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ABSTRACT
In a more digitalized world the paper industry has struggled to deliver customer value and stay
relevant when the digital media has started to emerge. This problem has especially happened to
newspaper which has seen a decline in Sweden with over 20% the last decade. Paper mills has
also started to destroy shareholder value as many mills only work with offering customers low
prices and tries to outlive their competitors. This has led to the following research objective of
this study:
To examine the importance of end customer value in paper industry for developing market
shares in the digital era.
This study has been an exploratory and descriptive study with a qualitative data collection. The
data has been to one part been collected through a market survey that has asked end-users how
they perceive price and quality when comparing two different types of paper. Also interviews
with one paper producer and two printing companies have been done to cover the professional
aspect of customer value for the paper industry.
It has been clearly shown in this study that customers and companies inside the paper industry
are agreeing in which customer values being most important, quality and price. The importance
of being innovative was also stated by interviewed printing companies and the paper producer.
The market survey was a good example of how innovation, from a paper producer, related to
important customer values – perceived quality and perceived price – can create a potentially
higher market share and profitability, instead of just lowering their prices and try to outlive their
competitors.
The study has also contributed to see that companies inside the paper industry are conscious
that they face tough competition from a more digitalized world. Even though the companies
know that they face competition from the digital media the companies have a good
understanding of which products they can continue to compete with and which products that
digital media has the upper hand on.
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SAMMANFATTNING
I en mer digitaliserad värld har pappersindustrin svårt att leverera kundvärde och vara relevanta
när de digitala medierna har tagit över mer och mer. Problemet är störst gällande
nyhetstidningar där tidningsläsarna har minskat med 20% det senaste decenniet. Pappersbruk
har också börjat att förstöra aktieägarvärdet och inte bara kundvärdet. Idag arbetar många
fabriker endast med att erbjuda kunderna låga priser för att försöker överleva längre än sina
konkurrenter. Syftet med denna studie är:
Att undersöka vikten av kundvärde i pappersindustrin för utveckling av marknadsandelar i den
digitala eran.
Denna studie har genomförts som en utforskande och beskrivande studie med en kvalitativ
datainsamling. Uppgifterna har samlats in från en marknadsundersökning som har undersökt
hur slutanvändarna uppfattar kvalitet och pris vid jämförelse mellan två typer av papper.
Intervjuer har också genomförts med en pappersproducent samt två tryckerier för att få deras
professionella inställning till kundvärde inom pappersindustrin.
Denna studie har tydligt visat att såväl slutanvändarna som företagen inom pappersindustrin är
eniga om vilka kundvärden som är viktigast, kvalitet och pris. Betydelsen av att vara innovativ
som företag betonades också av såväl de två intervjuade tryckerierna som pappersproducenten.
Marknadsundersökningen utgjorde ett bra exempel på hur innovation, från en
pappersproducent, baserat på de viktiga kundvärdena – uppfattad kvalitet och uppfattat pris –
kan skapa möjligheter till högre marknadsandelar och intjäningsförmåga, istället för att arbeta
med prissänkningar och försöka överleva sina konkurrenter.
Studien har också bidragit till att se att företag inom pappersindustrin är medvetna om att de
har allt tuffare konkurrens i en mer och mer digitaliserad värld. Även om företagen är medvetna
om att de har en konkurrens från digitala media, så har de en god förståelse för vilka produkter
de kan fortsatt mäta sig mot och vilka som digital media redan tagit över.
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1. INTRODUCTION
This chapter will introduce the reader to the paper industry and their problem with creating value for
their customers. After the background has been described, a problem discussion will follow which will
be the base for specifying the research problem and the research questions.

1.1

BACKGROUND

Customer value is important for companies in order to develop new and better products. It also
supports to win market shares and help companies to survive. Weinstein (2012), states in his
own customer value theory that customer wants more than just simple value, they want to be
surprised and overwhelmed by the products they buy. This means that companies need to
deliver above and beyond every value-point on the spectra. The spectra contain four valuepoints, and these are:
Table 1: The four value-points of customer value.

Service

The intangible value offered to customers.

Quality

Customers’ perception of how well a company’s products and services meet
expectations.

Image

Customer’s perception of the company or business they interact with

Price

The price you can command for your goods and services and that your customers
are willing to pay

Weinstein, (2012).

Another common definition of customer value is the benefits the product gives the consumer
divided by the total cost for the product i.e. customer value = price/benefit (Stratman, 2001;
Kotler, Armstrong & Parment, 2012).
Now in the 21st century it has become very important to work with product quality and
innovation from a company perspective. This has led to new ways of value creation and how
needs can be satisfied (Weinstein, 2012). McFarlane and Britt, (2007) also state that quality is
critical for companies’ success in today’s competitive market. Ham (2003) states that
companies delivering high value for their consumers is closely related to profits, cost savings
and market shares.
Ingenbleek & Van Der Lans (2013) identifies that price is an important factor when creating
customer value. When deciding a price for a product, the company needs to take many variables
into consideration. There will be different strategies depending on what the company wants to
achieve with their market entrance. Do the company want to make a fast entrance and take
market shares in that way or do they want to take market shares over a longer period (Ingenbleek
& Van Der Lans, 2013)?
In today’s marketplace, it is very important for companies to put much attention to the concept
of relationships (Barnes 1997; Gwinner, Gremler, & Bitner 1998; Joo, 2007; Lacey, 2007;
Moon & Bonney 2007; Reynolds & Arnold 2000; Voss, 2015). When making marketing
1

strategies it is important to know how companies develop and gain an advantage compared to
its competitors and how this advantage can be translated into a superior performance. This has
been discussed by many authors and, if performed in a correct way, it will help a company’s
relationship with its customer which will create value to both the company and the customer.
In the end this will lead to a big advantage that will have positive influence on the company’s
performance (Berry, 1995; De Wulf, Odekerken-Schroder, and Iacobucci, 2001; Goff, Boles,
Bellenger IV, & Stojack, 1997).
In today’s paper industry many companies compete to take market shares from competitors by
lowering their prices, but this is not the only choice a company have (Lehtonen, 2011).
Lehtonen (2011) states that companies in the paper industry need to find a solution for their
own paper machine, how they can achieve profitability as this can depend a lot on where the
paper mill is located. A big issue for the paper industry today is that the mills have moved from
destroying shareholder value to destroying customer value by almost every single company
increase their prices without developing their products and impacting the benefits provided by
these products (Lehtonen, 2011).
Today, people are increasing their reading of newspaper and magazines online on their phone
or tablet, which make paper mills bleed. A study done by the Swedish organization, Svenskar
och internet, investigated how people in Sweden read their news, if it was on paper or online.
The result showed that in 2008, 71% of the respondents had at least one subscription on a
newspaper while seven years later, in 2015, the corresponding number was only 55%. The study
also shows that most frequent subscribers are the ones that always have had the newspaper,
people born in the 1920ies and 1930ies. Today, the number of older subscribers is actually also
dropping but not in the same speed as the number drops for younger people (Svenskar och
internet, 2015).
The paper mills need to reinvent themselves and their products to stay relevant. This has led to
that printing companies and other companies, e.g. publishers, that order printable paper are
asking for cheaper paper, so they can make a bigger profit. Today product/business developers’
and people in management positions need to consider how they can create value for customers
so both parties feel that they can be satisfied after their respective sale (Lehtonen, 2011;
Wikström, 2018).
A company inside the paper industry that has worked with innovation as a tool to protect or
increase market share is Svenska Cellulosa Aktiebolag, SCA. One recent example is the work
to develop a lower grade paper quality, containing a high degree of wood fibers, which still will
meet customers expectation on quality and “value for money”. Inside the paper industry, a myth
stating that wood-free products are always preferred by the end users has been stated for many
years. This is something that SCA does not agree with and in their “wood-free challenge”
innovation they want to see if their new paper product can compete with today’s standard woodfree paper products (Wikström, 2018).

1.2

PROBLEM DISCUSSION
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Paper mills need to decide what to do for the future, how they want to continue to deliver
requested products leading to a delivery of customer value. If the development continues like it
does right now, many more mills will have to close according to Lehtonen, (2011). In the future,
people may have to visit a museum to see how paper was made “back in the days” when people
actually used to read the newspaper on paper and not on their tablet. So, the big challenge for
companies in the paper industry is to make a product that is attractive for the readers and also
for printing companies that buys the paper and then sell it to their end-customer.
When deciding a strategy how a company in the paper industry will create customer value there
are many aspects that needs to be considered. Lehtonen, (2011) states that it will only be created
by either lowering the costs or by the company reinvent themselves and the product that the
company produce. Other studies states that the two things can be combined. One thing that
almost everyone seems to agree on is that pricing and innovation is the two most common items
that companies are working on (Stratman, 2001; Wikström, 2018).
In 2012 a study made by the Swedish forest industries federation showed that over the last
decades the number of production facilities in Sweden have almost been reduced by 50%. The
facilities that have survived have instead doubled their capacities and production of paper, but
they are still struggling to deliver customer value (The Swedish Forest Industries Federation,
2011; The Swedish Forest Industries Federation, 2012a; The Swedish Forest Industries
Federation, 2012b).
Pfeffer & Sutton, (1999) have discussed how companies must work to stay relevant and
continue to grow. They have noticed that in order to be successful on a market a company needs
to know what they are doing, they need to reduce the gap between the two aspects of knowing
what to do and actually doing the right things (Pfeffer & Sutton, 1999). Hence, this is not
something that is special for the paper industry but also common for many other industries as
well, and therefore a problem that have been discussed widely by many authors on how
companies can be successful if they reduce their gap between knowing and doing (Knight,
Cowling, Rouget, Balmford, Lombard & Campbell, 2008).
Based on this background and discussion, the following research objective has been set:
To examine the importance of end customer value in paper industry for developing market
shares in the digital era.
To fulfill the research objective, two research questions have been defined:
Research Question 1:
Which factor(s) are most important concerning customer value in the paper industry from
customers perspective?
Research Question 2:
How does the paper industry work with customer value in the digital era?

