of control over the 

assignment (ibid). 

2.1.4 Factors Affecting Effective Customer Participation 

According to Kotzé and du Plessis (2003), effective customer participation can be derived on 

three factors: customer’s role clarity, ability and motivation.  

 

Role Clarity 

Customers have to be informed about what they are expected to do and how to perform in a 

specific service situation. The service provider should convey a clear, familiar and consistent 

message regarding customer participation and the given roles they possess. There exist four 
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sources of role clarity: customer’s experience with the specific service organization; 

customer’s experience with the services obtained from the organization’s competitors; 

customer’s experience with similar service contexts; and the actions of other customers who 

are present in the service setting (ibid).  

 

Ability 

Useful and timely contributions during the service delivery are required by the customer in 

order to achieve effective participation. Rodie and Kleine (2000) as referred by Kotzé and du 

Plessis (2003) define ability as “all pertinent resources such as knowledge, skill, experience, 

energy, money or time”. In addition, role clarity can contribute to ability. Service providers, 

including tertiary educational institutions, can utilize selection methods together with 

communication initiatives and training programs to ensure that customers have the essential 

abilities to participate effectively (ibid).  

 

Motivation 

Motivation is an important aspect when trying to make customers participate in and during the 

delivery process. Service customers are mainly driven by self-interest. When customers are 

actively participating in the service process, the customers have to be motivated by either 

intrinsic or extrinsic rewards. Three possible factors can be distinguished motivate customers 

to participate: efficiency in the service process; efficiency of the service outcome; and 

psychological benefits such as enjoyment and novelty. Customers may not be aware of the 

benefits of participation unless the service provider communicates these benefits to them 

(ibid).     

2.1.5 Customer Organizational Socialization 

According to Kelley et al (1990), a common method used to manage employee performance is 

organizational socialization, which is a process by which the employees adapt and come to 

appreciate “the values, norms, and required behaviour patterns of an organization”. Another 

view on socialization is consumer socialization that is viewed as a process “pertaining to 

development of consumer skills, knowledge, and attitudes relevant to the market place in 

general” (ibid).  

 

Kelley et al (1990) emphasize when viewing customers as partial employees of the service, 

the service organization should manage the customers to ensure that their performance 

facilitates the service encounter. Thus, the concept of socialization appears applicable in order 

to manage the performance of service customers, especially if they act as partial employees in 

the service delivery process. This type of socialization is referred as customer organizational 

socialization, which facilitates the process where service customers “gain an appreciation of 

specific organizational values, develop the abilities necessary to function within a specific 

organization, gain an understanding of what the organization expects of them, and gain the 

knowledge necessary to interact with employees and other customers”. This method is highly 

applicable for services that are customized and aimed towards people or intangible things, 

such as education, as the customers are required to understand the nature of the resources that 

need to be provided in these service encounters. In order to stimulate more effective customer 

participation, the service organization’s customer socialization efforts should address all three 

requirements of effective participation: role clarity, ability and motivation (ibid).  

 

Kelley et al (1990) and Kotzé & du Plessis (2003) define several methods that can be applied 

by service organizations in order to socialize their customers as partial employees: 

socialization programs, organizational literature, environmental cues, reinforcement and 
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observation of other customers. Moreover, Kotzé and du Plessis (2003) state the customer 

socialization can be divided into formal and informal socialization. Formal socialization refers 

to tactics and strategies a service organization applies, for example, by providing formal 

socialization programs. These programs act as organizationally accepted socializing agents 

that minimize the customer’s possibility to choose. In turn, informal socialization refers to all 

incidental methods used to in order to familiarize the customers to their roles and with the 

organization, such as by observing other customers (ibid).  

 

In addition, Kotzé and du Plessis (2003) provide three other categories of customer 

organizational socialization within the education context: learning from employees, realistic 

service previews and service level agreements. When a lecturer, for example, explains the 

course requirements to the class, learning from employees occur. Realistic service previews 

include, for instance, detailed course overviews that a lecturer provides in an introductory 

lesson. Service level agreements outline the rights, duties and obligations between customers 

and the service organization (ibid). See summarizing Table 2.2 for examples of organizational 

socialization. 

 

Table 2.2 Summarizing table of customer organizational socialization 

 

METHOD EXAMPLES 

 
      EXAMPLES within 
      EDUCATION 

 

FORMAL 
PROGRAMS 

Health spas train their customers to use 

the facilities. 

Banks train their customers to utilize 

automatic tellers. 

Introduction programs for  

first-year students. 

 

ORGANIZATIONAL 
LITERATURE 

Socialization of organizational values 

through distribution of pamphlets and 

annual reports. 

Study guides and 

course outlines. 

 

ENVIRONMENTAL  
CUES 

Banks, hotels, rental car agencies and 

airlines use to dictate appropriate 

queuing behaviours to customers. 

Notices indicating where 

study assignments should 

be submitted 

REINFORCEMENT 

Some CPA firms require forms to be 

completed prior to meeting with the 

accountant in order to save time and 

thereby reduce costs for the customer. 

Deduction of marks, if 

assignments are handed in 

late. 

 

OBSERVATION OF 
OTHER STUDENTS 

Observation of other customers, for 

example, in a fast food restaurant may 

determine whether or not to bus tables 

after eating. 

Mentorship programs or 

observation of other 

students. 

 

LEARNING FROM 
EMPLOYEES 

 

Lecturer explains the 

course requirements for the 

class. 

REALISTIC SERVICE 
PREVIEWS 

 

Detailed course overviews 

that a lecturer provides in 

an introductory lesson. 

SERVICE LEVEL 
AGREEMENTS 

 

Outlines the rights, duties 

and obligations between 

customers and the service 

organization. 

      
Source: Authors’ own construction according to Kelley et al (1990) and Kotzé and du Plessis (2003).   
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Effective 
Customer 

Participation 

Define Customer 

Jobs 

Recruit, Educate, 

and Reward Customers 

2.2 Measures of Improving Students’ Involvement 

2.2.1 Strategies for Enhancing Customer Participation 

Zeithaml and Bitner (2000) state the level and nature of customer participation in the service 

delivery can be viewed as strategic decisions that ultimately affect an organization’s 

productivity, its positioning compared to competitors, its service quality and customers’ 

satisfaction. The customer participation strategy aims typically to increase productivity and 

customer satisfaction, and at the same time manage uncertainty as a result of unpredictable 

customer actions. The three strategies an organization can develop are: define customer jobs; 

recruit, educate and reward customers; and manage the customer mix (ibid). Figure 2.2 

summarizes these strategies. 

          

 

 

  
 

 

 

 

 

 

 

 

 

 

 
 

 

FIGURE 2.2 Strategies for enhancing customer participation 
Source: Zeithaml and Bitner (2000), p. 328. 

 

Define Customers’ Jobs 

The organization has to determine what type of participation is required by the customer in 

the service process. In other words, the organization needs to define the customers’ jobs. As 

the customers’ roles may be partially predetermined by the nature of the services, a possible 

starting point is to identify the current level of participation. In some situations, the customer 

only has to contribute with his/her presence, in other they must provide inputs such as 

information, or it may require the customer is actually a part of the co-creation. When 

production and delivery of the service is inseparable it is strategically advisable with higher 

level of customer participation. Marketing benefits such as building loyalty can be enhanced 

by on-site contact, as well as customers can supplement for the labor and information given 

by the employees. Once the organization has determined the desired customer participation 

level, customers’ jobs can be defined more specifically. For instance customer’s jobs can 

involve helping him/herself, helping others and/or promoting the company. Moreover, the 

company must have the awareness that not everyone wants to participate (ibid).  

 

In a number of service organizations the level of customer involvement is increased through 

active participation. The customer becomes a productive resource and performs some aspects 

of the service instead of the employees, in other words the customer is helping him/herself. 

The outcome of customers performing particular tasks or roles may result in increased 

productivity for the organization and/or increased value, quality and satisfaction for the 

customer (ibid).  

 

Manage the 
Customer 

Mix 
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In other situations the customer may be involved in helping other customers who are 

experiencing the service. For instance, many universities have mentorship programs for 

newcomers where current students help the new students. Organizations such as churches, 

health clubs and social organizations rely heavily on current members to help orient new 

members and make them feel welcome. By taking on these actions, the customers can provide 

increased customer satisfaction and retention. Acting as a mentor or facilitator can generate a 

positive feeling on the person performing the role and may also increase his/her loyalty (ibid).  

 

Sometimes the customer’s jobs may involve promoting the company. Customers, particularly 

those of services, relay heavily on word-of-mouth endorsements when regarding selection of a 

provider they have not experienced themselves. A positive recommendation from a friend, 

family or colleague will be perceived more trustworthy than advertising alone (ibid).  

 

When an organization defines a customer’s job, it is important to consider that not everyone 

wants to participate. Some customers do not mind self-service, whereas others prefer having 

someone else performing the service for them. As these differences exist in preferences, most 

organizations offer service delivery choices for various market segments. Customization is 

often applied to fit the needs of the different market segments, those who want to participate 

or those who require little involvement (ibid). 

 

Recruit, Educate and Reward Customers 

Once the customer’s role is defined, the organization has to enable its facilitation. Moreover, 

the customer can be regarded to some extent as partial employee of the organization and 

strategies used for managing employees may be mimicked for customer management. The 

customer’s role can be facilitated when customers understand their roles and how they should 

perform; customers are able to perform as expected; and there are rewards and incentives for 

performing as expected. As a result, the organization will reduce the uncertainty connected 

with non-standardized quality and timing of customer participation (ibid). 

 

Furthermore, the importance of recruiting the right customers is enhanced. The organization 

has to find and attract the right customers who can fill and be comfortable with their given 

roles. Thereafter, the process of educating and socializing the customers may begin. In order 

to attract the right kind of customers, the company should communicate a clear marketing 

message about the expected roles and responsibilities. By creating awareness among the 

customers, they can in turn self-select whether to accept these roles or not. The self-selection 

will reduce uncertainty for the organization and at the same time result in enhanced 

perceptions of service quality from the customers’ point of view. By communicating a clear 

message regarding the expected level of customer participation, the organization will attract 

customers that are ready and willing to perform their roles. This can be compared to a 

manufacturing company that controls the quality of the input into the production process 

(ibid).  

 

The customer needs to be trained and educated to participate effectively. Through the training 

process, or “the socialization process”, it is possible for the customer to become familiar with 

the organization’s values, attain skills and knowledge necessary to interact with others in the 

service setting and understand what is expected of them. The education programs may be 

shaped in different forms, everything from formal orientation programs to observe the 

employees and other customers (ibid). 
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In order to make the customer to participate their roles more effectively and actively, they 

need to be rewarded for their contributions. Rewards can involve time or money savings, 

increased control over the delivery process and other psychological or physical benefits. The 

rewards of effective participation need to be made apparent for the customers to make them 

realize its benefits. In addition, the organization must be aware of that not all customers 

become motivated by the same kinds of rewards. Some customers may be motivated by 

monetary savings and other may prefer increased access and time savings (ibid).  

 

Moreover, if the customers are not effectively trained and educated, the organization may not 

be able to avoid negative and inappropriate customer behavior. Customers, who are not fully 

aware of how the service delivery system or process works, may negatively affect their own 

as well as other customers’ outcomes. By, for instance, slowing down the service delivery 

process the productivity and quality of the service will be affected. Moreover, if the customers 

cannot perform their roles, it may be harder for the employees to provide the levels of 

technical and process quality promised by the company. The employees may also suffer 

emotionally and be less able to deliver quality service if the customers are frustrated by their 

own inadequacies and incompetence. The negative impact on the employees may lead to 

increased turnover and decreased motivation to serve the customers (ibid).  

 

Managing the Customer Mix 

The final strategy for enhancing customer participation is to manage the customer mix 

effectively. The process of managing different and sometimes conflicting segments is called 

capability management. This process involves attracting similar customers, then actively 

managing both customer interactions and the physical environment to achieve a positive 

outcome. For business such as health clubs, public transportations and hospitals compatibility 

management can be critically important. Moreover, organizations can use a number of 

strategies to manage multiple and conflicting segments. A careful positioning and 

segmentation may help to attract maximizing homogeneous groups. Other strategies for 

increasing customer compatibility involve “codes of conduct” such as dress codes and 

restriction of smoking. Another strategy for enhancing compatibility among segments is to 

train employees to observe customer-to-customer interaction and to be sensitive to possible 

conflicts. Employees may also be trained to see opportunities that can foster positive 

encounters among customer in specific types of environments (ibid). 

2.2.2 Four Categories of Strategies to Match Service Promises with Delivery 

Zeithaml and Bitner (2000) list four categories of strategies that can be applied by service 

organizations in order to match service promises with delivery: manage service promises; 

manage customer expectations; improve customer education; and manage internal marketing 

communication (see Figure 2.3). Managing service promises includes the coordination of the 

vows made by all external and interactive marketing sources in order to ensure they are 

consistent and feasible. Managing customer expectations refers to designing strategies that tell 

customers the organization cannot or may not always provide the standard of service the 

customers expect. Improving customer education means that customers are provided with 

information or evaluative criteria about important aspects of the service. Finally, managing 

internal marketing communication refers to the transformation of information across 

organizational boundaries upward, downward and across in order to inform all functions with 

customer expectations (ibid). 
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FIGURE 2.3 Approaches for integrating services marketing communication 
Source: Zeithaml and Bitner (2000), p. 408. 

 

As the purpose of this study is to investigate Swedish universities’ involvement of students as 

co-producers in the educational programs, improving customer education becomes an 

important aspect to research further. Moreover, Zeithaml and Bitner (2000) stress the 

importance of customer education as it may prevent the customers to forget to perform their 

roles or perform them improperly. Figure 2.4 provides an overview of approaches for 

improving customer education.  

 

 

 

 

 

 

 

 

 

 
 

 

FIGURE 2.4 Approaches for improving customer education 
Source: Zeithaml and Bitner (2000), p. 416. 

 

Prepare Customers for the Service Process 

Education becomes essential when the customers are inexperienced in a new or unique service 

process. Organizations can prepare the customers for the service process by informing them 

about the consequent actions they are required to take. This may mean customers need to be 

prepared often, even every step of the way. In higher education services, customer preparation 

may be required in specific situations, such as the registration at the beginning of the first 

semester or quarter. In this situation, a step-by-step guidance might be appropriate (ibid). Due 
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to the similarities with theory presented in section 2.2.1 Strategies for Enhancing Customer 

Participation, this part of the theory is not included into the conceptual framework. 