3

2. LITERATURE REVIEW
This chapter is intended to give a deeper insight into subjects introduced in the previous chapter as well as to
presents different theories that are used to conduct this study. First, customer value will be discussed and how it
can be used as a marketing tool. Thereafter, theories about the relationship between customer value and keypoints like price and quality will follow. Some of these theories will later be applied to create a better
understanding for how customer value can be created in the paper industry. Finally, a framework for this
investigation will be presented.

2.1 PAPER INDUSTRY
A change in the paradigm for the paper industry has forced many companies to change their
view on customer value. Earlier, the companies in the paper industry tried to make superior
customer value by product development but as the paradigm, the companies are now focusing
on creating customer value by lowering the price on their products (Lehtonen, 2011). Lehtonen,
(2011) also states that customer value in the paper industry does either come from creating and
improving the benefits the product gives or by lowering the price. In today’s market, many pulp
mills are bleeding economically and are forced to increase their prices in an attempt to make a
(bigger) profit which affects the customer view of the company (Lehtonen 2011).
Hayhurst (2002) states that many successful companies, especially forest and paper companies,
work by bringing the voice of the customer into the organization and that they do so to be able
to make a better profit and to create a better understanding what customer value is for their
customers.
Many companies in the pulp and paper industry are focusing hard on sustainability, reducing
their impact and trying to be more conscious on how their business affects the world and, in
that way, create customer value (Lehtonen, 2011). One example of this is SCA, they state that
their strategy is based on a sustainable business model where value creation for people and
nature is a prerequisite for growth and profitability (www.sca.com). Their sustainability work
will create value for their customers and at the same time contribute to a better future for
generations to come. Examples are contributions to reduced climate change through the
products they offer, from their own processes and through a responsible forestry. Also, being a
reliable and responsible company with a value-based culture that is shown in the way they meet
people, do business and operate throughout their value chain is a vital part.

2.2 THE IMPORTANCE OF CUSTOMER VALUE IN MARKETING
In the 1990:ies, the term customer value started to emerge as a subject of growing interest to
business and marketing from both an academic point of view and a practical point of view. In
recent years, a growing interest in value-based strategies has taken place, triggered by the belief
that an organization can be successful if they work with customer value in a correct way
(Slywotzky, 1996). Further, customer value has been as an important source to gain competitive
advantage for companies (Mizik & Jacobson, 2003; Spiteri & Dion, 2004; Woodruff, 1997).
Holbrook (1994, 1999) discuss that customer value is so important in marketing that it should
be recognized as the most fundamental basis in almost every marketing strategy. Others say
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that customer value can be seen as a critical and strategical weapon when attracting and
retaining customers (Lee & Overby, 2004; Wang, Lo, Chi & Yang, 2004).
Some studies state that marketers and well-educated economists underline that if a company
can create superior customer value it will have a positive effect on the company’s business
(Higgins, 1998; Kordupleski & Laitamaki, 1997; Milgrom & Roberts, 1995; Porter, 1996;
Woodruff, 1997; Wyner, 1996; Smith & Colgate, 2007; Huber et al., (2001). It can be stated
that a superior value of products and/or services delivered to the customers will create customer
loyalty and make the customers happier (Reichheld et al., 2000; Heskett et al., 1997, and
Reichheld, 1994).
Even though it exists a strong interest for customer value it has not been clearly defined and
Khalifa, (2004) says that the concept has become one of the most overused and misunderstood
concepts in both social sciences and management literature. It is also important to notice the
difference, when discussing, between the terms value and values. To distinguish them
Holbrook, (1994, 1999) states that value is the evaluative judgement of the outcome and values
is about the standards, rules, criteria and/or ideals.
As previously stated, a clear definition of customer value doesn’t exist. Table 2, shows how
people that has done research in this specific subject before has defined the concept of customer
value.
Table 2: A selection of definitions of the concept of customer value.

Lichtenstein, Netemeyer and
Burton (1990, p. 54)
Dodds et al. (1991, p. 308)
Gale (1994, p. xiv)
Fornell, Johnson, Anderson,
Cha & Bryant (1996, p. 9)
Sirohi, McLaughlin &
Wittink (1998, p. 228)
Oliver (1999, p. 45)
Walter, Ritter & Gemünden
(2001, p. 366)

Van der Haar et al. (2001, p.
628)
Chen and Dubinsky (2003, p.
326)

“We can define value as the ratio of quality to price”
“The cognitive tradeoff between perceptions of quality and
sacrifice results in perceptions of value”
“Customer value is market-perceived quality adjusted for
the relative price of your product”
“Perceived value is “the perceived level of product quality
relative to the price paid”
“We define value as ‘what you get for what you pay’”
“Value is a positive function of what is received and a
negative function of what is sacrificed”
“We understand value as the perceived trade-off between
multiple benefits and sacrifices gained through a customer
relationship by key decision makers in the supplier’s
organization”
“The customer value concept assesses the value a product
offers to a customer, taking all its tangible and intangible
features into account”
Perceived customer value is “a consumer’s perception of
the net benefits gained in exchange for the costs incurred in
obtaining the desired benefits”
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When discussing customer value, management literature states that customer value can be
differentiated into three different categories: shareholder value, marketer’s advance customer
value and stakeholder value (Reichheld, 1994). However, customer value is the source of all
the other values according to a number of studies (Treacy & Wiersema, 1995; Hammer, 1996;
Heskett et al., 1994; Lemon et al., 2001; Sánchez-Fernández & Iniesta-Bonillo, 2006).
Shareholder value is a developed concept in the finance area about increasing power and
influence on a company’s financial market (Payne et. al., 2000; Koller, 1994; Wenner & LeBer,
1989; Stewart, 1991; Slater & Olsen, 1996; Bannister & Jesuthasan, 1997; Dobbs & Coller,
1998). Rappaport (1987), states that the motive behind using the shareholder approach when
selecting strategies for business is often based on the belief that the strategies that can create
superior shareholder value will also create the best and most sustainable competitive advantage.
Stakeholder value based on the belief that a company has social responsibilities that go beyond
shareholder value creation by including other stakeholders, e.g. employees and customers
(Barsky, et al., 1999). Barsky, et al., (1999) do also state that they believe that stakeholders
should have bigger impact and be able to participate more when a company is deciding on the
future for the company. Norman & Ramirez (1994) discuss that a meaningful purpose for
companies must be to create and deliver the following values: customer value, co-worker value,
social value, and shareholder value.
Haskett et. al., (1997) shows evidence that by creating value for customers, employees and
investors, a superior performance for the company can be created. This is also supported by
Smith & Colgate, (2007). Their findings also show that strong relationships exist between
profit; growth; customer loyalty; customer satisfaction; the value of goods and services
delivered to customers; service quality and productivity; and employee capability, satisfaction,
and loyalty.
As stated before, authors that have focused on defining customer value have had problems with
it due to the subjectivity and ambiguity of value since customer value is a very dynamic concept
that also evolves over time (Jaworski & Kohli, 1993; Naumann, 1995; Wang, Po Lo, Chi and
Yang, 2004). However, there is an agreement in much of the literature that customer value is
determined by the customers and not the suppliers’ perception (Belasco & Stayer, 1993;
Anderson & Narus, 1998; Woodruff & Gardial, 1996; Zeithaml, 1988; Khalifa, 2004). Webster
(1994) states that value should be defined by the customer in the marketplace and not by the
supplier in the factory. From all these different definitions, customer value can be differentiated
into three models: value components models, utilitarian or benefits/costs ratio models, and
means-ends models (Khalifa, 2004).
These three models are incomplete when using them separately and each model emphasize
certain dimensions of the concept of customer value, but they pay little attention to each other.
However, there exists an overlap between the models which can be utilized when building an
integrative configuration of the concept customer value according to Khalifa (2004).
Value components model
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Kaufman (1998) states that value of an element can be classified as either esteem value “want”,
exchange value “worth” or utility value “need”. He continues by saying that almost each
decision that is made when acquiring some goods or services includes one or a combination of
these elements (Kaufman, 1998). The value components model which can be seen in figure 1.
The x-axis measure how execution is performed, and the y-axis measure the customers
satisfaction. Need is the same thing as dissatisfiers, worth is the same thing as satisfiers and
want is the same thing as delighters. Dissatisfiers and need is must-needs, it means that for a
product to even be considered by a customer it needs to have certain characteristics, e.g.
standard components that make the product work. Satisfiers and worth is features that are
expected and explicitly requested from the customers. Want and delighters are characteristics
that the customer does not expect and surprise them in a good way. This model can be used
when discussing which features a new product should contain, e.g. what does the customers
expect when buying a specific product and can they be surprised without paying a lot more for
the product?

Figure 1: The value components model
Source: Kaufman (1998).

Benefits/costs ratio model
Day (1990) argues that customer value is about the difference between the benefits the customer
get from the product and the cost for the product and this is something that Sánchez-Fernández
& Iniesta-Bonillo, (2006) agrees on. Value is often defined in relation to pricing as the
difference between customers perceptions of benefits they receive and sacrifices that they make
(Leszinski & Marn, 1997). Benefits for the customers include tangible and intangible attributes
of the product (Monroe, 1990; Gale, 1994; Wang, Po Lo, Chi & Yang, 2004) and sacrifices is
often described as monetary and non-monetary factors such as time and effort needed to use or
get the product Butz &Goodstein, 1996; Carothers & Adams, 1991; Grönroos, 1997; Kotler,
1996; Naumann, 1995; Treacy & Wiersema, 1995; Zeithaml, 1988; Sánchez-Fernández &
Iniesta-Bonillo, 2006).
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Groth (1994) and Sánchez-Fernández & Iniesta-Bonillo,(2006) argue that consumers purchase
products or services for other than just pure utilitarian reasons. They explain this by doing an
example that people do not assign a value to high quality replications of art work since it is not
a “real” product. Their concept of exclusive value premium, EVP, stresses that premiums above
pure utilitarian value are attributable to psychic needs fulfillment.
Groth (1994) argues that psychic factors which is factors that contribute to an EVP are
“internal” and “external” in nature: Internal, represent factors of importance independent of the
opinions, influences, approval, suggestions of others. Some factors may be perceived, others
real. External, represent factors of importance because of the opinions, influences, approval,
suggestions, interaction, and interpersonal relations of or with others. Factor forces may be real
or perceived. Figure 2 shows how Groth described the benefits/costs model.

Figure 2: Benefits/cost model
Source: Groth (1994).

The benefits/cost model is also often prevalent in strategy literature and Porter, (1985, p. 3)
defines value as “what buyers are willing to pay” and this is something that Khalifia, (2004)
agrees on when discussing value and the benefits/cost model. One that criticize Porters
definition is Parolini due to the fact that Porters definition does only identify value with the
value that the company has managed to obtain to itself, meaning that the net value for the
customer is not a value in itself (Parolini, 1999). Since Parolini did not agree with the previous
research how the benefits/costs model looked like she created her own model which can be seen
in figure 3.

8

Figure 3: Benefits/costs model
Source: Parolini (1999).

Means-ends model
This model is based on the assumption that customer buys and use products that have favorable
ends. This view is often common in customer behavior literature where value is defined as in
the likes of personal values, mental images, or cognitive representations underlying customers’
needs and goals (Rokeach, 1973; Gutman, 1982; Peter & Olson, 1987; Wilkie, 1994; de
Chernatony et al., 2000).
Means are described as the products and ends are the personal values that the customer
considers as the most important ones and the means-ends theory seeks to explain how the
choices an individual does enables the person to achieve the desired end-states. Huber, (2001)
discuss that consumers obtain consequences from the consumption of the product either by
directly using it or by using it at a later stage or from others reaction to the product.
Lanning, (1998) argues that the most important value is the value that the customers experience
and not the value in product. He states it clear that the customers experience from using the
product is the essence of the value proposition. This is something that is also supported by
Khaliffa, (2004).
Woodruff, (1997) discuss the dynamic and context-dependent nature of how customers judge
value, which criteria they use and the relative importance they place on such criteria. This model
of customer value fills a gap in the literature by being able to explain why customers attach
different weights to various benefits in evaluating alternative products. He continues to discuss
that it is important to take negative consequences into account when buying a product, but it is
common that customers fail to pay sufficient attention to the sacrifices they may. Figure 4 shows
how Woodruff worked with customer value in the means-ends model.
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Figure 4: Customer value hierarchy model.
Source: Woodruff (1997)

Consumer perceptions of price, quality, and value are considered pivotal determinants of
shopping behavior and product choice (Bishop 1984; Doyle 1984; Jacoby & Olson 1985,
Sawyer and McConnell 1968; Shapiro 1973; Chattell, 2016). Even though these determinants
are stated to be the most important ones it can be difficult to examine quality and value since
those two are indistinct and elusive constructs and often just described as adjectives like
goodness, luxury, shininess or weight (Crosby 1979; Chattell, 2016). This is something that
also is discussed by Smith & Colgate (2007) in their paper of how customer value can be
created.
2.2.1 RELATIONSHIP BETWEEN VALUE AND PRICE
Value and price can be described as elusive constructs that are frequently confused (Dodds,
Monroe & Grewal 1991; Woodruff & Gardial 1996). Price is often defined as the monetary
value of a product. However, the concept of price is also defined to include aspects as time,
effort and search that define the cost or sacrifice in the consumption experience (SánchezFernández & Iniesta-Bonillo 2006).
The relationship between price and value is something that has been widely studied and several
concepts have been analyzed, such as objective price and perceived price (Dodds et al. 1991;
Hempel & Daniel 1993; Monroe & Krishnan 1985; Zeithaml 1988), reference price (Alford &
Engelland 2000; Chang & Wildt 1994; Grewal, Krishnan, Baker & Borin 1998a; Grewal et al.
1998b; Monroe 1990), expected price (Kwon & Schumann 2001; Li, Monroe & Chan 1994),
odd and even prices (Dodds & Monroe 1985), and price fairness (Martins & Monroe 1994; Oh
& Jeong 2004).
10

Price has been studied in many different ways, but studies done when checking its contribution
to the formation of value creation shows that price can be an indicator of the sacrifices a
customer needs to do and also an indicator of the quality of the product (Chang and Wildt 1994;
Chen & Dubinsky 2003; Dodds et al. 1991; Li et al. 1994; Monroe 1990; Sweeney, Soutar &
Johnson 1999; Teas & Agarwal 2000; Zeithaml 1988). Monroe, (1990) states that in general
customer value is a broader and richer construct than price. And as a consequence of this, does
Sánchez-Fernández & Iniesta-Bonillo, (2006), state that price and value are two different
concepts and price is a component of customer value.
When discussing the combination of value and price it is important for a company how you
want the price of your products to affect the company’s value (McFarlane, 2013). It is through
price customers and producers declare their value proposition, how they perceive the products
and how much people are willing to pay (Weinstein, 2012).
If a company can combine price and value so both the customer and the company are happy it
will be a good deal for both. According to McFarlane, (2013) companies should strive to offer
an effective and efficient combination of price and value which will help the company to deliver
a superior customer value. For companies this combination can look different, some companies
have the mission to offering great prices, a type of value proposition where other companies
have higher prices and trying to have success by delivering high price-high quality and make
value in that way (McFarlane, 2013). However, Weinstein (2012) states that the customer value
that the relationship between price and value gives the customer is a much richer concept and
entails far more than just a fair price – “Superb service, top quality, and a unique image are also
highly valued by target markets” (p. 6).
Wangenheim & Bayon (2007) and Ralston (2003) assert that the perception of price is
significant as it represents an extrinsic cue and offers one of the most important forms of
information available of customers when making a purchasing decision and creating value.
Zeithaml (1988) highlights that sacrifice in terms of price is most relevant to respondents’
perceptions of value. Accordingly, it has been found that a significant negative relationship
exists between perceived price and perceived value (Boksberger & Melsen, 2011; DeSarbo et
al., 2001; Kashyap & Bojanic, 2000) in that a high price erodes purchasing power.
2.2.2 RELATIONSHIP BETWEEN VALUE AND QUALITY
Many authors states that quality and value are two things that are clearly distinctive (Bolton &
Drew 1991; Day & Crask 2000; Dodds & Monroe 1985; Monroe & Krishnan 1985). Even
though many authors state that quality and value are separated, some authors have noticed that
it exists a potential confusion between both terms. One example of this is Zeithaml (1988, p.
2), who affirms that “quality and value are not well differentiated from each other and from
similar constructs such as perceived worth and utility”. Oliver (1999, p. 52) and further state
“the answer to the question of the role of quality in value has not been given”.
As stated earlier in this chapter, the relationship between quality and value is something that
has been studied extensively. Some common characteristics are; evaluative judgments (Ostrom
& Iacobucci 1995; Zeithaml 1988), subjective and personal (Rust & Oliver 1994; Zeithaml
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1988), and situationally dependent (Rust & Oliver 1994). Studies focusing on the differences
between value and quality is described by Zeithaml (1988), who state that they differ in two
ways. Value is more individualistic and personal than quality and therefore a higher-level
concept than quality. Unlike quality, value also involves a tradeoff between give and get
components. A similar discussion has also been done by Band (1991), stating that quality is the
means and the customer value is the end, which also was discussed in the means-ends model
earlier.
There are also many researchers that state that a product with high quality will have a greater
impact on the customer value than a product with low quality (Dodds 1991; Fornell, Johnson,
Anderson, Cha & Bryant 1996; Monroe 1990; Oliver 1999; Parasuraman & Grewal 2000;
Salegna and Goodwin 2005). The correlation between value and quality has also been
extensively discussed. Sánchez-Fernández & Iniesta-Bonillo (2006), states that it is fair to say
that quality has a big impact of the customer value even tough Huang and Tai (2003, p. 41)
conclude that “value is more important than quality, since value is that which is immediately
considered by consumers”.
Today, in the 21st century, it has been become very important to work with product quality and
innovation for both consumers and producers which has led to new ways of value creation and
how needs are satisfied (Weinstein, 2012). McFarlane & Britt, (2007) also state that quality is
critical for companies’ success in today’s more competitive market. Ham (2003) states that
companies delivering high value for their consumers is closely related to profits, cost savings
and market shares.
When new ways of creating value have been created in a more competitive era, companies have
to make sure that they use the available technology as well as new methods and ideas to create
quality that will satisfy an increasingly sophisticated and smarter customer-base in order to
survive in both the marketplace and marketspace characterizing the global economy
(McFarlane, 2013).
A company that is able to create exceptional value under the quality element can make large
profits. This can be done by deciding how the company wants to work with both quality and
value. Does the company want to be more driven than its competitors and be the market leader
or does it want to be a follower? If this is done in the correct way, it can help the companies to
understand what is preferred by the customers and then one day be able to deliver quality and
value above and beyond the customers’ expectations (McFarlane, 2013).
Perceived product quality may be defined as the way in which a customer views a product’s
brand equity and overall superiority compared to the available alternatives (Aaker, 1991; de
Chernatony, 2009; Richardson, 1997). This can be related to the customer’s attitude towards
the overall brand experience and value as opposed to just a product’s particular characteristics
(Zeithaml, 1988).
According to Agarwal and Teas (2004), customers will take product performance in to
consideration, as well as the degree to which the product conforms to manufacturing standards
and product-specifics when judging product quality and which value the product create for the
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buyer. The relationship between perceived product quality and perceived value are widely
discussed by authors like (Dodds et al., 1991; Khalifa, 2004; Rangaswamy et al., 1993;).
The inclusion of perceived product quality in the modeling of perceived product value, and
ultimately willingness-to-buy, can be justified by sources who claim that product quality is a
significant determinant of private label brand purchases and their success (Garretson et al., 2002
and Grewal et al., 1998). Cronin et al. (2000) and Snoj et al. (2004) also suggests that the
positive relationship between quality and value of a product can increase a customer’s
willingness-to-buy if the customer experience a high quality of the product the value of the
product will increase.