 

Confirm Performance to Standards and Expectations 

At times service organizations fail to communicate to the customer that the service has been 

accomplished. This may occur in one or more of the following situations: the customer cannot 

evaluate the effectiveness of the service, the decision maker in the service purchase is a 

person different from the users of the service, the service is invisible, and/or the provider 

depends on others to perform some of the actions to fulfil customer expectations (ibid). 

 

In a situation, where the customer cannot evaluate the service effectiveness, the service 

provider may not succeed in communicating certain actions that deal with the customer’s 

concerns because the actions seem too difficult for the customer to understand. This implies to 

situations where the customer is inexperienced or the service is technical. The service 

provider is required to provide instructions in customer-friendly terms. When the decision 

maker is a different person than the user of the service, the service provider is required to 

make special efforts to keep the user informed about the expected performance. As the 

customers are not always aware of the invisible support processes or guarantees many 

services require, organizations that explicitly communicate these may be selected over others 

organizations offering similar services by customers who are unsure about the quality of the 

service. By informing customers about the invisible standards or efforts done in order to 

improve the service, may lead to improved service quality perceptions (ibid). 

 

Clarify Expectations after the Sale  

The service organization can align with the customers by clarifying the expectations after the 

sale. In other words, service providers can avoid future disappointments by clarifying what 

was promised directly after the sale has taken place (ibid). 

 

Teach Customers to Avoid Peak Demand Periods and Seek Slow Demand Periods  

As few customers like to face queues or delays in receiving service, educating customers 

about peak times is beneficial both for the customer in form of faster service and to 

organizations in form of easing the problem of overdemand (ibid). 

 

2.2.3 Applying Human Resource Strategy on Partial Employees 

Lovelock and Wirtz (2007) suggest applying the same human resource strategy in managing 

customer participation as applied for the organization’s paid employees. As effective human 

resource management begins with recruitment and selection, this principle should hold true 

for partial employees as well. In other words, if co-production requires some specific skills, 

the organization should aim to recruit new customers who have the competency to perform 

the necessary duties. Many universities, for example, apply this in their student selection 

process. According to the authors, the human resource strategy for partial employees includes 

following four steps: 

 

1) Conduct “job analysis” of customers’ current roles in the service organization that can 

be compared against the roles that the organization would wish them to play. 

 

2) Determine if the customers are aware of how they are expected to perform and if they 

have the skills required for the performance. The more work the customers are 

expected to carry out themselves, the greater is the need for education on how to 
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perform the roles to gain best possible outcomes. Education about the roles can be 

conducted through, for example, including frequently asked questions, FAQ, section 

to the organizations homepage or by providing detailed instructions for getting started 

with a certain service. 

 

3) Motivate customers by rewarding them for performing well. This can include rewards 

for enjoying being part of, speeding up and keeping costs down of the actual process. 

 

4) Appraise customers’ performance on a regular basis. If this turns out to be 

unsatisfactory, seek to modify their roles and the procedures in which they participate. 

Alternatively, “termination” of customers in a nice manner and search for new ones 

can be conducted (ibid). 

2.3 A Conceptual Framework 

Miles and Huberman (1994) state a conceptual framework describes, either graphically and/or 

in narrative form, the most important factors to be investigated. Furthermore, the authors 

suggest that it is easier to generate a conceptual framework if the research questions have 

been presented, as is the case in this research.  

 

The purpose of this thesis is to investigate Swedish universities’ involvement of students as 

co-producers in the educational programs. Theories applied in this study in order to reach the 

research purpose by answering the research questions will be motivated, and a graphic 

framework summarizes these theories in Figure 2.5. This conceptual framework serves as a 

foundation for the collection of the empirical data and later on for the data analysis. 

2.3.1 Conceptualization of RQ 1: How can the characteristics of students as co-producers in 

university educational programs be described? 

Effective customer participation is important for service organizations and depends mainly on 

three factors: customers’ role clarity, ability and motivation. Moreover, the nature of the 

service and customer’s role has an effect on customer participation. In order to stimulate 

customer participation, the theory of customer organizational socialization can be applied.  

 

In order to answer the first research question, the following theories will be applied: 

 

� Level of Customer Participation (Bitner et al, 1997) 

This theory was chosen as the level of customer participation depends on the type of 

service and affects on how active the customer is required to be in the service delivery 

process. Therefore, the level of customer participation required in university 

educational programs was of importance to define. 

 

� Customers’ Roles in Service Experiences (Zeithaml & Bitner, 2000; Bitner et al, 

1997) 

Customers’ roles are of importance to be clarified for the customers by the service 

provider. When customers understand their roles and perform according to them, the 

service delivery process can be enhanced. Therefore, this study aims to clarify what 

roles university students are required to possess. 
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� Factors Affecting Effective Customer Participation (Kotzé & du Plessis, 2003) 

Three factors, customers’ role clarity, ability and motivation affect the efficiency of 

customer participation. Therefore, it is of importance to investigate how these factors 

have been taken into consideration in university educational programs.  

 

� Customer Organizational Socialization (Kotzé & du Plessis, 2003) 

Customers are required to understand, for example, the values of the service 

organization in order for them to be able to participate actively in the service delivery 

process. The service organization can utilize customer organizational socialization 

methods to achieve this. This theory was applied in this study in order to investigate 

what type of socialization methods university educational programs apply. 

2.3.2 Conceptualization of RQ 2: How can the measures of improving students’ involvement 

as co-producers in university educational programs be described? 

As service organizations aim to increase their productivity, positioning compared to 

competitors, service quality and customer satisfaction, the aspect of customer participation 

strategies becomes important.  

 

In order to answer the second research question the following theories will be applied: 

 

� Strategies for Enhancing Customer Participation (Zeithaml & Bitner, 2000) 

- Define customer jobs  

- Recruit 

- Educate 

- Reward 

- Manage customer mix 

Enhanced customer participation benefits both the service organization and the 

customer in several ways. Therefore, applying the above mentioned strategies 

becomes central for service organizations. These theories can be utilized to investigate 

how university educational programs enhance their student participation. 

 

� Four Categories of Strategies to Match Service Promises with Delivery (Zeithaml & 

Bitner, 2000) 

- Improve customer education 

By improving customer education, the service organization can match its promises 

with delivery and therefore improve both customer participation and the efficiency of 

the organization itself. The theory of improving customer education was applied in 

order to investigate how students are educated to fulfil their roles as students prior and 

during their university educational programs. 
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FIGURE 2.5 A conceptual framework 
Source: Authors’ own construction 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

       Characteristics 
Level of customer   

participation 

 

Customers’ Roles 

 

Factors Affecting Effective 

Customer Participation 

 

Customer Organizational 

Socialization 

 

STUDENTS  
AS CO-PRODUCERS 
OF UNIVERSITY  
EDUCATIONAL 

PROGRAMS 

Strategies 
Define customer jobs 

Recruit 

Educate 

Reward 

Manage customer mix 

Match promises with  

delivery 

 



HALVARSSON & LOHELA                                                                                                      METHODOLOGY 

 

 20

3 METHODOLOGY 

This chapter describes the methodology used in order to carry out the present research. More 

specific, the chapter includes a description of the chosen strategies, approaches and data 

collection methods, together with justifications of the choices made. The chapter will end with 

a discussion regarding quality standards of the thesis.   

3.1 Purpose of the Research 

Hair, Money, Samouel and Page (2007) state there are three research designs: exploratory, 

descriptive and causal design. 

 

� Exploratory design is used when the researcher knows little about the problem or 

opportunity, and aims to discover new relationships, patterns, themes, ideas etcetera 

(Hair et al, 2007). In addition, the exploratory research is used when the researchers 

strive to gain deeper understanding of a specific problem (Zikmund, 2000). 

 

� Descriptive design is used in order to obtain data that describes the characteristics of 

the topic the research is aiming at (Hair et al, 2007). This type of research is often 

structured and specifically designed to measure characteristics in research questions. 

Hypothesis, derived from theory, often guides the process and provides a list of what 

needs to be measured (ibid). Moreover, it aims to find out the answers for what-, who, 

where-, when- and how questions (Zikmund, 2000). 

 

� Causal design aims to test whether one event causes another event or not. A causal 

relationships means that a change in one event generates a corresponding change in 

another (Hair et al, 2007). The main purpose with this type of study is to identify 

cause-and-effect relationships between variables where the research problem has 

previously been determined (Zikmund, 2000). 

 

This study has been primarily descriptive and partially exploratory. As the researchers aimed 

to increase knowledge within the research topic and understand the issues related to customers 

as co-producers in the service context, this study has been to some extent exploratory in 

nature. However, the study has mainly focused on describing the characteristics related to the 

research topic through a structured design. Furthermore, the research questions aimed to 

describe characteristics and measures of students as co-producers in the university educational 

programs in how- form.  

3.2 Research Approach - Qualitative 

There exists two types of approaches to obtain primary data: qualitative and quantitative (Hair 

et al, 2007). According to Denscombe (1998a), the main difference between qualitative and 

quantitative research is whether the focus lays on words or numbers as units of analysis. 

Denscombe (1998b) states the qualitative approach tends to be associated with description, 

small-scale studies, holistic perspective, researcher involvement and an emergent research 

design (ibid). Due to the research purpose, this study has required an in-depth and focused 

approach. Therefore, the research approach has been qualitative in nature. Furthermore, the 

study has been small-scale using words as analyzing unit, aiming to a holistic view of the 

research topic and involved researchers’ bearings.  
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There are two reasoning to qualitative data: inductive and deductive (Hair et al, 2007). 

Inductive reasoning refers to that theory is developed after the data collection. However, the 

nature of this research has been deductive, which means working from more general towards 

the more specific. The data collection was based on the conceptual framework developed 

before conducting the data collection. According to Hair et al (2007), this characterises a 

deductive reasoning. 

3.3 Research Strategy – Multiple Case Studies 

According to Yin (2003), there exist five different primary research strategies: experiment, 

survey, archival analysis, history and case study. The strategies are distinguished by three 

types of conditions that need to be considered: the type of research question; the extent of 

control of behavioral events; and the degree of focus on current events (ibid).  

 

Denscombe (1998, p. 32) states a case study often prefers small numbers that are investigated 

in depth. Furthermore, “Case studies focus on one instance (or a few instances) of a 

particular phenomenon with a view to providing an in-depth account of events, relationships, 

experiences or processes occurring in that particular instance.” According to Yin (2003), the 

research questions are formed as how or why in case studies, no control is required over 

behavioural events and the focus lays on contemporary actions (ibid). Considering the 

descriptive purpose of this thesis, case study was chosen as a research strategy. Furthermore, 

case study supports the qualitative research approach. The study has been small scale in 

nature and focused on providing in-depth description of students as co-producers in the 

university educational programs. Moreover, the research questions have been designed in 

how- form, no control over behavioural events was needed and the focus has been on 

contemporary events.  

 

Case studies can be either conducted as a single case study or multiple case studies (Saunders, 

Lewis and Thornhill, 2007). Multiple case studies were applied for this study as this provided 

the opportunity to gain empirical data that enabled the researchers to investigate similarities 

and differences between university educational programs. Five cases were chosen for this 

study. The number of cases was based on researchers aim to investigate two engineering 

programs, two social sciences programs and one program that includes aspects both from 

engineering and social sciences. However, as this study has been small-scale in nature, the 

findings and conclusions cannot be generalized to be applicable in all university educational 

programs in Sweden. 

3.4 Data Collection – Interviews 

According to Hair et al (2007), there exist two types of data: secondary and primary data. 

Secondary data is addressed as the data which is already collected and available for everyone. 

When the research can not be accomplished with only secondary data, the researchers are 

required to collect primary data (ibid). In this research, solely primary data was obtained as 

the research focused on contemporary events and previous researches have focused on other 

aspects of students as co-producers than at the university educational program level. 

 

According to Denscombe (1998b), there are four data collection methods for primary data: 

questionnaires, interviews, observation and written sources. Denscombe (1998b, pp. 110-111) 

argues the choice of interview is based on the researchers “decision that, for the purposes of 

the particular project in mind, the research would be better served by getting material which 

provides more of an in-depth insight to the topic, drawing on information provided by fewer 
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informants”. As this thesis had the service organization’s perspective and the research purpose 

required in-depth information regarding the decision making process related students as co-

producers in the university educational programs, interviews were chosen as primary data 

collection method for the multiple case studies. 

 

As it was of importance to find respondents possessing a wide knowledge of designing the 

structure of the programs, recruiting students and enabling their participation, the selection of 

the interview respondents fell on program coordinators that every program has. Program 

coordinators work mainly towards managing activities related to the program’s development 

and improvement. 

 

According to Denscombe (1998a), an interview can be structured, semi-structured or 

unstructured. In this study, semi-structured interviews were utilized. Denscombe (1998a) 

furthermore states this form of interview follows a set of questions. However, there exists 

flexibility concerning the order of the questions. Another advantage is that the respondent is 

given the opportunity to express his/her ideas and speak more freely (ibid). The selection of 

semi-structured interviews was based on that the study required specific questions with some 

degree of flexibility.    

 

Hair et al (2007, p. 257) define an interview guide as a tool that “specifies the topics to cover, 

the questions to be sled, the sequence of questions/topics, and the wording of the questions 

(which is fixed), but there are no scales for to measuring concepts”. An interview guide has a 

role to explain the survey and provide information to the respondent in order to answer the 

questions (ibid). In this study the interview guide was constructed according to the conceptual 

framework. Although, the theory discusses about customer participation in services, this study 

refers students as customers. Within higher educational institutions the customers are 

commonly referred as students. Therefore, this study applies the term student instead of 

customer throughout the interview guide and in following analysis. The interview guide 

included a total of 26 questions divided into the following categories: level of student 

participation; students’ roles in university educational programs; factors affecting student 

participation; student organizational socialization; strategies for student participation (see 

Appendices A and B). The interview guide was sent by e-mail to the respondents a few days 

prior to the interview in order for them to be able to clarify any uncertainties they might have 

encountered. The interviews were held at the respective respondent’s office between the 

period of the 27
th
 of November to the 4

th
 of December. Each interview lasted approximately 

one hour.   