2.3 CUSTOMER VALUE IN DIGITAL ERA
2.3.1 DIGITAL ERA
The digital era is mainly driven by the fast development of digital technologies. The ubiquity
of digitization leads to transformations of product and service categories (Yoo et al., 2010a;
Barret et al., 2012). With digitization comes the transformation of social technical systems that
were mediated by non-technical artefacts into systems that are mediated by digitized artefacts
(Yoo et al., 2010b). Innovation projects that create these types of social technical systems are
called digital innovation (Yoo et al., 2010b).
The digital era has changed the working processes of the designer radically as a result of the
mash-up of different media across product architectural boundaries (Kleinsmann & Snelders,
2015; Yoo et al., 2010b). Examples of such ‘mash-ups’ are the Internet of things, Web2.0 sites
such as Facebook and three-dimensional printing applications (Kleinsmann & Snelders, 2015).
This era can be described by three different characteristics; digital materiality, convergence and
generativity.
Digital materiality refers to the embeddedness of digital capabilities into physical artefacts and
vice versa, resulting in a dynamic interface between physical and digital materiality (Barrett et
al., 2012; Leonardi, 2010; Yoo et al., 2010b).
The second characteristic is convergence. Due to their complexity, digital innovations have a
layered modular architecture consisting of four layers – i.e. the device layer (e.g. iPhone), the
network layer (e.g. apps), the service layer (e.g. a bank service) and the content layer (e.g. the
amount of money) – requiring multiple capabilities to develop (Yoo et al., 2010a). Digital
innovation is therefore organized within dynamic, messy and ambiguous ecosystems of
companies, users and other stakeholders (Boland, Lyytinen, & Yoo, 2007; Kallinikos,
Aaltonen, & Marton, 2013).
The third characteristic of digital innovation is generativity. This term refers to the
(re)programmability of the digital artefacts, which makes it possible to separate the semiotic
functional logic from the physical artefact that executes these functions (Faulkner & Runde,
2009; Kallinikos et al., 2013; Yoo et al., 2010a). Both designers and users can reprogram the
system’s functionality.
2.3.2 EFFECT ON PAPER INDUSTRY
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Since the creation of the World Wide Web in 1989 the future of the paper industry has been
divided into two opinions; either the paper industry will collapse or making profits. Voss,
(2015) writes that it is nothing in between and it has been widely discussed by authors,
photographers and by the paper industry itself how long it will take before they need to
reconsider their value creation (Voss, 2015). Inside the paper industry, all were agreeing that it
would be tough when the digitalization would happen, and many people thought that it could
be so bad that the whole industry would have to be shut-down. However, it can be shown that
companies in the paper industry as well as other companies that come from a concept that was
far away from working in a digital way could gain a lot of advantages if they work with
digitalization in the right way. For example, they can gain a lot of response when making
surveys how people uses their product and what they think is important when reading a
newspaper or a magazine (Becker 2016).
In a time where customers are very demanding and only focusing on purchasing products that
they know will have a quality that they are satisfied with, it is important for a company to be
able to deliver the requested product with high quality. This means that the price is no longer
the deciding factor when buying a product even though it still has a big impact on a human
when it buys something (Tabaku & Kushi, 2013).
Becker (2016), states that companies that see the digital transformation as an opportunity are
poised to capture additional market share in new business sectors. Companies that are
responsive to customer needs will offer new services and new products, which will lead to new
revenue streams that will make up for marginal growth in traditional markets.
Berg & Lingqvist, (2017) states that the year 2015 saw worldwide demand for graphic paper
decline for the first time ever, and the fall in demand for these products in Europe and North
America over the past five years has been more pronounced than even the most pessimistic
forecasts. The paper and forest-products industry as a whole is growing, albeit at a slower pace than
before, as other products are filling the gap. A broad search for new applications and uses for wood
and its components is taking place in numerous labs and development centers. The paper and forestproducts industry are not disappearing, but it is changing, morphing, and developing. Berg &
Lingqvist, (2017) also argue that the industry is going through the most substantial transformation
it has seen in many decades and if the companies doing their research in the perfect way they can
create superior customer value.

2.4 THEORETICAL FRAMEWORK
In the preceding literature paragraphs, important subjects regarding traditional customer value,
especially quality and price. Moreover it has been presented and discussed together with how
the perception of customer value has been changed when digital era has occurred.
The framework in figure 5 has been adapted from Sweeney et al. (1999). The model will help
to answer the questions how the paper industry work with customer value, if the perceived
customer value of a product is a combination of perceived quality and perceived price.
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Based on the this, further analysis will be made by utilizing methods presented in next chapter
– Methodology.

Willingness-tobuy

Perceived
product value

Figure 5: Framework adapted from Sweeney et al. 1999
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3. METHODOLOGY
In this section different research methods will be presented in terms of philosophy, approaches and
strategies. The different methods will be compared to each other and then the choice of method for this
study will be presented, along with a motivation to why this particular method is chosen to answer the
research questions. This section also includes a discussion of how research quality can be assured in
terms of validity and reliability.
Table 3: Overview of methodology

Research Purpose

Exploratory & Descriptive

Research Approach

Deductive & Qualitative

Research Strategy

Case Study & Surveys

Sampling

Probability

Method for Data collection

Interviews & Questionnaire

Method of Analysis

Within-Case Analysis & Case-Cross Analysis

3.1 PURPOSE OF THE RESEARCH
All research has a motive or purpose that it strives to fulfill. Saunders, Lewis & Thornhill (2009)
explains that the purpose of a research usually is classified in three ways, exploratory,
descriptive and explanatory. These three different ways can be combined or only one of them
can be used when conducting a research. Robson (2002) states that it is common for a research
to change over time and therefore a research project often has more than one purpose
An exploratory study has as a purpose to find out what is happening, to seek new insights or to
ask questions and assess phenomena in a new light (Saunders et al., 2009). This is particularly
useful when clarifying the understanding of a problem, and when the nature of a problem is
uncertain.
Accroding to Saunders et al. (2009) there are three main ways of conducting an exploratory
research:
1. A search of the literature
2. Interviewing experts in the subject
3. Conducting focus group interviews
The objective of a descriptive research is to portray an accurate profile of persons, events or
situations (Robson, 2002). The descriptive study may at times be an extension of, a forerunner
to or a piece of one of the other studies; exploratory and explanatory (Saunders et al., 2009).
This is because it is necessary to have a clear picture of your research objective before
proceeding to collect data.
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An explanatory study has as objective to establish causal relationships between variables. The
focus is on studying a situation or a problem, in order to explain the relationships between
variables. For instance, data can be transferred to statistical tests in order to search for
correlation, and thus give a clearer idea of the relationship (Saunders et al., 2009).
Since this research will focus on new insights on how companies in the paper industry can gain
market shares by working with innovation when creating customer value, an exploratory
approach will be used. This approach will be combined with a descriptive study.

3.2 RESEARCH APPROACH
A research project usually involves the use of theory. When conducting a research project, there
are different types of approaches to use in terms of these theories (Saunders et al., 2009). A
research proposal can be developed through deductive or inductive reasoning. Furthermore, the
data collected can be categorized as qualitative or quantitative.
A deductive approach implies that with the use of existing theories, a hypothesis is developed
and then tested on real life data. This approach differs from the inductive approach, where data
first is collected and on the basis of that information a theory is developed which could be
applied. These two approaches can be connected to research philosophies, since they are more
common within specific philosophies (Saunders et al., 2009).
Quantitative data are often numbers and qualitative data words. Quantitative data are generally
more objective, easier to interpret and more precise than the alternative; since data present itself
in terms of numbers. The different approaches can be combined if it would benefit the research
(Saunders et al., 2009).
For this research a deductive approach will be applied as the data collected will help to create
a theory that can be implemented. A hypothesis will also be developed and then tested on real
life data which makes the deductive approach a good choice. The approach of this research will
be to work with a quantitative data collection as it will be based on responses that can describe
characteristics inside the paper industry and its customer base (Saunders et al., 2009).

3.3 RESEARCH STRATEGY
The research strategy is a way to determine how the approach to reach the primary and
secondary data will be defined. There are several different strategies to do this. How to choose
one will be dependent of the existing knowledge, the amount of time and other resources that
is available (Saunders et al., 2009). Common research strategies can be categorized as archival,
case study or surveys.
Archival research is to make use of records and documents in order to analyze “old” data.
Though it says archival, recent data can also be used. Since this is mainly secondary data that
is being re-used, relevant information for the research purpose can be hard to come by. This
strategy suits exploratory, descriptive or explanatory research methods (Saunders et al., 2009).
Case study is described as an investigation of a phenomenon in its real-life environment. Usage
of case study research can help the research with “why?” and “how?” questions and is because
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of that mostly used in explanatory and exploratory research. A common way of making sure
that the data collected is of relevance is to use a method called triangulation (Saunders et al.,
2009).
To utilize surveys in collecting primary data is a popular strategy in management research, since
it answers “who”, “what”, “where”, “how much” and “how many” questions. This is therefore
a method commonly used for descriptive research (Saunders et al., 2009).
By the use of a survey research the interviewee has the majority of the control over the process.
Though, having control still means that work needs to be done to ensure a good survey e.g.,
representative, designing and piloted so the response rate and quality is good (Saunders et al.,
2009). This is required in order for the data to be analyzable and usable.
This research has the purpose to answer how companies inside the paper industry works with
innovation to create customer value and why they work as they do. Therefore, a case study is
the most fitting research strategy since it is most suitable for a research that needs to reduce the
gap between two areas.
The case study will be combined with a survey strategy which will examine how end-users
perceive important factors as quality and price. By conducting a market study where the endusers compare two different paper qualities and answers questions which paper they think has
the highest price and highest quality.

3.4 DATA COLLECTION
Data for a research can be collected in many different ways. Primary data and/or secondary data
can be used to answer the research questions. The following sections will present different
methods for data collection and the methods that will be used in this research.
3.4.1 PRIMARY DATA
Primary data is collected as a firsthand experience data. The one who collects the data is close
to the project and is doing the study under a long time to get the best result. Collecting primary
data can be done in many different ways and some examples of this is getting information by
observations, interviews and questionnaires (Saunders et al., (2009).
This research will focus on collecting data from interviews and questionnaires to answer the
research questions.
Interviews is about two or more persons talking and discussing a given subject. An interview
can be hold in many different ways, it can be two persons interacting over a given subject, it
can be a group interview, or it can be non-face-to-face interview. It often is one interviewer and
a responder who are interacting over some specified rules and guidelines. Information that is
provided from interviews can be knowledge, attitudes, experience or someone’s opinions. All
these different things or feelings will help the interviewer succeed in his research (Saunders et
al., 2009).
Questionnaires are good to use when the researchers want to come in touch with a large amount
of people and collect much data at the same time. The questionnaires can be either self18

administered or interview administered. It is very important that the questions are written in the
right way so there can be no misunderstandings for the ones who answer the questions
(Saunders et al., 2009).
To collect data for this research, interviews were performed with both printing companies and
a paper producer to see how they work with value creation and which values they think are the
most important for crating customer value. They were also asked how they thought the digital
era will affect the paper industry. For this study semi-structured interview have been used.
Semi-structured interviews are commonly referred to as qualitative research interviews. With
semi-structured interviews, there is a higher degree of freedom for how the questions are
presented than in structured interviews (Saunders et al., 2009).
A questionnaire survey was also performed to see how end-users perceived different types of
paper. In total, 303 respondents were interviewed to assure the statistical significance of the
selected population. The interviews were made in Sundsvall, Luleå, Stockholm as well as in
Hamburg, Germany. To see how paper producers, work with innovation and if they can create
value in new ways for the end-users one more questionnaire was performed.
When doing interviews with the printing companies they were asked questions like how they
decide which paper producer they buy from, how they work with customer value and how they
think the digital era will affect the paper industry. SCA as a paper provider and producer got
asked questions on how they perceive customer value, how they create value for their customers
and how they think paper industry will be in future when more things have been digitalized.
For the interviews two separate interview guides were used. One for how printing companies
work with value creation and their thoughts on the digital era. The other interview guide was
focusing on how paper producers work with value creation and how they think that the digital
era will affect the paper industry. The interviews with the paper producers and the printing
companies were performed with a short introduction over the phone to the subject and then the
respondent answered the questions by email. These interview guides can be found in appendix
A.

3.5 SAMPLING
When selecting a representative group for the research, a sub-group, or a case, can be chosen
to represent the opinions of a larger group. The full set of cases from which a sample is taken,
is called the population. Occasionally in a research study there may be an opportunity to collect
and analyze data from every case member; a state which is called census (Saunders et al., 2009).
If the population is of manageable size, this will be possible for some research questions.
However, for many research questions and objectives, it would be impossible to either collect
or to analyze all the data available due to limitations of time, money and access (Saunders et
al., 2009).
These limitations create a need for sampling. When considering only data from a sub-group,
rather than all possible cases or elements of a population, sampling techniques provide methods
that reduces the amount of data needed to be collected. When collecting data from a sub-group,
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that sample represents the entire population. According to Saunders et al. (2009) sampling
provides a valid alternative to census when:
•
•
•
•

it would be impracticable to survey the entire population
budget constraints prevent from surveying the entire population
time constraints prevent from surveying the entire population
all the data is collected, but results are needed quickly

When it would be impracticable to collect data from the entire population, a sample should be
selected. This is equally important regardless if the data is collected through interviews,
questionnaires, observation or some other data collection technique (Saunders et al., 2009). The
sampling techniques that are available can be divided into two groups:
•
•

Probability or Representative sampling
Non-probability or Judgmental sampling

Probability sampling implies that the probability of each case being selected from within the
population is known; and usually equal for all cases. This means that it is possible to answer
research questions and to achieve objectives that require estimate statistically the characteristics
of the population from the sample. This technique is associated with survey-based research
strategies, where you need to make inferences from your sample about a population to answer
your research question.
Non-probability sampling implies that the probability of each case being selected from the
population is not known. When doing a non-probability sampling you will still be able
to generalize but not on statistical grounds (Saunders et al., 2009).
A sampling frame for a probability sample, is a complete list of all the cases in the population
from which the sample will be drawn. It is important to ensure that the sampling frame is
complete, accurate and up to date. An incomplete or inaccurate list would mean that some cases
have been excluded. Consequently, the sample may not be representative of the population and
the research may be criticized for this reason (Saunders et al., 2009). A suitable sample size
should also be considered. The generalizations about populations from data, collected with a
probability sample, are based on statistical probability. The larger sample size, the lower the
likely error in generalizing of the population. This is to be considered with the interviews and
questionnaires in order to answer the research questions in this research.
For this research probability sampling has been chosen because of that it will be possible to
answer the research questions with statistical characteristics.
In the market survey, a high number of respondents participated, and interviews took place in
four different locations where a mix of people was expected to be present. The sample size for
the research was decided to be minimum 250 respondents from different age groups and gender.
The paper company, SCA, as well as the two printing companies are viewed as representatives
for the entire paper industry and printing industry, respectively.
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3.6 DATA ANALYSIS
When analyzing data of qualitative character one of the most preferred strategies is to rely on
the theoretical proposition (Yin, 2009). When analyzing case studies, one can say that there
exists four different ways, explanation building, time-series analysis, logic models and crosscase synthesis (Runeson, Höst, Rainer & Regnell, 2012). According to Yin (2009) a fifth way
exists and that is finding patterns that match. When doing more than one case Runeson et al.,
(2012) states that the cross-case synthesis is most used, and this is something that Yin, (2009)
agrees on and concludes that when analyzing two or more cases a cross-case analyze has the
biggest benefits.
For this thesis a within-case analysis has been followed by a cross-case analysis. This has been
made to achieve all objectives of this thesis. With the within-case analysis, an understanding of
a potential gap has been explored. Furthermore, the cross-case analysis has been used to identify
similarities and differences within the answers between the cases with the use of pattern
matching. The conclusions from the cross-case analysis have later been used to generalize and
explore influencing key factors.