3.5 Sample Selection - Luleå University of Technology 

When collecting data for a study, it would be most accurate to gather complete information 

from all of the members of a population (Hair et al, 2007). However in reality most of the 

times it is not possible achieving this, and as a result researchers have to choose a sample 

which is representative to the target population. A sample is a rather small subset of the 

population and is drawn by using probability or non-probability procedures. The latter is often 

typical for a qualitative research, and the researcher’s judgement or availability of the 

elements is used to select the sample. Findings from the sample can be used to describe, 

discover and develop theory. These may be used to generalize the population but this cannot 

be done with exact accuracy (ibid). 

 

There are around fifty institutions of higher education in Sweden that are run by either central 

government or private interests (www.hsv.se
2
). The chosen sample for this study was Luleå 

http://www.hsv.se2
http://www.hsv.se2
http://www.hsv.se2
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University of Technology, LTU. The sample selection was based on a limited time frame for 

this study. Therefore, accessibility to a data collection object in the researchers’ immediate 

surrounding was preferable.  

 

At a university, a student can participate in a number of ways, such as in student unions and at 

program and classroom levels. As the objective for this study was to investigate involvement 

of students in educational services, the choice fell on program level. Moreover, Kotzé and du 

Plessis (2003) have already previously conducted a research of student participation at the 

classroom level. In order to find the right type of respondents for this study, the authors were 

advised by two teachers at LTU with insight of the thesis's topic that the program coordinator 

of a program would possess relevant information.  

 

There are a number of programs a prospective student can choose from at LTU, such as 

engineering, social and health sciences. All programs strive to reach the same goal: to 

increase a student’s knowledge and simultaneously enable student participation. However, as 

the programs focus on different areas of knowledge, the student participation may take 

diverse forms. The choice fell on the following five programs: 

 

� Master Program in Civil Engineering 

� Master Program in Industrial Design Engineering 

� Master Program in Industrial and Management Engineering 

� Master Program in Business Administration and Economics 

� University Diploma Program in Financial Economics 

 

The two first programs pertain engineering sciences and the two latter are social sciences 

programs. The Master program in industrial and management engineering is an engineering 

program that is characterized by both engineering and management aspects. Therefore, this 

program is classified as a combination of engineering and social sciences in this study. These 

five programs enabled the researchers to examine both similarities and differences between 

the programs. In addition, similarities and differences within engineering and social sciences 

programs were possible to identify.  

3.6 Data Analysis 

Once the necessary information is collected, the process of analyzing the data has to be 

conducted (Zikmund, 2000). This process is one of the major issues for a research and serves 

as motivational factor for gathering the data and to identify, examine, compare and interpret 

patterns and themes (Hair et al, 2007). Miles and Huberman (1994) illustrate that the 

procedure of the data analysis can be divided into three periods: data reduction, data display 

and data drawing/verifying conclusions. 

 

� Data reduction involves selecting, simplifying and transforming the data to make 

them more manageable and understandable for each research object. 

 

� Data display goes beyond data reduction by organizing the information in a way that 

facilitates drawing conclusion. 

 

� Data drawing and verifying conclusions refers to the explanation of the suitable 

responses, which includes noting regularities, patterns, explanations, possible 

configurations, casual flows and propositions (ibid).  
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In chapter four, the empirical data was transcript and categorized according to the research 

questions. This served as a foundation for chapter five where the empirical data from each 

case was first analyzed in a within-case analysis according to the conceptual framework 

presented in the end of the literature review chapter. Thereafter, the gathered data was 

compared in a cross-case analysis that summarized the data both in narrative and graphical 

form. Finally, the findings and conclusions were drawn and recommendations for theory, 

practitioners and future research were proposed in the last chapter of this study. 

3.7 Quality Standards – Reliability and Validity 

In order to reduce the possibility of obtaining the answer wrong, attention has to be focused 

on two particular emphases on research design: reliability and validity (Saunders et al, 2007, 

pp. 149-150). According to the authors, reliability refers to “the extent to which your data 

collection techniques or analysis procedures will yield consistent findings” whereas validity is 

concerned with “whether the findings are really about what they appear to be about” (ibid).   

 

Quality standards were taken into consideration throughout the study. The choice of 

respondents was based on the knowledge they possess regarding the research object of this 

study. The interview guide was read and approved by the supervisor of this thesis before it 

was sent by e-mail to the respondents few days prior to the interviews in order to enable them 

to prepare. In addition, a brief summary of the topic of the thesis was provided in order to 

make the respondents aware of the purpose of this study. Moreover, a tape recorder was used 

during the interviews to avoid misinterpretations when transcripting the data. Both researchers 

participated in the interviews and made notes throughout the interviews. Furthermore, theories 

applied in the theoretical framework have been of scientific origin. As the interviews were 

conducted in Swedish, there existed a possibility for translation errors when the interviews 

were translated into English in chapter four. In order to minimize this risk, dictionaries have 

been utilized. 
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4 EMPIRICAL DATA 

This chapter presents the empirical data that has been collected from five programs at LTU: 

three within engineering and two within business administration and economies. The 

interview respondent at each of the programs has been the program coordinator. Please, note 

that in this chapter and the following, the obtained empirical data refers students as 

customers.  

4.1 Case One – Master Program in Civil Engineering 

The Master program in civil engineering is a five-year education that includes three years of 

first level studies followed by two years of second level studies. The first level studies provide 

fundamental knowledge in science and technology. During the third year the student has a 

possibility to attend in practical training for seven months. 

 

The respondent at the Master program in civil engineering was Martin Nilsson who has 

worked at LTU since 1997. Nilsson is a lecturer in construction techniques and department 

manager for structural engineering. In addition, Nilsson has worked as program coordinator 

for the Master program in civil engineering since 2005.  

4.1.1 Characteristics of Students as Co-producers 

Level of Student Participation 

The Master program in civil engineering offers, besides education, open communication 

between teachers and students. In other words, students have the possibility to raise questions 

and concerns with their teachers. The teachers strive to be helpful and available for their 

students. In addition, they provide guidance to help students to find a suitable placement in an 

organization or degree projects. The program does not offer any specific mentoring programs, 

even though this matter has been previously discussed within the institution. Moreover, the 

program council offers a possibility for students to bring their views of the education into 

discussion. The program aims to establish contacts with business world that could be useful 

for the students’ future careers. 

 

The level of student participation varies from course to course. In general, students are 

required to participate actively. Some students also participate in improving the program by 

being a member of the program council. Each class has one to two student representatives in 

the council, which has two to four meetings yearly. Active student participation is highly 

important for the program as it is of value to gain response from students about the 

performance the program carries out. Furthermore, student participation in form of feedback 

contributes to improvement of the program’s structure. In addition, student participation leads 

to higher learning possibilities for the student him/herself.  

 

Students’ Roles in University Educational Programs 

Students act as co-producers of the program. The program council enables students to 

contribute with their opinions regarding the development of the program. The respondent does 

not find student participation contribute to uncertainty. A student can only harm his/her own 

studies by not being involved. However, a student who may have some personal issues can 

affect the atmosphere in the classroom and in that manner contribute to uncertainty. For 

example, a student who has not been able to keep up with his/her studies may have difficulties 

to follow the lesson, and therefore interrupts the class by frequently asking questions. Further, 

the respondent does not find student participation as problematic. As students are required to 

learn and function as co-producers of their education, they will affect the outcome of the 
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education to a high degree. Some students are able to learn fast whereas other may need 

additional guidance from the teachers. In addition, learning can be conducted without 

studying at a university. Moreover, the program has tried to implement supplemental 

instruction methods for their mathematics courses. This method involved senior students who 

supported and mentored the first year students with their studies. However, the lack of 

engagement resulted in that this method was never fully applied.  

 

Factors Affecting Student Participation 

By setting clear goals for courses in the course syllabuses, the Master program in civil 

engineering clarifies to students what the meaning of the roles they are expected to undertake. 

These course syllabuses are presented to students in the beginning of the courses. 

Furthermore, only the students themselves can decide the level of their grades. Students 

directly from high school may perceive university studies as more demanding. The program 

facilitates knowledge that students can obtain through their own abilities and skills, for 

example, in mathematics. If students have previous knowledge and understanding in 

mathematics, the forthcoming courses might be perceived as easier to accomplish. In addition, 

the students’ self-confidence can be improved. The students are motivated to participate in 

their program by attracting them to become members of the program council. In addition, the 

program enhances the importance of course evaluations as these are a means for the students 

to state their opinions. Moreover, statistics regarding students’ performance can help to 

identify students who have not passed their courses. Therefore, instead of risking the students 

to drop out from the program, they can be offered additional help.      

 

Student Organizational Socialization 

The program does not have any specific values. However, rules and regulations are important 

aspects of the nature of the program, teachers tend to convey these to students and this 

influences the entire program. The program has developed a matrix that can identify various 

levels of students’ learning progress. The matrix categorizes different goals set by the 

Swedish National Agency for Higher Education, LTU and the program itself together with 

levels of knowledge within, for instance, academic writing. When students have reached a 

certain level, they can move on to the next.  

 

The students are made aware of what the program expects from them by stating clear goals in 

the course syllabuses. Students are enabled to interact with the employees as the teachers 

strive to be accessible to students. Interaction between other students is facilitated by group 

assignments. The group constellations are not always decided by the students themselves.     

4.1.2 Measures of Improving Students’ Involvement  

Strategies for Student Participation 

Students’ job within the program is to participate in lessons and seminars, carry out project 

assignments and complete examinations. As the program has to control if the students have 

gained sufficient knowledge from their studies, the students have to participate in different 

forms of examinations in order to pass the courses. When students are not willing to 

participate it is of importance to find the reason behind this. Some students simply do not 

want to participate whereas others may experience difficulties, for example, in making 

presentations in front of the class. In these cases the program may recommend the students to 

attend courses in verbal presentation that can help to deal with these issues.  

 

In order to recruit the right students, the program has a budget of one million Swedish krona 

that is spent to market the program in high schools in Northern Sweden as well as in Oulu in 
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Finland. The program targets high school students who have attended nature science programs 

or other programs with a technical profile. Moreover, the program has selected a person 

responsible for recruitment activities.  

 

Before the students start in the program, they have the possibility to revise their mathematic 

skills by attending a preparing mathematic course. The students will also during the first 

semester attend an introduction course in construction where they will obtain important 

competences. During the education the program strives to provide the students an opportunity 

to progress in their own pace. The students are rewarded by grades. In addition, competitions 

are used to reward students. If a student would behave improperly, for example, cheats in an 

exam, the student will be reprimanded or even suspended.  

 

The students within the program are rather homogenous. Most students come directly from 

high school; however some students have 10-15 years of working experience. Approximately 

20 to 25 percent of the students are female. In order to gain effective student participation, 

students are often assigned to work in groups. 

 

Match Promises with Delivery 

The grades of examination in forms of exams, verbal and written assignments communicate to 

the students that the service is completed. Course and program evaluation forms are used to 

investigate whether students’ expectations of the program have been fulfilled. The program 

has usually more applicants than available places. Therefore, students will be accepted on the 

basis of their individual final grades from high school. According to the respondent, this 

brings a positive effect to the program as these students tend to possess higher level of skills 

and knowledge. 

4.2 Case Two – Master Program in Industrial Design Engineering 

The Master program in industrial design engineering offers a five-year education within 

industrial design, human factors and mechanical engineering. The education combines theory 

and practice, and during the second or third year the students usually carry out their practical 

training within the industry. Product design and production design are examples of 

specialization areas.  

 

The respondent at the Master program in industrial design engineering was Magnus Stenberg 

who started to work at LTU in 1991. Stenberg lectures in production techniques and has been 

working as program coordinator for the Master program in industrial design engineering for 

three years. 

4.2.1 Characteristics of Students as Co-producers 

Level of Student Participation 

The Master program in industrial design engineering offers an education that includes ten 

months of practical training. Education is the main goal of the program that should lead to 

work and live up to both the students’ and employers’ expectations. In addition, the program 

has had contacts with the business world for a long time, and therefore, can help the students 

to find practical training positions in various companies. Moreover, the program offers 

computers, laboratories and workshops that students can utilize in their studies.   

 

Students are participating to a high extent in the Master program in industrial design 

engineering. The students have the possibility to become student representatives in the 

program council where they can view their opinions and affect how their program is 
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constructed. Furthermore, student participation is facilitated as the program aims to provide 

an open climate where students are always welcome to drop by at the teachers’ offices and 

ask questions. Moreover, student participation is of importance as the students have the 

possibility to view the program from within and even provide views of other institutions’ 

courses that are included in their education.  

 

Student participation contributes to form the education and the course syllabuses. Students 

may provide opinions that lead to a better cohesion between the courses. However, teachers 

need to carefully consider these views as the program has a long experience of providing the 

courses whereas students have attended them for the first time.  

 

Students’ Roles in University Educational Programs 

By participating in the program council, students can act as co-producers of the program. 

Moreover, the program offers this possibility, however it is the students’ responsibility to 

participate. In addition, students can participate in other student organizations and thereby co-

produce their education. Student participation is not considered as a contributor to uncertainty 

or problematic for the program; it is viewed more as an opportunity. The importance lies on to 

judge the students’ views against the experience the program has gained over the years. The 

students’ own result of the program can be improved by student participation as it may lead to 

changes and development of the program. Students work independently in group assignments 

where supervision is provided by the program.     

 

Factors Affecting Student Participation 

Information material is used to make the students understand the difference between the 

studies in a high school and university. The program stresses the importance of students’ own 

responsibility for their studies. On the course level, course introductions provide information 

of the course goals. In the beginning of, for example, project assignments students are made 

aware of that it is impossible to complete the assignments without active student participation. 

Abilities, such as, to be able to work independently have a great importance as this make it 

easier for the students to study at university level. However, as long as the students fulfill the 

specific entry requirements for the program, they are qualified to participate in the education. 

Students are motivated to participate by highlighting the importance of student participation 

and to take responsibility for their own studies.  

 

Student Organizational Socialization 

The Master program in industrial design engineering has three characteristics that are 

included to their courses: continuous business world contacts through practical training and 

guest lectures, sustainable development as a theme in courses and interaction between the 

human being’s needs and technology. The program includes many group assignments that are 

useful practice for the student’s future work life. In addition, these assignments develop 

students’ skills gradually throughout their education. 

 

Students are informed of what the program expects from them by having discussions between 

the teachers and students. When the students start the program, a group supervision takes 

place where the discussion topics include expectations from both the students and the 

teachers. On the course level there are discussions about, for example, how much time 

students are expected to put into their studies on a weekly basis.  

 

The physical environment of the program’s corridor is designed in that manner that students 

can interact with the teachers more easily. Tables, chairs and computers placed close by the 
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teachers’ offices in order to facilitate interaction. Group assignments, in which the students 

are chosen by the teachers work together, are used in order to facilitate interaction between 

the students. 

4.2.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

A student’s job is to study and understand that university studies are full-time studies that 

require 40 hours working week. This fact is continuously stressed by the teachers. At times, 

students may not participate as actively as the course requires. In these cases, it is of 

importance to inform these students of the meaning an active participation has. If the students 

are working with a group assignment and some of them are not participating, the teachers 

recommend the rest of the group to contact them in an early stage of the course. In most cases, 

students who do not participate are separated from the group and assigned to conduct 

individual studies. One reason for inactive student participation can be that the students are 

attending too many courses at the same time and cannot focus on all of them properly. 

Another reason could be that a student does not have the ability to participate, for example, in 

verbal presentations. This is often solved by that the student does not need to stand in front of 

the class, but still participate in preparing the presentation with the group members. 

 

The Master program in industrial design engineering would like to have more students 

enrolling into the program. The program’s recruitment activities aim to provide a correct 

picture of the program and its content. However, it is difficult to know how to attract the right 

students as there will always be some students who have chosen a wrong education and drop 

out the studies or change to another program. A student who already studies in the program 

calls to new students prior to the program start and enquiries whether new students have 

questions regarding the program and other study related matters. During the beginning of the 

semester the program management meets the new students twice to discuss about the 

forthcoming studies with them. In addition, a welcome letter for the program is sent to all new 

students. During the study time in the program, no special measures are taken in order to 

prepare the students.  

 

The Master program in industrial design engineering does not use any particular ways to 

reward the students for their participation. The education aims to enhance the importance of 

participation in order to gain grades, but also as a means to affect the structure of the program. 

Moreover, the program highlights that student participation, for example, in the program 

council can be added to a student’s résumé. In order to avoid impropriate student behavior, 

such as that the students would not complete their education, the program offers program 

specific courses from the beginning of the studies instead of starting by traditional 

mathematics and physics. Furthermore, students are informed about ethical and moral matters, 

such as plagiarizing.  

 

The program has homogeneous student segments. Most of the students are young adults and 

come from various regions in Sweden. The program has an even gender distribution.  

 

Match Promises with Delivery 

Grades and written comments of individual and project assignments are used in order to 

inform the service is completed. The program uses course evaluations to gain feedback from 

students. The program aims to have higher demand than supply, as this would mean the 

program is able to take in those with high grades from high school.  
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4.3 Case Three – Master Program in Industrial and Management Engineering  

The Master program in industrial and management engineering is a five-year education 

consisting of three years of first level and two years of second level studies. The program 

offers a broad education with courses within engineering and management. The program 

provides six different technical areas for the students to choose from. 

 

The respondent at the Master program in industrial and management engineering was Bjarne 

Bergquist who is the program coordinator. Bergquist has worked at LTU since 1995 in 

various positions: doctoral, teaching and division managerial. In addition, since March 2008 

the respondent has worked as program coordinator.   

4.3.1 Characteristics of Students as Co-producers 

Level of Student Participation 

The Master program in industrial and management engineering program offers a combination 

of engineering and management studies. Students within the program will gain knowledge of 

both subjects and therefore obtain their own niche. In other words, the students will have 

broader knowledge of several areas instead of focusing on one specific. Moreover, the extent 

of student participation depends on the type of course the students are attending. For example, 

management courses demand active student participation as the studies are usually carried out 

in groups. As a result, students participate actively to a high extent. Moreover, an education 

would not be enabled without student participation.  

 

Student participation contributes to students’ own learning, more effective group work and 

better working climate. In addition, students can improve the program itself by providing their 

views through course evaluations and by participating in the program council. It is important 

for the program to receive students’ opinions; otherwise teachers’ views are only presented.  

 

Students’ Roles in University Educational Programs 

All services require cooperation between the provider and recipient. Education is not viewed 

differently from other services as it is a service activity where the buyer is a co-producer. 

Students are not viewed as contributing to uncertainty in the program in general. However, as 

student participation depends on whether students only have to attend classes or if they are 

required participate more actively such as when conducting lab exercises, the uncertainty is 

managed by continues assignments, computer quizzes and exams. It is to some extent easier 

to control student participation in senior classes than in first year classes as these groups tend 

to be more homogeneous. Moreover, student participation is not viewed problematic as it is 

not possible to separate education from student participation. Hence, the university provides 

prerequisites for learning. Students are required to be willing to learn and participate in order 

to achieve results. The responsibility lies on students as the university only enables and 

facilitates the education. Universities do not have a sole right for teaching; individuals may 

gain specific knowledge from other sources such as work life. However, universities facilitate 

learning premises, recommend course literature and guidance from teachers. In addition, 

universities have the right to grade students for achieved results. 

 

Factors Affecting Student Participation 

Within the program there are no specific measurements or actions taken in order to clarify 

what roles students are expected to undertake, and students are not systematically made aware 

of the meaning of their participation. Commonly, the first year students expect the teacher to 

create the learning whereas students who already have chosen their degree specialization are 

more motivated themselves to achieve results. Furthermore, study advisors may provide 
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assistance to students regarding their education. The students’ abilities such as interest and 

commitment have a great impact on their participation. Moreover, the respondent explains 

students, who learn, for example, mathematics easily, may experience the education as less 

difficult. In order to motivate students to participate, they will receive grades. A student will 

not pass a course without reaching the lowest accepted level.  

 

Student Organizational Socialization 

The Master program in industrial and management engineering program does not have any set 

values. The students’ abilities to function in different situations within the program are 

developed by subjecting the students into situations they may encounter in their forthcoming 

work life. This can include, for example, group assignments where students have been 

randomly chosen. Furthermore, courses often include written and verbal presentations. The 

university also offers courses that prepare students for these exercises. In order to make 

students understand what is expected of them, examiners will provide a description of the 

course layout. The respondent did not specify any measurements or actions that are taken into 

consideration in order to make it easier for the student to cooperate with personnel and other 

students. Group assignments may be one way to make students interact with each other. 

4.3.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

The students’ jobs are to fulfilling their education and correspond to the program’s demands. 

At times, students need to focus solely on their studies instead of non-study related interests. 

A student who does not participate will not pass his/her courses. The students are required to 

achieve the demands set by the program in order to be able to work as engineers. 

 

The right kind of students are recruited by limiting the number of students. At the moment the 

program is the largest engineering program at LTU with a total of 250 students. The sought 

students are recent high school graduates with high grades. Students are prepared prior to the 

program start by, for instance, providing additional studies in mathematics. On course level, 

examiners send out welcome letters about the specific course. This however, is not done at the 

program level. Students can also receive additional information about the program from study 

advisers.  

 

Students are rewarded for their participation by obtaining grades. Those students who do not 

participate enough in a classroom setting may be encouraged by the teachers to answer 

questions, and thereby increase their active participation. The program has a rather 

homogeneous group of students as most students come directly from high school. The 

program does not have any apparent student segments. Moreover, approximately 20 percent 

of the students are female.  

 

Match Promises with Delivery 

The program communicates that their services are accomplished by providing grades to 

students. In order to find out if students’ expectations of the program were met, course 

evaluation and program councils are used. By limiting the number of available vacancies, the 

program can control supply and demand.   

4.4 Case Four – Master Program in Business Administration and Economics  

The Master program in business administration and economies offers a five-year education 

with courses in business economics, organization, marketing, economics and political science. 
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Moreover, the program offers two specialization options: accounting and marketing. There is 

also a possibility for abroad studies.  

 

The respondent at the Master program in business administration and economics was Anna 

Vikström, who has worked as program coordinator for the program for a ten-year period. In 

addition, Vikström lectures within accounting.  

4.4.1 Characteristics of Students as Co-producers 

Level of Student Participation 

The Master program in business administration and economics offers an academic education 

as a service that includes, for example, case studies and guest lectures. Practical training is not 

applied in the program, as it would be difficult to implement it due to the character of the 

program. Students participate in the program by attending the education. Moreover, students 

can participate in the student and program councils where they have the possibility to view 

their opinions. Course evaluations are another means for the students to express their thoughts 

of the education. Active student participation facilitates feedback of the program. The 

business world’s opinions together with the students’ feedback contribute to shape content of 

the program.  

 

Students’ Roles in University Educational Programs 

Students can act as a co-producer by participating in the program and stating their opinions 

through course and education councils. The students do not contribute any particular 

uncertainty as they choose to study themselves. Even though the program has various student 

groups, some with previous knowledge of economics and others without, this does not 

contribute to any specific uncertainty. Furthermore, the program does not see any specific 

problems with student participation. Although, students and teachers have different views at 

times, student participation is seen as an opportunity for the program. Students are required to 

gather knowledge and perform in order to obtain results from their studies. Self studies can be 

conducted by students, and in this way students can produce the education by themselves. 

However, self studies have gained a lot negative criticism from the students and the program 

does not include this to the courses anymore. 

 

Factors Affecting Student Participation 

Course syllabuses are utilized in order to make students understand the goals of a course. 

Students need to be self-driven and this ability should already be developed during high 

school. In addition, students being self-driven enable them to work independently which is 

required in university studies. Students are motivated to participate in the program by 

sustaining a dialogue between the students and teachers, and at the same time encouraging the 

students.   

 

Student Organizational Socialization 

The program does not have any specific program values. However, the new Graduate 

Economist Degree of Master of Science in Business and Economics program, starting in fall 

2009, will place more value on practical training and direct business world contacts for the 

students. The students’ abilities to act in various situations will mainly be enhanced during the 

courses. In particular, this becomes apparent when the students participate in case studies and 

verbal presentations. By using written and verbal instructions, the students are informed about 

what is expected from them. In order to facilitate that students interact with the teachers, the 

students are encouraged to have a continuous dialogue with the teachers. The interactions 



HALVARSSON & LOHELA                                                                                                   EMPIRICAL DATA 

 

 33

between the students are facilitated by including group assignments to the content of the 

courses. The groups are randomly constructed at times.  

4.4.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

A student’s job is to study and gather knowledge in various areas included in the program. In 

the beginning of the program the courses are set, but later during the education the students 

can choose their own courses based on their interests and majors. The program does not have 

any particular approaches to make the students participate actively. The students have to take 

their own responsibility for the studies. If problems occur in group assignments, the teacher 

will have a discussion with the group members in order to solve the situation. Students who 

are not able to participate actively in verbal presentations due to, for example, stuttering have 

a possibility to receive additional help such as presenting their work in smaller seminar 

groups. However, the respondent considers these presentations can serve as a good practice 

for the future work life as practicing will make the students more comfortable in these kinds 

of situations.  

 

Attracting the right kinds of students to the program can be seen as challenging. The 

respondent states it is difficult to know if they have attracted the right students they sought 

for. The students should have an interest in economics. However, there is no requirement of 

knowledge of economies prior to the program start. The program does not offer any special 

activities within economics in order to prepare the students before the start of the program. 

However, during the first semester the students will receive a lecture in general study 

techniques. During the program no particular activities are undertaken to prepare the students.  

 

Grades and feedback, both written and verbal, are used in order to reward the students for 

their participation. Impropriate student behavior is difficult to avoid, however, it is not an 

issue within the program in general. Reasonable expectations of students are required to be set 

up. The Master program in business administration and economies has heterogeneous student 

groups with an even gender distribution. 

 

Match Promises with Delivery 

Grades are given in order to indicate that students have passed their courses. The degree in the 

end of the program communicates that the educational service is completed. The Master 

program in business administration and economics has a continuous dialogue with the 

program council regarding whether they have managed to fulfill students’ expectations. In 

addition, surveys are conducted on recently graduated students in order to investigate what 

job positions they possess and whether the program has been useful for their work life. The 

information of these surveys is used for recruitment purposes. Overdemand has not been an 

issue for the program, and the program strives for attracting a larger number of applicants. 

Approximately 30 to 40 percent who start the program do not complete their studies in the 

program. 

 

The respondent liked to add that active student participation is important. The Master program 

in business administration and economies has tried to implement peer help activities where 

senior students help mentoring the first year students. However, this has not been successful 

due the lack of attending students. 
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4.5 Case Five – University Diploma Program in Financial Economics 

The university diploma program in financial economics is a two-year education with finance 

and law as majors. The program includes an internship of ten weeks within an organization in 

the financial sector, for instance, in a bank. The program runs every second year with 

approximately 20 students in each class.    

 

The respondent, Eva Henriksson, is currently a doctoral student and has been employed at 

LTU since 2002. Henriksson has functioned as program coordinator for the program since 

2005.  

4.5.1 Characteristics of Students as Co-producers 

Level of Student Participation 

The university diploma program in financial economics offers education as a service to the 

students. Moreover, the students participate in the program by attending program councils 

which are held twice a year. As the number of students in the program is not extensive, all 

students have the opportunity to participate in the program council. By having all students 

participating in the council’s meetings, the respondent believes that the students can more 

easily view their opinions. In these meetings, the students have the possibility to view their 

thoughts about, for instance, the curriculum of a course. In addition, the program council 

provides the students useful information concerning their education.  

 

Furthermore, the students participate in their own education at the university diploma 

program in financial economics by being active in seminars and in-class exercises. Without 

the students’ active participation these lectures would not be possible to accomplish. 

Students’ participation affects both their individual learning possibilities as well as their 

opportunity to improve the program itself. For example, the students can help to formulate the 

content of the internships through their opinions. In general, student participation is viewed 

positively as it is of value for the program to gain their opinions, both for the program itself 

and for the companies providing internships. Both the teachers and the employers appreciate 

to receive students’ perspectives. Moreover, the students help each other as they participate 

actively in seminars.  

 

Student’ Roles in University Educational Programs 

The students at the university diploma program in financial economics are perceived in a 

large extent as co-producers of the education. As the students have to be active in seminars 

and other learning exercises such as correcting their own exams, they are contributing to co-

producing their own education. The students are not viewed as contributors to uncertainty. 