3.7 RESEARCH CREDIBILITY
According to Saunders et al. (2009), there are two aspects that need to be considered in order
to assure research quality; the reliability and validity of the collected information. Reliability
refers to the precision of the measurement or research study, and validity is about whether the
study measured what the researcher planned to, or not.
3.7.1 RELIABILITY
Golafshani, (2003) states that reliability is defined as the extent to which results are consistent
over time, and if the results of a study can be reproduced under a similar methodology, it is
considered to be reliable. To ensure reliability in qualitative research, examination of
trustworthiness is crucial.
Reliability in a research, refers to the extent to which your data collection techniques or analysis
procedures will yield consistent findings (Saunders et al., 2009). Easterby-Smith, Thorpe &
Jackson (2008), states that this can be assessed with three questions:
1. Will the measures yield the same results on other occasions?
2. Will similar observations be reached by other observers?
3. Is there transparency in how sense was made from the raw data?
If all these questions can and will be answered with yes, it can be said that the reliability has
been reached. Saunders et al., 2009 do also discuss four threats to reliability when doing a
research. These threats are participant error, participant bias, researcher error and researcher
bias. Participant error can be described as any factor which adversely alters the way in which a
participant performs, the answers can differ if a participant is asked just before his or her
lunchbreak or after his or her lunchbreak. Participant bias can be described as any factor which
induces a false response. An example can be when conducting an interview in an open space
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may lead to participants to provide falsely positive answers where they fear they are being
overheard, rather than retaining their anonymity.
The third threat is researcher bias and can be described as any factor which alters the
researcher’s interpretation. An example can be a researcher may be tired or not sufficiently
prepared and misunderstand some of the subtler meanings of his or her interview. The last threat
is researcher bias and is about any factor which induces bias in the researchers’ recording of
responses and can be described as that a researcher may allow his or her own subjectivity view
or disposition get in the way of fairly recording and interpreting participants’ responses.
(Saunders et al., 2009).
These threats imply that a research need to be methodologically rigorous in the way the
researcher devise and carry out the specific research to seek to avoid threatening the reliability
of the findings and conclusions (Saunders et al., 2015). Therefore, it is important for a
researcher to be fully transparent when working with research so others can judge for
themselves and replicate the study if they wish to do so. And it is also important to remember
that reliability is a key characteristics of research quality, i.e., the reliability will affect how
high the quality is of the specific research (Saunders et al., 2015).
To be able to have a high reliability on the research a large number of respondents were asked
to strengthen the result of the market study. Regarding the interviews with the printing
companies and SCA a contact was first initiated with the person that work with value creation,
so the purpose could be presented, and thereafter an email was sent with the questions. The
interviews were conducted in Swedish and then translated in to English. After receiving a
response, a follow-up was made.
3.7.2 VALIDITY
Validity in research is concerned with whether the findings are about what they appear to be
about (Saunders et al., 2009). Validity of a research discusses how well a study reflects the
specific aspect that the researches aims to measure.
When discussing validity, it is important to notice the difference between the internal validity
and the external validity. The internal validity is about how the given methods have created a
trustworthy study and the external validity can be described as if the questions can be
generalized to others or does it only belong to the specific and given research (Yin, 2009).
Other criteria’s that are important to take into consideration when working with validity and
they are construct validity, content validity and criterion-related validity (Saunders et al., 2015).
Content validity refers to whether the intended questions measures what they are supposed to
measure (Saunders et al., 2015).
Construct validity is related to whether the scale measures the intended idea. The theory behind
a scale is of importance for the construct validity and can be helpful to assess whether the scale
measures what it is intended to. (Saunders et al., 2009). Construct validity can be further
described through convergent validity and discriminant validity (Hair et al., 2007). The first of
which tell whether there are positive correlations with other measures of the same construct.
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The second, discriminant validity refers to the extent of the construct to not correlate with other
measures that are different from it. Simply put, convergent validity assesses whether there are
any correlations between two constructs that should be theoretically related. Discriminant
validity tests the opposite, - whether constructs supposed to be unrelated are in fact unrelated.
(Saunders et al., 2009).
Criterion related validity refers to the ability of measures (questions) to make accurate
indications, meaning that the measures can be used to express expectations in relation to other
variables. Criterion-related validity is assessed through statistical analyses such as correlation
and requires that the obtained data that can be assessed through statistical analyses (Saunders
et al., 2009).
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4. RESULTS
This chapter will guide the reader through the analysis. It will also inform the reader on how the data was collected
and which findings that has been found from a market survey regarding end-users comparison of two different
paper qualities. Based on interviews, results from interviews with companies inside the paper industry create value
and think about the digital era will be found here.

In order to analyze how companies and persons that works with or inside the paper industry see
customer value and how the digital era can affect the paper industry interviews were held with
SCA and two printing companies in Sweden. A market research was also performed with over
300 respondents to see how they perceived a paper of high quality against a paper of “lower”
quality.

4.1 RESEARCH QUESTION 1
Which factor(s) are most important concerning customer value in the paper industry from the
customer perspective?
The first research question has two perspectives, one from the customer point of view and one
from a management point of view which will be analyzed and discussed in the first two
subsections. Finally, a summary of the two views with similarities and dissimilarities will be
discussed.
CUSTOMER PERSPECTIVE
To investigate how end-users, the customers, perceive customer value a market research in the
form of a survey was conducted. Respondents compared two paper qualities; a new paper
quality, with a higher degree of wood fibers, from SCA and a wood free uncoated, WFU, paper
from a competitor.
The two papers were printed in the same printing machine by heatset web offset, HSWO,
technique. Two adverts were selected for the survey. Sample set I was picturing a girl eating an
apple and sample set II was picturing a living room. The adverts were cut out and mounted on
cardboard in order to facilitate the handling of the sample sets during the examination by the
respondents.
The survey was performed with structured face-to-face interviews following a questionnaire
where the researcher also took notes. The questionnaire can be found in appendix XYZ. No
information of the specifics of the papers was given to the respondents to not influence their
answers. The random selection of respondents was made at airports, train stations, shopping
malls and outdoor. The questionnaire was made with both open and closed questions, so the
risk for misunderstandings could be minimized. It was elaborated from recommended
marketing guidelines combined with valid questions for evaluating paper (Engström, 2013;
Edström, 2012; Lindberg, 2004 and Hamilton, 1989).
The population of the respondents was 60% men and 40% women with an age distribution as
described in Figure 4.1 below.
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Figure 1: Age of the respondents

In the paper industry, there has been an old truth – a myth? – that wood fiber free, whiter paper
always are preferred by end users compared to slightly darker, granular paper containing wood
fibers. If this would be true, the outcome of the survey would show that the respondents would
perceive the competitors WFU paper as having higher quality and price than the new product
from SCA.
Results from the survey
In the questionnaire, question 4 – Which sample do you think has the highest quality,
corresponds to perceived quality. The response for the full population can be found in Figure
2. 160 respondents state that the new wood fiber containing paper from SCA had the highest
quality of the two papers, while 106 responded that the whiter WFU paper had the highest
quality. 37 of the respondents could not perceive any difference between the two papers.
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Figure 2: Summary of all responses regarding which paper has perceived highest quality
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The different locations where interviews took place had different light and ambient conditions.
This had no significant influence of the overall result as a majority of the respondents in all
locations answered that the SCA paper had the perceived highest quality. In appendix A, figures
displaying respondents answers for all locations can be found.
In the questionnaire, question 5 – Which paper sample do you think has the highest price,
corresponds to perceived price. The response for the full population can be found in Figure 3.
160 of the respondents answered that the SCA paper had a higher price, while 109 responded
that the WFU paper had the highest price. 34 of the respondents thought that the two papers had
about the same price.
Here, almost the same pattern could be seen as in the responses regarding perceived quality.
This finding is to be expected as most people relate higher quality to a more expensive product.
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Figure 3: Summary of all responses regarding which paper has perceived highest price?