The only uncertainty that may occur is if the students have, for instance, misunderstood 

something at seminars or come up with peculiar suggestions in the program councils. Student 

participation does not create any particular problems; however some exercises may contribute 

to a higher administrative burden for the teachers. The student’s own participation is viewed 

as important in order to affect their own result of the education. Active participation in 

seminars and other exercises will have a positive effect on attaining knowledge. Furthermore, 

the students’ possibilities to replace the program’s services is somewhat limited. Some 

services such as correcting exams have to be made by a teacher. However, if a student is 

ambitious and hard-working he or she can manage the course by him- or herself through self-

studies. The seminars are neither compulsory, therefore the students can choose to whether 

participate or not.  
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Factors Affecting Student Participation 

The students will be informed prior, for instance, seminars in order to make them aware of 

what it are expected from their participation and that they contribute to their own learning. 

Therefore, all courses will have a course introduction at the start of the course. Course 

syllabuses are also available for the students. Moreover, the students’ own abilities affect 

whether they will learn effectively. If the students are well prepared in seminars, they can 

help the other students to increase their learning ability. The seminars will also contribute to 

that the students keep up with their reading during the whole course. In order to motivate the 

students to participate they can obtain bonus points for attending seminars and receive credits 

for other exercises. By participating in program councils, the students are aware of that their 

opinions are important and may affect coming courses.  

 

Student Organizational Socialization 

Through course materials prior the studies, the prospect student will be informed of the 

program’s values and what to receive as a student within the university diploma program in 

financial economics. The students’ abilities are developed by seminars and other exercises. 

The more students practice, the more knowledge they will attain. In addition, the students 

receive feedback in order to develop and improve their skills. Moreover, to make students 

understand what is expected of them, the course examiners provide course introductions and 

information about the seminars. Even though the seminars are not compulsory, the students 

should be informed of the benefits of participating. No particular measurements are taken to 

make students cooperate with other students besides group assignments. The group 

assignments are viewed positively in the program as the students help each other to 

understand and can be seen as a possibility to practice in convincing people. The group 

constellations are usually formed by the students themselves. The cooperation between 

personnel and students is enabled by encouraging students to contact the teachers when 

needing help. The teachers will then be aware of how the students are proceeding in the 

course and what difficulties they may have encountered.    

4.5.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

The students’ job within the university diploma program in financial economics is to be active 

in studying, practicing, writing, listening and counting. The students have to deliver results at 

seminars and examinations. The program does not take any particular measurements to make 

the students participate besides encourages them to be active in seminars and in the course as 

a whole. To attract the right type of students the program informs interested prospective 

students about what the education provides to their students and future career opportunities. 

Moreover, it may be difficult to prepare the students before attending the program. The 

students are informed about the program’s prerequisites they should possess. It is the 

student’s own responsibility to make sure they have enough knowledge to manage the 

courses. Prior to the internship the students will have a discussion about their expectations 

regarding their placements as well as concerns about the degree project. The rewards students 

obtain for their participation are grades and bonus points to the exams.  

 

Students who do not fulfill the program’s requirements will not pass the course. Even though 

the students participate, they have to reach a course’s set goals. Moreover, students cheating 

are not accepted and these students will be reported to the discipline board. The program does 

not have any various student segments. The gender distribution is even with students in mixed 

ages, however the majority of the students come directly from high school or have a couple of 

years working experience.  
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Match Promises with Delivery 

The students are given bonus points, feedback and grades in order indicate they have passed 

the courses. The program has a continuous dialogue with the program council regarding 

whether they have managed to fulfill students’ expectations. In addition, course evaluations 

are made by the students in order to find out their opinions. If the program does not receive 

any feedback from the students, it is difficult to know what the students’ opinions of the 

courses and the program are. The number of students attending the program is based on the 

availability of internships.   
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5 DATA ANALYSIS 

This chapter contains five within-case analyses of the empirical data presented in the 

previous chapter. This is followed by a comparison of the within-case analyses, which will be 

displayed and compared in a cross-case analysis both in narrative and graphical forms.  

5.1 Within-Case Analysis – Master Program in Civil Engineering 

5.1.1 Characteristics of Students as Co-producers 

Level of Student Participation 

Bitner et al (1997) define three levels of customer participation: low, moderate and high. The 

authors state education falls into the level of high level of customer participation. The Master 

program in civil engineering agrees with the theory as the program requires active student 

participation and considers this being highly important. However, the level of student 

participation depends on the type of course students are attending. Bitner et al (1997) further 

state the customer is viewed as a co-producer of the service and therefore affects the service 

outcome. In other words, the customer inputs are compulsory to the outcome (ibid). The 

program verifies the theory as feedback from students affect both the organization by 

improving the structure of the program and also students by increasing their learning 

possibilities. Therefore, the program views students as co-producers. According to Kotzé and 

du Plessis (2003), the customer helps to assess the need for the service and customizes the 

design and delivery of the service. Moreover, the customer produces smaller or larger portions 

of the service by him or herself (ibid). The program is in line with theory as the students can 

affect the design and delivery of the education by participating in the program council.  

 

Students’ Roles in University Educational Programs 

Customers can perform three types of roles in the service delivery: customers as productive 

resources, contributors to quality, satisfaction and value, and customers as competitors to the 

service organization (Bitner et al, 1997; Zeithaml & Bitner, 2000).  

 

Customers as productive resources may be bring uncertainty to the service production process 

or create effective service delivery for both the customer and organization (Zeithaml & 

Bitner, 2000). The program does not support the theory as student participation is not viewed 

as a contributor to uncertainty. However, there may be some specific reasons why a student is 

not able to participate as actively as required. This can have an effect on the overall student 

participation. 

 

According to Bitner et al (1997), customers contribute to their own quality and satisfaction. 

Moreover, Zeithaml and Bitner (2000) discuss that within education context active student 

participation increases the desired outcome, learning. The program agrees with the theory as 

students are functioning as co-producers of the program and their own education. Thus, this 

affects the student’s learning process. 

 

Customers can act as competitors to the organization by producing the service themselves or 

purchasing them from other companies (Bitner et al, 1997). The choice between these 

depends on: expertise, resource and time capacity, economic and psychic rewards, trust and 

control the individual or firm possesses (ibid). The empirical data agrees with theory as 

learning can occur in other institutions than in universities.  
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Factors Affecting Student Participation 

Kotzé and du Plessis (2003) claim that effective customer participation can be derived on 

three factors: customer’s role clarity, ability and motivation.  

 

Role clarity can be achieved by informing what the service organization is expecting the 

customers to do and perform in specific service situations (Kotzé & du Plessis, 2003). The 

service provider should convey a clear and consistent message regarding the customers’ roles 

(ibid). The Master program of civil engineering acts in line with the theory as course 

syllabuses state clear goals for the courses. These syllabuses are presented for the students in 

the beginning of every new course. 

 

According to Kotzé and du Plessis (2003), another factor affecting customer participation is 

customers’ abilities that include: knowledge, skill, experience, energy, money or time. The 

program verifies the theory. If a student has previous skills and knowledge, for example, in 

mathematics the knowledge provided by the teachers becomes easier to obtain. 

 

Kotzé and du Plessis (2003) view motivation as an important aspect when trying to make 

customers to participate. Following three factors can be applied when motivating the 

customers to participate: efficiency in the service process, efficiency of the service outcome 

and psychological benefits such as enjoyment and novelty (ibid). The program motivates the 

students to participate by offering them a possibility to become members in the program 

council where they can state their views of the education. This is corresponding to the theory 

as it can be classified as improving the efficiency in the service process and efficiency of the 

service outcome. 

 

Student Organizational Socialization 

Kelley et al (1990) claim there are several methods a service organization can apply in order 

to socialize the customers to the organization: socialization programs, organizational 

literature, environmental cues, reinforcement and observation of other customers. 

Furthermore, Kotzé and du Plessis (2003) present three other socialization methods within the 

education context: learning from employees, realistic services previews and service level 

agreements. The program socializes students by providing a possibility to observe from the 

teachers as well as the other students in group assignments. Course syllabuses are used in 

order to clarify goals for courses. In addition, students have an easy access to teachers if they 

would need some assistance. 

5.1.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

An organization can apply the three following strategies in order to enhance customer 

participation: define customer jobs, recruit educate and reward customers, and manage the 

customer mix (Zeithaml & Bitner, 2000).  

 

Zeithaml and Bitner (2000) state the service organization is required to define the customer’s 

job that can include: helping him/herself, helping others and/or promoting the company. In 

addition, the company must be aware of that everyone does not want to participate (ibid). The 

empirical data verifies the theory as students are required to participate in lessons and 

seminars. This falls into the category of helping him/herself.  

 

According to Zeithaml and Bitner (2000), it is of importance for service organizations to 

recruit the right customers, train and educate them to participate effectively and reward them 
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for their contributions. The authors further emphasize that ineffective training and education 

may lead to negative and inappropriate customer behavior (ibid). The program strives to 

attract the right students by focusing on specific regions in Sweden and Finland. Therefore, 

this is in line with the theory. Moreover, the program applies several training and educational 

methods in order to enable student participation. Students also receive rewards for their 

participation in form of grades when passing courses. In addition, competitions are used at 

times as a method to reward students. 

 

The final strategy is to manage the customer mix in an effective way (Zeithaml & Bitner, 

2000). This includes attracting similar customers and managing the customer interaction 

within the physical environment. A careful positioning, segmentation, involving codes of 

conducts and training employees to observe customer-to-customer interaction may lead to 

effective management of customer segments (ibid). The program’s students are viewed as 

homogeneous, and group assignments are used to manage these student.  

 

Match Promises with Delivery 

Zeithaml and Bitner (2000) state improving customer education can lead to higher match 

between the delivery of the service and promises. Customer education includes confirming 

performance to standards and expectations, clarifying expectations after the sale and teaching 

customers to avoid peak demand periods and seek slow demand periods (ibid). 

 

Service organizations need to communicate clearly to the customer when the service is 

accomplished (Zeithaml & Bitner, 2000). The program verifies the theory as grades are used 

in order to communicate the service is accomplished. Zeithaml and Bitner (2000) further 

discuss that by aligning with the customers, a service organization can clarify the expectations 

after the sale. The empirical data is in line with theory as course and program evaluation 

forms are asked to fill in by the students. Finally, service organizations need to teach 

customers how to avoid peak demand periods and seek low demand periods (Zeithaml & 

Bitner, 2000). The program has usually more applicants than vacancies. This is viewed 

positively as this enables the program to choose those students who have higher grades from 

high school. 

5.2 Within-Case Analysis – Master Program in Industrial Design Engineering  

5.2.1 Characteristics of Students as Co-producers 

Level of Student Participation 

Bitner and et al (1997) define three levels of customer participation: low, moderate and high. 

Education falls into the level of high level of customer participation. The empirical data 

verifies that education within the program requires student participation at a high level. Bitner 

et al (1997) state the customer is viewed as a co-producer of the service and therefore affects 

the service outcome. In other words, the customer inputs are compulsory to the outcome 

(ibid). The program agrees with theory that the students can be seen as co-producers of the 

education. For instance, the students contribute to improve the program by their opinions and 

suggestions. According to Kotzé and du Plessis (2003), the customer helps to asses the need 

for the service and customizes the design and delivery of the service. Moreover, the customer 

produces smaller or larger portions of the service by him or herself (ibid). In the program the 

students help to improve the design and delivery of the education by providing their views 

through the program council. The students’ active participation in the program is viewed 

highly important; however it is the student’s own responsibility to participate.  
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Students’ Roles in University Educational Programs 

Customers can perform three types of roles in the service delivery: customers as productive 

resources, contributors to quality, satisfaction and value, and customers as competitors to the 

service organization (Bitner et al, 1997; Zeithaml & Bitner, 2000).  

 

Customers as productive resources may be bring uncertainty to the service production process 

or create effective service delivery for both the customer and organization (Zeithaml & 

Bitner, 2000). The obtained data do not show that the students’ participation contributes to 

any specific problems or uncertainty.  

 

According to Bitner et al (1997), customers contribute to their own quality and satisfaction. 

Moreover, Zeithaml and Bitner (2000) discuss that within education context active student 

participation increases the desired outcome, learning. The collected data is in line with the 

theory; the student’s own results are in high degree affected by his/her own participation.  

 

Customers can act as a competitor to the organization by producing the service themselves or 

purchasing them from other companies (Bitner et al, 1997). The choice between these 

depends on: expertise, resource and time capacity, economic and psychic rewards, trust and 

control. The empirical data is somewhat consistent to theory. The data indicates that the 

students may attain knowledge by themselves; however no particular causes are identified.   

 

Factors Affecting Student Participation 

Kotzé and du Plessis (2003) claim that effective customer participation can be derived on 

three factors: customer’s role clarity, ability and motivation.   

 

Role clarity can be achieved by informing what the service organization is expecting the 

customers to do and perform in specific service situations (Kotzé & du Plessis, 2003). The 

service provider should convey a clear and consistent message regarding the customers’ role 

(ibid). The empirical data shows that the program has taken several measurements to convey a 

clear message about the student’s role and obligations. Information materials, course 

introductions and introductions to assignments are examples of measurements that have been 

taken. Moreover, the program stresses the importance of students’ responsibility to their own 

studies.  

 

According to Kotzé and du Plessis (2003), another factor affecting customer participation is 

customers’ abilities that include: knowledge, skill, experience, energy, money or time. The 

gathered data verifies with the theory that it is important that the students possess the abilities 

such as knowledge and skills in form of prerequisites, as well as be able to work 

independently.    

 

Kotzé and du Plessis (2003) view motivation as an important aspect when trying to make 

customers to participate. Following three factors can be applied when motivating the 

customers to participate: efficiency in the service process, efficiency of the service outcome 

and psychological benefits such as enjoyment and novelty (ibid). The program motivates its 

students to participate by highlighting the importance of them taking their own responsibility 

for the studies. 

 

Student Organizational Socialization 

Kelley et al (1990) claim there are several methods a service organization can apply in order 

to socialize the customers to the organization: socialization programs, organizational 
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literature, environmental cues, reinforcement and observation of other customers. 

Furthermore, Kotzé and du Plessis (2003) present three other socialization methods within the 

education context: learning from employees, realistic services previews and service level 

agreements. The obtained data is somewhat in line with the theory of how the students can be 

socialized to the organization, even though not all socialization steps are taken. However, the 

program has formed the physical environment with the students in mind. Group assignments 

facilitate that students can observe and learn from each other. In addition, the program has 

shown realistic service previews by having discussions about the students’ and the teachers’ 

expectations.  

5.2.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

An organization can apply the three following strategies in order to enhance customer 

participation: define customer jobs, recruit educate and reward customers, and manage the 

customer mix (Zeithaml & Bitner, 2000).  

 

Zeithaml and Bitner (2000) state the service organization is required to define the customer’s 

job that can include: helping him/herself, helping others and/or promoting the company. In 

addition, the company must be aware of that everyone does not want to participate (ibid). 

According to the program the students’ job is to help him/herself by studying and 

participating in the education. The program has in mind that not all students can or will 

participate. The situation decides what measurements are taken to solve the issue.   

 

According to Zeithaml and Bitner (2000), it is of importance for service organizations to 

recruit the right customers, train and educate them to participate effectively and reward them 

for their contributions. The authors further emphasize that ineffective training and education 

may lead to negative and inappropriate customer behavior (ibid). The program has taken 

measurements to attract the right students as the program’s recruitment aims to provide a 

correct picture of the program. The program do not provide any particular training for the 

students, however they are informed prior to course starts about what is expected of them and 

the students receive welcome letters that provide information about the program in general. 

The program uses rewards in form of grades for passing courses. In addition, the students who 

participate in the council may use this experience as a qualification when applying jobs, 

therefore this can be seen as a reward to the students. Furthermore, the program has taken 

actions to avoid inappropriate behavior.  

 

The final strategy is to manage the customer mix in an effective way (Zeithaml & Bitner, 

2000). This includes attracting similar customers and managing the customer interaction 

within the physical environment. A careful positioning, segmentation, involving codes of 

conducts and training employees to observe customer-to-customer interaction may lead to 

effective management of customer segments (ibid). The program has rather homogeneous 

student segments.   

 

Match Promises with Delivery 

Zeithaml and Bitner (2000) state improving customer education can lead to higher match 

between the delivery of the service and promises. Customer education includes confirming 

performance to standards and expectations, clarifying expectations after the sale and teaching 

customers to avoid peak demand periods and seek slow demand periods (ibid). 
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Service organizations need to communicate clearly to the customer when the service is 

accomplished (Zeithaml & Bitner, 2000). The data shows that grades together with feedback 

are used in order to communicate to the students that the service is accomplished. Zeithaml 

and Bitner (2000) further discuss that by aligning with the customers, a service organization 

can clarify the expectations after the sale. The program uses course evaluations as a method of 

aligning with students and clarifying the expectations after a course is completed. Finally, 

service organizations need to teach customers how to avoid peak demand periods and seek 

low demand periods (Zeithaml & Bitner, 2000). The supply and demand of the program are 

controlled by restricting the number of vacancies; however the program prefers to have a 

higher demand than supply in order to gain students with high grades.   

5.3 Within-Case Analysis – Master Program in Industrial and Management Engineering 

5.3.1 Characteristics of Students as Co-producers 

Level of Student Participation 

Bitner and et al (1997) define three levels of customer participation: low, moderate and high. 

Education falls into the level of high level of customer participation. The Master program in 

industrial and management engineering verifies that education is a service requiring high level 

of student participation. However, in this program the degree of student participation on the 

course level depends on what type of course students are attending. Bitner et al (1997) state 

the customer is viewed as a co-producer of the service and therefore affects the service 

outcome. In other words, the customer inputs are compulsory to the outcome (ibid). The 

program agrees with the theory that the students affect the service outcome in order to create 

the education. According to Kotzé and du Plessis (2003), the customer helps to asses the need 

for the service and customizes the design and delivery of the service. Moreover, the customer 

produces smaller or larger portions of the service by him or herself (ibid). In the program the 

students help to customize the design and delivery of the education by providing course 

evaluations and participating in the program council.  

 

Students’ Roles in University Educational Programs 

Customers can perform three types of roles in the service delivery: customers as productive 

resources, contributors to quality, satisfaction and value, and customers as competitors to the 

service organization (Bitner et al, 1997; Zeithaml & Bitner, 2000).  

 

Customers as productive resources may be bring uncertainty to the service production process 

or create effective service delivery for both the customer and organization (Zeithaml & 

Bitner, 2000). The empirical data indicates that the students do not directly contribute to 

uncertainty in the service production process. However, the course structure indirectly 

determines the level of student participation and therefore may contribute to uncertainty. 

Moreover, student participation is not considered problematic as it is not possible to facilitate 

education without student participation.  

 

According to Bitner et al (1997), customers contribute to their own quality and satisfaction. 

Moreover, Zeithaml and Bitner (2000) discuss that within education context active student 

participation increases the desired outcome, learning. The obtained data supports the theory as 

the program requires students to be willing to learn in order to achieve results.  

 

Customers can act as a competitor to the organization by producing the service themselves or 

purchasing them from other companies (Bitner et al, 1997). The choice between these 

depends on: expertise, resource and time capacity, economic and psychic rewards, trust and 
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control. The empirical data is consistent to the theory. As universities do not have the sole 

right for teaching, students can obtain knowledge from other sources such as work life. The 

reasons for choosing to attend an education program may be determined by the expertise and 

resource capacity a university can facilitate. The university provides learning premises, 

recommend course literature and guidance from teachers. In addition, psychic rewards are 

offered by providing grades for achieved results.   

 

Factors Affecting Student Participation 

Kotzé and du Plessis (2003) claim that effective customer participation can be derived on 

three factors: customer’s role clarity, ability and motivation.   

 

Role clarity can be achieved by informing what the service organization is expecting the 

customers to do and perform in specific service situations (Kotzé & du Plessis, 2003). The 

service provider should convey a clear and consistent message regarding the customers’ role. 

The primary data is not in line with the theory as the program has not taken any specific 

measurements or actions in order to clarify the students’ roles.   

 

According to Kotzé and du Plessis (2003), another factor affecting customer participation is 

customers’ abilities that include: knowledge, skill, experience, energy, money or time. The 

program requires that the students possess the following abilities: energy in form of interest 

and commitment, knowledge and skills. 

 

Kotzé and du Plessis (2003) view motivation as an important aspect when trying to make 

customers to participate. Following three factors can be applied when motivating the 

customers to participate: efficiency in the service process, efficiency of the service outcome 

and psychological benefits such as enjoyment and novelty (ibid). The program motivates the 

students to participate by providing grades for passing courses.   

 

Student Organizational Socialization 

Kelley et al (1990) claim there are several methods a service organization can apply in order 

to socialize the customers to the organization: socialization programs, organizational 

literature, environmental cues, reinforcement and observation of other customers. 

Furthermore, Kotzé and du Plessis (2003) present three other socialization methods within the 

education context: learning from employees, realistic services previews and service level 

agreements. The program socializes the students by using organizational literature in form of 

course layouts. Group assignments facilitate learning from others trough observation. In 

addition, the program prepares students for the forthcoming work life by increasing their 

knowledge within a specific area. However, this does not fall into the categories of customer 

organizational socialization within service organizations. 

5.3.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

An organization can apply the three following strategies in order to enhance customer 

participation: define customer jobs, recruit educate and reward customers, and manage the 

customer mix (Zeithaml & Bitner, 2000).  

 

Zeithaml and Bitner (2000) state the service organization is required to define the customer’s 

job that can include: helping him/herself, helping others and/or promoting the company. In 

addition, the company must be aware of that everyone does not want to participate (ibid). The 
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empirical data is in line that students should fulfill their own education and demand of the 

program. In order to pass the courses, students are required to participate.  

 

According to Zeithaml and Bitner (2000), it is of importance for service organizations to 

recruit the right customers, train and educate them to participate effectively and reward them 

for their contributions. The authors further emphasize that ineffective training and education 

may lead to negative and inappropriate customer behavior (ibid). The program limits the 

number of students who can attend the education. Therefore, this is corresponds to the theory. 

Moreover, the program prepares students for mathematical studies by providing additional 

studies within the subject before the program starts. Welcome letters are also used in order to 

prepare the students for different courses. The program provides rewards for student in form 

of grades if they reach the lowest level of passing a course. 

 

The final strategy is to manage the customer mix in an effective way (Zeithaml & Bitner, 

2000). This includes attracting similar customers and managing the customer interaction 

within the physical environment. A careful positioning, segmentation, involving codes of 

conducts and training employees to observe customer-to-customer interaction may lead to 

effective management of customer segments (ibid). The program has rather homogeneous 

groups of students with similar high school education background. 

 

Match Promises with Delivery 

Zeithaml and Bitner (2000) state improving customer education can lead to higher match 

between the delivery of the service and promises. Customer education includes confirming 

performance to standards and expectations, clarifying expectations after the sale and teaching 

customers to avoid peak demand periods and seek slow demand periods (ibid). 

 

Service organizations need to communicate clearly to the customer when the service is 

accomplished (Zeithaml & Bitner, 2000). The empirical data shows that grades are used in 

order to communicate to students the program has accomplished the service. Zeithaml and 

Bitner (2000) further discuss that by aligning with the customers, a service organization can 

clarify the expectations after the sale. The program uses course evaluations and program 

councils as a method of aligning with students and clarifying the expectations after a course is 

completed. Finally, service organizations need to teach customers how to avoid peak demand 

periods and seek low demand periods (Zeithaml & Bitner, 2000). The supply and demand of 

the program are controlled by restricting the number of vacancies.  

5.4 Within-Case Analysis – Master Program in Business Administration and Economics 

5.4.1 Characteristics of Students as Co-producers 

Level of Student Participation 

Bitner and et al (1997) define three levels of customer participation: low, moderate and high. 

Education falls into the level of high level of customer participation. The program verifies the 

theory as student through their participation attend an educational program. Bitner et al (1997) 

state the customer is viewed as a co-producer of the service and therefore affects the service 

outcome. In other words, the customer inputs are compulsory to the outcome (ibid). The 

empirical data supports the theory as students’ feedback contributes to the format and content 

of the program.  

 

According to Kotzé and du Plessis (2003), the customer helps to assess the need for the 

service and customizes the design and delivery of the service. Moreover, the customer 
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produces smaller or larger portions of the service by him or herself (ibid). The theory is in line 

with the program as student participation, for example, in the program council may improve 

the design and delivery of the program.  

 

Students’ Roles in University Educational Programs 

Customers can perform three types of roles in the service delivery: customers as productive 

resources, contributors to quality, satisfaction and value, and customers as competitors to the 

service organization (Bitner et al, 1997; Zeithaml & Bitner, 2000).  

 

Customers as productive resources may be bring uncertainty to the service production process 

or create effective service delivery for both the customer and organization (Zeithaml & 

Bitner, 2000). Student participation is not viewed as a contributor to uncertainty or problems 

as students choose by themselves whether to study or not. Student participation is more of an 

opportunity that can lead to better service outcome.  

 

According to Bitner et al (1997), customers contribute to their own quality and satisfaction. 

Moreover, Zeithaml and Bitner (2000) discuss that within education context active student 

participation increases the desired outcome, learning (ibid). Students are required to gather 

knowledge and do the work in order to obtain results from their studies. 

 

Customers can act as competitors to the organization by producing the service themselves or 

purchasing them from other companies (Bitner et al, 1997). The choice between these 

depends on: expertise, resource and time capacity, economic and psychic rewards, trust and 

control. According to the program, self-studies can be conducted by students in order to learn. 

However, the university has also the possibility to provide self studies, but these have not 

been that popular within the students. 

 

Factors Affecting Student Participation 

Kotzé and du Plessis (2003) claim that effective customer participation can be derived on 

three factors: customer’s role clarity, ability and motivation.   

 

Role clarity can be achieved by informing what the service organization is expecting the 

customers to do and perform in specific service situations (Kotzé & du Plessis, 2003). The 

service provider should convey a clear and consistent message regarding the customers’ role 

(ibid). The program corresponds to the theory as course syllabuses are used in order to clarify 

what is expected from the students.  

 

According to Kotzé and du Plessis (2003), another factor affecting customer participation is 

customers’ abilities that include: knowledge, skill, experience, energy, money or time. Self-

driven and ability to work independently are skills required from student for university studies 

that may have a positive effect on student participation.  

 

Kotzé and du Plessis (2003) view motivation as an important aspect when trying to make 

customers to participate. Following three factors can be applied when motivating the 

customers to participate: efficiency in the service process, efficiency of the service outcome 

and psychological benefits such as enjoyment and novelty (ibid). The program aims to have a 

continuous dialogue between the students and teachers in order to make the service process 

more efficient. The encouragement of students to participate is viewed as a motivating factor. 
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Student Organizational Socialization 

Kelley et al (1990) claim there are several methods a service organization can apply in order 

to socialize the customers to the organization: socialization programs, organizational 

literature, environmental cues, reinforcement and observation of other customers. 

Furthermore, Kotzé and du Plessis (2003) present three other socialization methods within the 

education context: learning from employees, realistic services previews and service level 

agreements. Verbal and written instructions are forms of organizational literature used as a 

tool to socialize the students to the program. In addition, by encouraging a dialogue between 

teachers and students and including group assignments to courses, observation occurs.  

5.4.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

An organization can apply the three following strategies in order to enhance customer 

participation: define customer jobs, recruit educate and reward customers, and manage the 

customer mix (Zeithaml & Bitner, 2000).  

 

Zeithaml and Bitner (2000) state the service organization is required to define the customer’s 

job that can include: helping him/herself, helping others and/or promoting the company. In 

addition, the company must be aware of that everyone does not want to participate (ibid). The 

program recognizes gathering knowledge in various areas as the student’s job. There are 

possibilities for students to choose their courses based on their own interests that can be seen 

as helping him/herself.  

 

According to Zeithaml and Bitner (2000), it is of importance for service organizations to 

recruit the right customers, train and educate them to participate effectively and reward them 

for their contributions. The authors further emphasize that ineffective training and education 

may lead to negative and inappropriate customer behavior (ibid). The program strives to 

recruit the right student; however this is found as challenging. There are no program specific 

measurements conducted in the program in order to prepare the students to participate 

effectively prior or during the program; this is not corresponding to the theory. Grades and 

feedback are used in order to reward students for their participation. Furthermore, 

inappropriate student behavior is not seen as problematic.  