However, when analyzing the responses as a function of the respondent’s ages it can be found
that this may not always be true. In the following figures 4 and 5, the summary of the responses
regarding perceived quality and perceived price, sorted by the defined age groups, can be found.
The two age groups of <20 and 60< were discarded due to too low number of respondents.
Overall, the same trend can be seen that the paper from SCA is perceived as having a higher
quality and also perceived as having a higher price. When looking on the age group 21-30, the
results are very close for the SCA and the WFU papers. For the perceived quality, the SCA
paper is lightly preferred while it is the other way around for the perceived price. The difference
is barely significant, and the comments gathered in the survey do not give enough information
to fully understand the reasons to this finding for the 21-30 age group. A speculation could be
that the respondents in this group have grown up in the digital era and have during their youth
and early adult time used computers, phones and IPADs for information gathering and only to
a lesser extent read books, magazines and newspapers the old traditional way.
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Figure 4: How the different age groups perceived the quality of the two papers.
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Figure 5: How the different age groups perceived the price of the two papers.

In the survey, the first question asked after the respondents had looked on the two different
papers was which paper they preferred. This question can be viewed as reflecting which paper
have the highest perceived customer value to the respondent. Looking into figure 6 below, the
trend from the results of the previously presented figures can be found also here. 160 of the
respondents preferred the paper quality from SCA, 109 respondents preferred the competitors
paper and 34 people did not prefer one paper over the other.
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Figure 6: Which paper do you prefer as a customer?

To further analyze the data collected from the interviews, the comments from the respondents
were sorted into different quality and price categories.
In the category “Better print quality” comments connected to the printing, such as better colors,
contrast, color reproduction etc. were compiled. Comments regarding better optical properties
were sorted into the “Brightness” category. How the respondents perceived the paper in aspects
of thickness were sorted into the category “Thicker” where thickness was a positive comment.
If the respondent answered that one of the paper was thin and flappy it was added as a negative
comment. The last category was “Opacity” and in that category all the answers regarding the
two samples transparency were collected. How the respondents answered on the question can
be seen in figure 7.
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Figure 7: Comments about quality divided into different categories
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Better print quality

These results can also be interpreted by using vocabulary from the value components model by
Kaufman, see chapter 2. By utilizing the information based on how the respondent answered
the question, and on the comments, they left when they stated which paper they preferred and
which paper they thought had the highest price and the highest quality. In the following
discussion, the terms (or versions of) “satifiers”, “dissatisfiers” and “delighters” will be used to
analyze why made the respondents choose one paper over the other.
Some responses were more common than others on why the new paper from SCA with lower
quality was perceived to have higher quality compared to the other paper. The most common
answers from the respondents were that the paper from SCA felt thicker and did not have a big
print and light through as the WFU paper, i.e. the respondents did not see anything of the
printing from the opposite side. The high amount of comments regarding the WFU paper were
that it had a big print through and the paper felt thin and flappy. The categories “Thickness”
and “Opacity” can then be viewed as Satisfiers/Dissatisfiers in the value components model.
As the graph in figure 6 has shown it, was not all of the respondents that preferred the paper
from SCA. Some of the respondents were more satisfied with the paper from the competitor
and more dissatisfied with the paper from SCA. The respondents that were more satisfied with
the paper from the competitor stated that the brightness of the paper was better and the paper
from SCA had a greyer color which did the paper to look old and “reused”.
Summarizing, most important to the end-users was not the color on the paper, if it is white or
grey, instead whether the paper showed any print or light through – the level of opacity.
The categories “Brightness”, “Thickness” and “Opacity” can also be summarized as “Paper
quality”. A fourth category of comments was sorted into “Print quality”, such as better colors,
contrast, color reproduction etc.. The comparison between how respondents has answered
regarding perceived “Paper quality” and “Print quality” can be seen in Figure 8. Also, this data
shows a preference for the new paper quality from SCA.
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Figure 8: Comments about which paper that has the highest price
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Companies inside the paper industry – Management perspective
There has also been interviews and visits to companies inside the paper industry, in this case
printing companies and a paper producer. They have been asked questions on how they work
with customer value and which factor(s) they take into consideration when deciding paper for
their products and sellers. In Appendix B and C, the respective questionnaires can be found. In
this section the questions relating to RQ 1 are discussed.
The printing companies will be discussed one by one and then it will be discussed in the end to
see if there exists any difference between them or if see work and identify customer value in
the same way. The answers from the printing companies will also be compared how paper
producers work and identify customer value. The printing companies will hereafter be called
company A and B. The persons that has been contacted to participate in this study are buyers
for their respective printing companies. This means that they have contact with the paper
producer as well as the customer that have a product to be printed.
Printing company A
Question 1 - When deciding which paper that is needed for a print, what is the most important
factor/s?
First, their customer may have a preference on which paper they think will suite their product
best. This is later discussed together with the seller from the printing company to see which
area this product will be in and if there is any other paper that they know will suite the product
better. Other things that are discussed between the printing company and their customer is the
quality, price, lead-times and which environmental impact they have on the world.
Question 2 - When deciding which paper producer that will deliver the paper, what is the most
important factor(s)?
The second question that was asked to the printing companies was which factor(s) that was the
most important ones when they decide from which paper producer they will buy the paper from.
Company A answered that from their point of view expected delivery time and quality was the
most important factors when they make a decision regarding which paper producer they want
to buy paper from.
Question 3 - How do printing companies add value to their customer?
The third question was on how they work with customer value and how they add value to their
customers. On this question company A answered that they try to have expertise about paper,
so they can have the knowledge to be able to answer all kind of questions from their customers.
They do also work hard with quality and price, environmental questions and to shorten their
lead-times so their customers can have the best experience possible.
Printing company B
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Question 1 - When deciding which paper that is needed for a print, what is the most important
factor/s?
From the first questions regarding on which factors that they see as the most important ones
when deciding which paper that is needed for a print they answered that whishes from the
customers together with price and quality and environmental impact was the most important
factors.
Question 2 - When deciding which paper producer that will deliver the paper, what is the most
important factor(s)?
The second question which was about which factor(s) that are the most important ones when
deciding from which paper producer they will buy the paper from they answered that the paper
must meet requirements from both the printing company and their customer. Price together with
partnership and quality was factors that printing company B also take into consideration when
they take the decision from which paper producer they will buy from.
Question 3 - How do printing companies add value to their customer?
Regarding the third question how printing companies see and work with customer value
printing company B answered that they work with knowledge, optimize the print for their
customers and they also tries to find “shortcuts” meaning that they look on how they can create
a better value for their customers for a lower cost.
SCA
Question 1 - How does SCA work with identifying customer value?
Here was the first question how they as a paper producer identify customer value and they
answered that state and identify customer value in direct correlation to customer needs and the
cost of satisfying those needs. They have a process where they share and analyze information
they get from their customers in combination with other sources of intelligence like fairs and
exhibitions. They do also check current market trends continuous basis to see which things that
can be popular in a few years and start do research how they can create these products.
Question 2 - What values are most important from SCAs view?
The second question that SCA got was which values that are the most important ones from
SCAs point of view. On this question they answered that they work a lot with trust and both
product and service quality. Both product and service quality could differ between different
customers, so this is a key value for them.
Question 3 - How can SCA add value to their customer?
SCA answered that they add value to their customers by offering them a simple and efficient
solution to satisfy the customers’ needs no matter what those needs are. An example of an
efficient solution can be a fast delivery, so the printing company can make their job in time and
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send the magazines to their customer in time. And an example of a simple solution can be that
SCA helps the customer to find the best paper for the given printing job.
From the interviews with the two printing companies it was clear that price and quality were
the biggest factors when they decide from which companies they buy the paper that they need
for their jobs. It is the same things they work on when they are trying to create value for their
customers, they try to deliver the best quality they can on their printing jobs and to do that they
need the paper with the best suitable quality for the specific job.
Printing companies are discussing with the end-buyer what they want to do with the paper. Do
the end-buyers only want to show pictures in their magazine or do they want to have text as
well? There are a lot of things to take into consideration when deciding paper and therefore it
is important that SCA continue to be specific when describing their paper as well as that printing
companies are transparent when discussing with their customers which paper that is need for
their job.
When printing companies are deciding which paper producer they want to buy paper for the
accepted job they state that things like price, quality and availability are the most important
ones. This is based on that no one wants to buy a product with low quality and they also want
to have high availability which means that the printing companies don’t want to wait a long
time for their paper. They want to have the paper fast and start with the print as soon as possible
so they can deliver high quality to their customers and have high reliability.
Another question for the printing companies were how they created value for their customers
all printing companies agreed on that the price was the biggest factor. Other factors that printing
companies works with when creating value for their customers was expertise, meaning that they
can answer all the questions that the customer asks and together with the help from the paper
producer to have the right paper to the right job.
From SCAs point of view, as a paper producer they answered the question of they identified
customer value as a correlation between what the customer needs and at which costs SCA could
satisfy those needs. To get this information on what customer needs SCA participated on
different exhibitions or collected information from meetings with paper-users or analyze the
market for new trends.
For the question which values that SCA think are the most important values for their customers,
they answered that they work hard with trust and reliability, so they can be able to deliver high
quality products from both the service perspective and the product perspective. This question
has almost had the same answer by everyone in the paper industry. From the printing companies
to end-users and the paper producer itself, everyone wants to have high quality products with a
good price.
When discussing on how SCA add values to their customers they stated that they work hard
creating a trouble free and efficient solution to the needs their customers have. Meaning that
they are hoping for a long-term relationship with their customers by listen carefully on what to
customers really wants and how SCA can help them with that.
32

The three different parties had the same opinion that price and quality was the biggest factors
when creating customer value inside the paper industry. This can be seen from on the questions
on how they identify value and which values that they think are the most important ones. The
same thing was said by Sánchez-Fernández and Iniesta-Bonillo in 2006 that when creating
value two of the biggest aspects that a company needs to take into consideration is how they
create quality and at what cost.
Comparison on the views of customer value from customer and management perspective
Price and quality were the most important factors from both the customer and management
perspective regarding customer value. These two factors did also have a connection, especially
from the customer view. Many of the respondents answered on the question which paper they
thought had the highest price the same paper as they answered on the quality questions. When
asked why they answered as they did the respondents said that price is connected to quality. So,
if a product is believed to have high quality the price is also believed to be high. This is also in
agreement with what was stated by Sánchez-Fernández & Iniesta-Bonillo in 2006 about when
creating value two of the biggest aspects that a company needs to take into consideration is how
they create quality products and to which cost.