 

The final strategy is to manage the customer mix in an effective way (Zeithaml & Bitner, 

2000). This includes attracting similar customers and managing the customer interaction 

within the physical environment. A careful positioning, segmentation, involving codes of 

conducts and training employees to observe customer-to-customer interaction may lead to 

effective management of customer segments (ibid). The program has heterogeneous student 

groups; however no special measurements are taken to manage these.  

 

Match Promises with Delivery 

Zeithaml and Bitner (2000) state improving customer education can lead to higher match 

between the delivery of the service and promises. Customer education includes confirming 

performance to standards and expectations, clarifying expectations after the sale and teaching 

customers to avoid peak demand periods and seek slow demand periods (ibid). 

 

Service organizations need to communicate clearly to the customer when the service is 

accomplished (Zeithaml & Bitner, 2000). The grades given indicate a student has passed a 

course. Furthermore, obtaining a degree after finalizing the program indicates that the 

educational service is completed. This is then in line with the theory. Zeithaml and Bitner 
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(2000) further discuss that by aligning with the customers, a service organization can clarify 

the expectations after the sale. The program aligns with students by offering the possibility to 

become a member in the program council as well as by providing feedback through course 

evaluations. After the program has been completed, the graduate students are asked to provide 

feedback whether the program has been useful in their work life. Finally, service 

organizations need to teach customers how to avoid peak demand periods and seek low 

demand periods (Zeithaml & Bitner, 2000). The program does not have problems with peak 

periods when it comes to applications to the program. As the opposite, the program strives to 

attract more students to enrol to the program. 

5.5 Within-Case Analysis – University Diploma Program in Financial Economics 

5.5.1 Characteristics of Students as Co-producers 

Level of Student Participation 

Bitner and et al (1997) define three levels of customer participation: low, moderate and high. 

Education falls into the level of high level of customer participation. The university diploma 

program in financial economics views active student participation as of importance, both 

regarding the students own studies as well as that they improve their education through the 

program council. Therefore, this verifies the theory. Bitner et al (1997) state the customer is 

viewed as a co-producer of the service and therefore affects the service outcome. In other 

words, the customer inputs are compulsory to the outcome (ibid). As the program regard 

active student participation inseparable from students own learning, this would be in line with 

the theory of customers’ as co-producers. In order for students to benefit from their education, 

they need to participate. According to Kotzé and du Plessis (2003), the customer helps to 

asses the need for the service and customizes the design and delivery of the service. 

Moreover, the customer produces smaller or larger portions of the service by him or herself 

(ibid). The students are a part of customizing and designing the program, for themselves and 

other students, in the sense that they provide their opinions regarding the courses and the 

program through course evaluations and the program council. Moreover, the students produce 

a part of the education when, for instance, participate in group assignment and verbal 

presentations in seminars.  

 

Students’ Roles in University Educational Programs 

Customers can perform three types of roles in the service delivery: customers as productive 

resources, contributors to quality, satisfaction and value, and customers as competitors to the 

service organization (Bitner et al, 1997; Zeithaml & Bitner, 2000). 

 

Customers as productive resources may be bring uncertainty to the service production process 

or create effective service delivery for both the customer and organization (Zeithaml & 

Bitner, 2000). The empirical data does not verify that students through their participation 

contribute to uncertainty.  

 

According to Bitner et al (1997), customers contribute to their own quality and satisfaction. 

Moreover, Zeithaml and Bitner (2000) discuss that within education context active student 

participation increases the desired outcome, learning. The empirical data supports previous 

research as the students’ participation is viewed crucial in order for them to obtain a positive 

outcome of the education by increased knowledge.  

 

Customers can act as a competitor to the organization by producing the service themselves or 

purchasing them from other companies (Bitner et al, 1997). The choice between these 
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depends on: expertise, resource and time capacity, economic and psychic rewards, trust and 

control (ibid). The obtained data indicates that the students may not fully be able to replace 

the program’s services by producing the education themselves. For instance, correcting exams 

must be performed by the examiners. However, a student may attain knowledge by self-

studies.  

 

Factors Affecting Student Participation 

Kotzé and du Plessis (2003) claim that effective customer participation can be derived on 

three factors: customer’s role clarity, ability and motivation.   

 

Role clarity can be achieved by informing what the service organization is expecting the 

customers to do and perform in specific service situations (Kotzé & du Plessis, 2003). The 

service provider should convey a clear and consistent message regarding the customers’ role 

(ibid). The program has taken actions to increase the student’s role clarity by, for example, 

informing students about what is expected from their participation and that they contribute to 

their own learning. Therefore, all courses have a course introduction together with written 

syllabuses.   

 

According to Kotzé and du Plessis (2003), another factor affecting customer participation is 

customers’ abilities that include: knowledge, skill, experience, energy, money or time. The 

empirical data verifies that students’ abilities affect whether they will learn effectively. 

However, no particular abilities are identified.   

 

Kotzé and du Plessis (2003) view motivation as an important aspect when trying to make 

customers to participate. Following three factors can be applied when motivating the 

customers to participate: efficiency in the service process, efficiency of the service outcome 

and psychological benefits such as enjoyment and novelty (ibid). The program motivates its 

students by offering them the possibility to gather bonus points or credits for attending 

seminars and participating in other exercises.   

 

Student Organizational Socialization 

Kelley et al (1990) claim there are several methods a service organization can apply in order 

to socialize the customers to the organization: socialization programs, organizational 

literature, environmental cues, reinforcement and observation of other customers. 

Furthermore, Kotzé and du Plessis (2003) present three other socialization methods within the 

education context: learning from employees, realistic services previews and service level 

agreements. The program socializes the students by informing them of the program’s values 

and what to can gain by attending the program. In addition, the content of the courses and 

seminars are explained by introductions. Seminars do also facilitate learning from others 

through observation. 

5.5.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

An organization can apply the three following strategies in order to enhance customer 

participation: define customer jobs, recruit educate and reward customers, and manage the 

customer mix (Zeithaml & Bitner, 2000).  

 

Zeithaml and Bitner (2000) state the service organization is required to define the customer’s 

job that can include: helping him/herself, helping others and/or promoting the company. In 

addition, the company must be aware of that everyone does not want to participate (ibid). The 
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empirical data is in line that students are helping themselves by being active in their own 

education. Moreover, the students are helping others by participating in group assignments 

and seminars. However, it is not stated that the student’s job is to promote the organization or 

the program.   

 

According to Zeithaml and Bitner (2000), it is of importance for service organizations to 

recruit the right customers, train and educate them to participate effectively and reward them 

for their contributions. The authors further emphasize that ineffective training and education 

may lead to negative and inappropriate customer behavior (ibid). The program does strive to 

attract the right kind of students to the program by providing the prospective students 

information about the program and future career opportunities. Moreover, the program does 

not take any special measurements to prepare or train the students prior their education. The 

students only have to fulfill the program’s prerequisites. The program provides rewards in 

forms of grades and bonus points. Additionally, the program works to avoid negative student 

behavior by, for instance, sending clear messages that cheating is not accepted and that 

students who do not fulfill the program’s requirements will not pass their courses. 

 

The final strategy is to manage the customer mix in an effective way (Zeithaml & Bitner, 

2000). This includes attracting similar customers and managing the customer interaction 

within the physical environment. A careful positioning, segmentation, involving codes of 

conducts and training employees to observe customer-to-customer interaction may lead to 

effective management of customer segments (ibid). The program has a rather homogeneous 

group of students with similar background and even gender distribution without taking any 

special measurements to achieve this.  

 

Match Promises with Delivery 

Zeithaml and Bitner (2000) state improving customer education can lead to higher match 

between the delivery of the service and promises. Customer education includes confirming 

performance to standards and expectations, clarifying expectations after the sale and teaching 

customers to avoid peak demand periods and seek slow demand periods (ibid). 

 

Service organizations need to communicate clearly to the customer when the service is 

accomplished (Zeithaml & Bitner, 2000). The empirical data demonstrates that grades, bonus 

points and feedback are utilized to communicate to students that the program’s service is 

accomplished. Zeithaml and Bitner (2000) further discuss that by aligning with the customers, 

a service organization can clarify the expectations after the sale. The program investigates 

whether the students’ expectation have been fulfilled by having a continuous dialogue with 

the council together with course evaluations. Finally, service organizations need to teach 

customers how to avoid peak demand periods and seek low demand periods (Zeithaml & 

Bitner, 2000). The supply and demand of the program are controlled by restricting the number 

of vacancies in the program, which in turn is based on the number of available internships. 

5.6 Cross-Case Analysis 

This section contains cross-case analysis that is based on the five within-case analysis of each 

program. The aim is to identify similarities and differences between the cases for each of the 

variables in the conceptual framework. In order to simplify the program names, each program 

has been given the following abbreviation letters: 

 

 

 



HALVARSSON & LOHELA                                                                                                     DATA ANALYSIS 

 

 50

A- Master Program in Civil Engineering 

B- Master Program in Industrial Design Engineering 

C- Master Program in Industrial and Management Engineering 

D- Master Program in Business Administration and Economics 

E- University Diploma Program in Financial Economics 

5.6.1 Characteristics of Students as Co-producers 

Table 5.1 summarizes the findings and results of the characteristics of student involvement in 

university educational programs in each of the five case studies. 

 

Table 5.1 Characteristics of student involvement 

 

 
      O = agree 
      X = disagree 
       - = agree partially 

 

Level of Student Participation 

The empirical data indicates that all of the five programs consider that education involves 

high level of student participation. Both program A and C find student participation is 

dependent on what type of course students are attending. Additionally, all of the programs 

regard that the students affect the service outcome. The empirical data indicates that the 

students contribute to improve the structure of the program as well as to increase their own 

learning. Every program furthermore agrees that students customize the service design and 

delivery by having student representatives in the program councils. Programs C and E name 

course evaluation form as another method for students to customize the program.   

 

Students’ Roles in University Educational Programs 

Programs A and C find to some extent students being contributors to uncertainty within the 

program. The other programs do not find students contributing to uncertainty. Each program 

CHARACTERISTICS OF 
STUDENT INVOLVEMENT 

 PROGRAM 
         A 

PROGRAM 
        B 

PROGRAM 
        C 

PROGRAM 
        D 

PROGRAM 
        E 

Student Participation      
   High-level of student 
   participation    

O O O O O 

   Students affect the service  
   outcome 

O O O O O 

   Students customize service  
   design 

O O O O O 

Students’ Roles      
   Contributor to  
   uncertainty 

- X - X X 

   Contributor to 
   quality and satisfaction 

O O O O O 

   Student as a  
   competitor 

O - - O - 

Factors Affecting 
Student Participation 

     

   Aims to clarify  
   students’ roles 

O O X O O 

   Requires  
   abilities: 

     

KNOWLEDGE O O O   

SKILLS O O O O  

EXPERIENCE      

ENERGY   O   

MONEY      

TIME      

   Motivates students to   
   participate 

O O O O O 
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considers students contribute to their own quality and satisfaction. In education context, this 

means increased learning and higher results. Programs A and D regard that students can act as 

a competitor to the program by obtaining knowledge from other sources such as work life or 

by conducting self studies. The remaining programs view students as competitors to some 

extent.  

 

Factors Affecting Student Participation 

All the programs, except program C, aim to clarify what roles students are expected to 

undertake. Course syllabuses and course introductions are commonly applied methods for 

clarifying the students’ roles. Program E is the only program which cannot specify any 

particular ability required of students in order to participate. Three programs, A, B and C, 

view previous knowledge as an important ability. Besides this ability, these programs together 

with program D find skills as another important ability. In addition, program C mentions 

energy as an ability required. Every program motivates its students to participate. Program A 

offers the possibility for students to become member in the program council; program B by 

highlighting the importance of students taking their own responsibility for their studies; 

program C by providing grades for passed courses; program D by encouraging the students to 

participate as well as having a continuous dialogue between students and teachers; and finally, 

program E by offering the possibility to gather bonus points or credits through active 

participation in study exercises.   

 

Student Organizational Socialization 

Table 5.2 illustrates the findings and results of student organizational socialization in each of 

the five case studies. 

 

Table 5.2 Student organizational socialization 

 
STUDENT 
ORGANIZATIONAL 
SOCIALIZATION        

 

 PROGRAM 
         A 

 

PROGRAM 
        B 

 

PROGRAM 
        C 

 

PROGRAM 
        D 

 

PROGRAM 
        E 

Student Organizational 
Socialization      
  SOCIALIZATION 
  PROGRAMS 

     

  ORGANIZATIONAL 
  LITERATURE 

O  O O O 

  ENVIRONMENTAL 
  CUES 

 O    

  REINFORCEMENT 
 

     

  OBSERVATION OF 
  OTHER STUDENTS 

 O O O O 

  LEARNING FROM 
  EMPLOYEES 

O   O  

  REALISTIC SERVICE 
  PREVIEWS 

 O    

  SERVICE LEVEL 
  AGREEMENTS 

     

     
    O= apply 
 

Organizational literature in form of course syllabuses is used by all of the programs, except 

program B, as a method to socialize the students to the education. Programs B, C, D and E 

facilitate observation of other students through group assignments and seminars as a 

socialization method. In addition, programs A and D stress the importance of learning from 

employees by facilitating an easy access to teachers when assistant is needed and encouraging 
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a dialogue between teachers and students. Program B aims to set realistic service previews by 

discussing about the students and the teachers expectations.  

5.6.2 Measures of Improving Students’ Involvement 

Strategies for Student Participation 

Table 5.3 illustrates the findings and results of strategies for effective student participation in 

each of the five case studies. 

 

Table 5.3 Strategies for effective student participation 
 

 
     O = apply     
       X = does not apply 
       - = apply partially 

 

The empirical data shows that every program defines that a student’s job includes helping 

him/herself by actively participating in the education. In addition, program E adds that 

student’s job includes helping other students in group assignments and seminars. All the five 

programs aim to recruit the right students. Programs B and E strive to provide a realistic 

description of the program content. Program D finds is challenging to recruit the right 

customers. Program A and C train and educate the students for their education by, for 

example, providing additional studies in mathematics. Program B train and educate the 

students to some extent by providing information prior to course start. Programs D and E do 

not apply any training and education methods before or during the education. Grades are used 

by all of the programs to motivate the students to participate. However, program A uses 

additionally competitions in order to reward the students, program B enhances that student 

participation in the program council can be used as a qualification for applying jobs, program 

D uses feedback as reward and finally, program E rewards students by bonus points. All the 

programs manage the student mix to some extent. The empirical data shows every program 

has rather homogeneous student groups, expect program D that shows some variation in the 

student groups. 

 

Match Promises with Delivery 

Table 5.4 illustrates the findings and results of matching promises with delivery in each of the 

five case studies. 

 

 

STRATEGIES FOR 
EFFECTIVE STUDENT 
PARTICIPATION        

PROGRAM 
        A 

PROGRAM 
        B 

PROGRAM 
        C 

PROGRAM 
        D 

PROGRAM 
        E 

 
 Define student’s job 

     

        HELP  
        HIM/HERSELF 

 O O O O 

        HELP  
        OTHERS 

    O 

        PROMOTE THE 
        ORGANIZATION 

     

 
Recruit right students 

O O O O O 

 
Train and educate students 

O - O X X 

 
Reward students 

O O O O O 

 
Manage student mix 

- - - - - 
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Table 5.4 Match promises with delivery 

 
     O = apply 

 

Every program communicates that the service has been completed through grades. Programs 

B, D and E use additionally feedback. Moreover, program E applies bonus points. Course 

evaluations are utilized by all of the programs to clarify the students’ expectations of the 

education. Programs C, D and E use program councils. In addition, programs A and C clarify 

students’ expectations after their graduation of the program by utilizing program evaluation 

questionnaires. Each program manages the supply and demand by restricting the number of 

vacancies. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

MATCH PROMISES 
WITH DELIVERY        

PROGRAM 
        A 

PROGRAM 
        B 

PROGRAM 
        C 

PROGRAM 
        D 

PROGRAM 
        E 

Communicates service  
accomplished 

O O O O O 

Clarifies students’  
expectations 

O O O O O 

Supply and  
demand 

O O O O O 
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6 FINDINGS, CONCLUSIONS AND RECOMMENDATIONS  

This final chapter addresses the research purpose by answering the two research questions 

stated in the first chapter. Furthermore, findings and conclusions will be presented together 

with recommendations for theory, practitioners and future research.  

 
As university education in Sweden is financed by the government, this raises the question 

whether students can be viewed as customers in the university educational service context. 

However, the competition of students among universities in Sweden has increased during the 

last few years. Subsequently, universities have started to acknowledge the importance of 

attracting and retaining the right type of students. Therefore, viewing students as customers 

has become more common in nowadays as the students possess similar characteristics as 

customers in other service industries. 

 

The purpose of this thesis was to investigate Swedish universities’ involvement of students as 

co-producers in the educational programs. The purpose is reached by answering the following 

research questions.  

6.1 How can the characteristics of students as co-producers in university educational 

programs be described? 

The level of student participation is found to be high in university educational programs. The 

students are required to be active in their studies and learning activities. As a result, student 

participation affects the outcome of the education. Moreover, the students through their 

participation in program councils and course evaluation forms help to customize the design 

and delivery of the program. Therefore, the students contribute in co-producing their 

education.  

 

The research found that students may be viewed as contributors to uncertainty in the service 

delivery process to some extent. The uncertainty was found to be connected with the structure 

of the courses. However, not all programs view students as contributors to uncertainty. 

Student participation is regarded as a requirement for creating education. The study showed 

that student participation is connected with increased learning and higher results. 

Furthermore, the research indicated that students can act as competitors to the programs as 

they have the possibility to choose where and how to attain knowledge.  

 

The programs aim to clarify the students’ roles in the education process by applying course 

syllabuses and course introductions. Sought abilities for university educational programs 

include knowledge, skills and energy. However, the engineering programs stress the 

importance of students having previous knowledge in mathematics. Furthermore, the research 

indicated that all the five programs utilize methods to motivate the students; however these 

methods vary between the programs.  

 

The study shows that every program applies one or more student organizational socialization 

methods in order to socialize the students to the program. The most frequently applied 

methods are organizational literature and observation of other students.  

 

Based on the findings above, the following specific conclusions can be drawn regarding the 

first research question: 
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� The students can be seen as having two specific responsibilities within an educational 

program. Firstly, the students have to participate in the education in order to improve 

their own learning. Secondly, student participation improves the design of the 

educational programs as students contribute with their opinions and experiences. 

Furthermore, the student and the education provider co-produce the educational 

service. 

 

� University educational programs facilitate prerequisites for learning; however 

education cannot be created without the students’ active participation. 

 

� Student participation affects the students' achieved effectiveness of their education 

through increased learning and knowledge.    

 

� A student’s role can include co-producing the educational program, contributing to 

his/her own learning and acting as a competitor to the university educational program. 

However, an individual student does not have to possess all these roles. 

 

� University educational programs clarify which roles students are expected to 

undertake mainly in the beginning of the courses.  

 

� University educational programs attain their customers, the students, in a selective 

manner. All students must possess certain requirements requested by the specific 

program. Differences can be noted between the engineering and the social science 

programs. In addition, the students’ individual abilities may be beneficial in their 

participation.  

 

� Universities can apply several methods in order to motivate students to participate in 

the education and to socialize them to the program.  

6.2 How can the measures of improving students’ involvement as co-producers in 

university educational programs be described? 

The research implies that the student’s job is to help him/herself. In an educational context 

this refers to that students actively participate in the education. Moreover, the study found that 

helping others is a part of the student’s job. None of the programs view promoting the 

program as a student’s job.  

 

Every program considers it is of importance to recruit the right students. However, the 

research indicated it might be challenging to attract and retain the right students. By providing 

realistic descriptions of the program contents, the possibility to recruit the right students may 

be increased.  

 

The level of training and educating the students to the program varies. Programs in social 

sciences do not conduct any activities regarding preparing the students prior and during the 

education. The engineering programs apply additional studies in mathematics and information 

prior to course start in order to prepare the students. 

 

Grades for passing courses are a commonly applied method to reward the students for their 

participation. Additionally, there exist other rewarding methods in university educational 

programs such as bonus points and the possibility to obtain feedback for completed study 

assignments. Findings indicate the programs have rather homogeneous students in respective 
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programs. Therefore, the management of the student mix is not a vital activity for the 

programs.  

 

The study showed that grades are a commonly used method to communicate to students that 

the educational services has been finalized. Furthermore, the study implicates that it is of 

importance for the programs to investigate whether they managed to meet the students’ 

expectations. Measurements are taken both during the program and after graduation. In 

general, all the programs aim to obtain more applicants than vacancies. As a result, the 

programs would be given the possibility to selectively choose the students with high grades.    

 

Based on the findings above, the following specific conclusions can be drawn regarding the 

second research question: 

 

� Attracting the right customers, students, are of importance for the programs in order to 

retain students that will complete their education.  

 

� University educational programs apply several methods in how to reward students for 

their participation. In the educational context, the students can affect the extent of the 

reward through their participation. 

 

� University educational programs have the benefit of obtaining the customers’, the 

students’, views of their perceived service delivery through course evaluations forms 

and program councils on a continuous basis. 

 

� Unlike other service industries, university educational programs strive for an 

overdemand of applicants to the programs.   

6.3 Recommendations 

This section is divided into three sub-sections that propose recommendations for theory, 

practitioners and future research based on the findings and conclusions of this study. 

6.3.1 Recommendations for Theory 

The purpose of this study was to investigate a Swedish university’s involvement of students 

as co-producers in educational programs. Two research questions were stated in order to reach 

the research purpose. The conceptual framework based on the literature review was used as a 

foundation for the data collection. Although, there is little research of customer participation 

in the context of tertiary educational institutions, this study found that theory derived from 

other service industries than educational can be applied in the educational context. Moreover, 

the collected data related to some theories was found to be strongly connected to educational 

services, which in turn verifies that services are unique and industry specific. 

6.3.2. Recommendations for Practitioners 

� University educational programs may benefit by viewing students as customers of the 

educational programs. 

 

� By motivating students to actively participate and rewarding students for active 

participation, educational programs may improve the involvement of students. 

 

� Students can be seen having three types of roles that need to be understood both by the 

students and educational programs. Moreover, students are required to be educated 
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and informed about their roles and what is expected from them by the educational 

programs. 

 

� Student participation can be applied as a source of continuous feedback of the services 

provided by the educational programs. 

 

� Efforts are recommend to be put in order to attract the right types of students for the 

programs. 

6.3.3 Recommendations for Future Research 

� As attending a university educational program costs in some countries, it would be of 

interest to conduct a similar type of study in these universities and compare to 

countries where the programs are free of charge. A comparative study on a European 

level could be conducted. 

 

� Conduct a study of students as co-producers of the university programs from the 

students’ perspective. 

 

� A study of student participation in different areas of the university education could be 

conducted. This could include, for example, student participation in student unions' 

activities. 

 

� In order to find similarities and differences of customers as co-producers of the 

services, a comparative research of two or more different industries could be 

performed. 
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Appendix A - Interview Guide 

 
The purpose of this study is to investigate customer participation in service organizations. 

More specific, the purpose is to investigate how student participation is managed in university 

educational programs.  

 
– Please, tell about your current position within the organization. 

– How long have you worked within the organization? 

– Please, tell shortly about the program. 
 

Level of Student Participation 

 

1. What services are offered to students within the program? 

2. To what extent do you consider that the students participate in the program? In what 

way? 

3. What meaning does active student participation have for the program? Why? 

4. What do you consider that student participation contributes to? 

 

Students’ Roles in University Educational Programs 

 
5. In what way do you consider that students can act as co-producers of the program? 

6. How is the uncertainty that students contribute through their participation managed? 

7. What issues do you consider can occur when students participate? 

8. In what way do you consider that student participation affects to the students’ own 

results of the education? 

9. To what extent do you consider the students can replace services the program provides 

by producing them by themselves? Why do you consider this?  

 

Factors Affecting Student Participation 

 
10. How does the program make students to understand the meaning of their 

participation? 

11. What significance do you consider students’ abilities have for their participation? 

12. How does the program motivate the students to participate in the program? 

 

Student Organizational Socialization 
  

13. How does the program make students to understand the program values? 

14. How does the program develop the students’ abilities to act in different situations 

within the program? 

15. How does the program make students to understand what the program expects of them 

as participators?  

16. How does the program make the students to cooperate with the personnel and other 

students? 

 

Strategies for Student Participation 
 

17. How would you describe students’ ”job” within the program? 

18. How do you manage the situation where a student does not want to participate 

effectively? What can this depend on? 



 

 

19. How does the program obtain the right students to apply to the program? 

20. What measures does the program conduct in order to prepare the students prior and 

during their studies within the program? 

21. How does the program reward the students for desirable participation? 

22. What measures does the program conduct in order to avoid non-desirable behaviour of 

student participation? 

23. What student segments exist in the program? How are these managed in order to 

achieve effective student participation? 

 

Match Promises With Delivery 
 

24. How does the program communicate to the students that the service is completed? 

25. In what way does the program investigate whether the service performance matched 

with the students’ expectations? 

26. How does the program manage the situation where the demand for the program is 

higher that the supply? 

 

Is there anything else you would like to add? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Appendix B – Intervjuguide 

 
Syftet med vår uppsats är att forska om kundmedverkan i tjänsteorganisationer. Mer specifikt 

så syftar vi till att undersöka hur studentmedverkan hanteras inom universitetsprogrammen.  

 
– Berätta om din nuvarande position i organisationen. 

– Hur lång tid har du arbetat inom organisationen? 

– Berätta kortfattat om programmet. 

 

Nivå av studentmedverkan 

 

1. Vilka tjänster erbjuder ni till era studenter inom ert program? 

2. Till vilken grad anser ni studenterna medverkar i programmet? På vilket sätt? 

3. Vilken betydelse har aktiv studentmedverkan i programmet? Varför? 

4. Vad anser ni att studenternas medverkan bidrar till? 

 

Studenternas roller i universitetsprogram 

 
5. På vilket sätt anser du att studenterna kan agera som medproducent i programmet? 

6. Hur hanterar ni den osäkerhet studenterna bidrar till genom deras medverkan? 

7. Vilka problem anser ni kan uppstå genom studenternas medverkan? 

8. På vilket sätt anser ni att studenternas medverkan påverkar till deras eget resultat av 

utbildningen? 

9. Till vilken utsträckning anser ni studenterna kan ersätta era tjänster genom att 

producera dem själva? Varför tror ni det förhåller sig på det viset? 

 

Faktorer som påverkar studentmedverkan 

 
10. Hur gör ni studenterna medvetna om innebörden av deras medverkan? 

11. Vilken betydelse anser ni att studenternas förmågor och kunskaper har i deras 

medverkan?  

12. På vilket sätt motiverar ni era studenter att medverka i programmet? 

 

Organisationens socialisering av studenter 
  

13. Hur får ni studenterna att förstå era programvärderingar? 

14. Hur utvecklar ni studenternas förmågor/kunskaper att agera i olika situationer i 

programmet? 

15. Hur får ni studenterna att förstå vad ni förväntar av dem som medverkande? 

16. Vad gör ni för att få studenterna att samspela med personal och andra studenter? 

 

Strategier för studentmedverkan 
 

17. Hur skulle ni beskriva studentens ”jobb” inom programmet? 

18. Hur hanterar ni situationen där en student inte vill medverka aktivt? Vad kan det bero 

på? 

19. Hur får ni de rätta studenterna att söka till ert program?  

20. Hur gör ni för att förbereda studenterna innan och under deras studietid inom 

programmet? 

21. Hur belönar ni studenterna för önskvärd medverkan?  



 

 

22. Hur gör ni för att undvika inte önskvärt beteende av studenternas medverkan? 

23. Vilka olika kundsegement finns inom ert program? Hur hanteras dessa för att uppnå 

effektiv studentmedverkan? 

 

Matcha löften med erbjudanden  
 

24. På vilket sätt kommunicerar ni till era studenter att tjänsten är utförd? 

25. På vilket sätt undersöker ni om tjänstens utförande motsvarar studenternas 

förväntningar? 

26. Hur hanterar ni situationen där efterfrågan på ert program är större än utbudet? 

 

Finns det något annat som du vill tillägga? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