4.2 RESEARCH QUESTION 2
How does the paper industry work with customer value in the digital era?
For this second research question, a similar set of questions were asked to both the printing
companies and the paper producer, SCA. The questions were a part of the questionnaire
mentioned in the discussion of Research question 1 which can be found in Appendix B and C.
The questions asked were;
Question 1 - How does printing companies think the paper industry will be affected the digital
era?
Question 2 - Will printing companies change something in their work because of the digital
era?
The same question was asked to SCA as well, but instead of printing companies, SCA were
asked how they think the paper industry will be affected by the digital era and if they will
change something in their work because of the digital era.
Printing company A
Printing company A answered on the first by stating that they have seen a decline in the past
10-15 years. They have also noticed that they have less printing products and the products they
are printing have less pages than before. This has also caused printing company A to have more
different products then before which means that they have more paper in stock and make them
to have a bigger inventory to store all the different paper. Before they had a more stable stock
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with a known amount of different paper quality, but this is nowadays more unstable which make
them to have more different papers than before.
Replying on the second question, company A said that they must become better to highlight
that there still exists advantages with paper products. It exists advantage and disadvantage for
both paper products and the digital products, but this needs to be much clearer for our customer
stated printing company A. They have also started to offer more digital solutions for their
customers, so they still can be relevant in the printing market. Printing company A continue to
say that companies inside the paper industry must see the digital products as a complement
instead of a competitor.
Printing company B
Printing company B said that companies inside the paper industry needs to find new products
and product areas, so they don’t come far behind the digital market. Company B also state that
they need to believe in the paper industry and continue with innovation and have the courage
to believe that the paper industry still can deliver high quality products which the end-users
want to pay for. This needs to be done so the paper industry does not die and all products in the
future will be in digital format.
Replying on the second question, the company B answered that they will create more products
for both “old” paper media and the new digital media. They need to be able to deliver these
products with high quality to their customers, meaning that they need to have a good knowledge
on both paper and digital products.
SCA
SCAs view on how the paper industry will be affected by the digital era were answered that
paper products will continue to drop in areas where digital products offer a better solution, and
this can especially be seen in the areas where newspaper exist. They also state the paradigm
shift from paper era to a digital era has been quick and they are certain that a balance will occur
when this era has become the “new ordinary” which will happen just in a couple of years. They
also conclude that this is something that is just not a case for the paper industry but also for
other industries that has worked with more traditional products. And when the balance has
occurred the companies will better know how the best value can be created for their customers.
SCA also works hard to understand which media that will best suit its purposes as a content
provider or as a means for market their products or services.
Replying on the second question, SCA answered that today they have a clear idea on which
areas they are more successful in and which areas where paper have better benefits than digital
products. They have also started a transformation towards areas where they can compete with
paper products and they have started to move out from areas where the digital media is more
efficient.
Comparison between answers from printing companies and SCA
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This section will utilize the case-cross analysis methodology to look into if there are any
similarities or dissimilarities between the printing companies or the paper producer. This will
be compared by three different characteristics. The first characteristics will compare on how
the printing companies work with identifying factors that are important when they decide from
which paper producer they will buy their paper from.
The second characteristic will compare on how the printing companies and the paper producer
works and identify value creation. The third characteristic will look into how both the printing
companies and the paper producer think that the digital era will affect the paper industry and if
they will change something in their work because of a more digitalized world.
When comparing the answers from the two interviewed printing companies it could be seen
that there exists some differences and similarities for which factors they think are the most
important ones when buying paper and when they decide from which paper producer they want
buy the paper.
One thing that the two companies agreed on was that their customer always have the last saying
but the printing companies does always come with recommendations and questions to make the
customer to think twice on what they want to achieve with the print and which message they
want to deliver. They did also agree on that price and quality together with environmental
impact were the most important factors when buying paper.
The interviewed printing companies did not have all the same principles when they decide from
which paper producer they buy paper. Printing company A said that price and delivery times
were their most important factor and printing company B answered that price was also the most
important factor for them. However, price was not the only important factor for printing
company B. They also said that reliability and partnership with paper producers was important
when buying paper.
One other thing that printing companies had taken into consideration when evaluating how the
digitalization has affected and will continue to affect the paper industry is that they have
developed a better understanding for digital products. The printing companies have started to
work more with digital products, so they do not lose any customer. This may affect the paper
producers if the printing companies do not combine the two approaches, but instead only focus
on the digital approach.
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5. CONCLUSIONS
In this chapter, the findings of the research are concluded, and the research questions are answered. The
contribution of this research is also discussed and at last both the limitations of this study and suggestions for
future research are presented.

5.1 FINDINGS
This study was set to examine if a more environmentally friendly paper can take market shares
and be a successful competitor compared to a high-quality paper. A research objective, To
examine the importance of end customer value in paper industry for developing market shares
in the digital era, was formulated to help the researcher to know what to focus on and to create
research questions which led to analyzing data and delivery results which later could be
concluded with the main findings and recommendations. The two research question that was
created was RQ1, Which factor(s) are most important concerning customer value in the paper
industry from both consumer and management perspective?, and RQ2, How does the paper
industry work with customer value in the digital era?.
To answer the research questions interviews were held with over 300 respondents to see which
paper they preferred when they compared the high-quality paper and the new paper from SCA.
The respondents were also asked why they preferred one paper over the other and which paper
they thought had the highest price. The interviews were held in four different locations, airports,
train stations, shopping malls and outside. The interviews were also conducted in both Sweden
and Germany. Also, to help answering the research questions was SCA and two printing
companies contacted to let them answer how they works with customer values and which values
that was the most important for them.
The conclusions from the two research questions are the basis for answering the research
objective for this study.
5.1.1 RESEARCH QUESTION 1
Which factor(s) are most important concerning customer value in the paper industry from
both consumer and management perspective?
The first research question was answered from two perspectives, first from a consumer
perspective meaning which factors that are the most important for the end-users. The second
perspective was from the company management perspective to see how they work and try to
create customer value.
For the perspective which was investigated by a market study it could be seen after analyzing
the responses that quality and price are the two most important factors for the customers. No
one wants to buy a paper with bad quality and a high price. Since one of the paper in the market
research was of a higher quality compared to the other in paper standards the result of the market
research was interesting since it was the paper that has lower quality and a lower cost that was
perceived by the respondents to have both higher quality and also to have a higher price.

36

This is interesting since the myth that’s exists in the paper industry is that a whiter and brighter
paper is always preferred by the end-users, but this research has shown that this is not the case.
In this case it was interesting to see how many that was quick to jump to conclusion that the
whiter and brighter paper had low quality because of the print through and the light through.
This can change the game for paper producers and is a good example of how innovation related
to important customer values – perceived quality and perceived price – can create a potentially
higher market share and profitability, instead of just lowering their costs and try to outlive their
competitors.
Also printing companies and the paper producer stated that quality and price were the most
important customer values to deliver on. A paper producer must be able to deliver a paper of a
given quality and for a price that both parts are satisfied with.
5.1.2 RESEARCH QUESTION 2
How does the paper industry work with customer value in the digital era?
It was clearly stated by the printing companies and the paper producer that one needs to find
their own solution to how they will be successful in the digital era. The printing companies said
that they work with product innovation and to identify which products that still are better for a
paper product compared to a digital product.
Printing companies also stated that they need to better see the advantages a paper product can
give the customer compared to a digital product and they must highlight these advantages.
The paper producer answered that today they have a clear idea regarding which areas they are
more successful in and which areas where paper have better benefits than digital products. They
have started a transformation towards areas where they can compete with paper products and
they have started to move out from areas where the digital media is a better choice.
5.1.3 CONCLUDING REMARK
Interestingly, the market survey comparing two paper qualities showed the importance of
innovation based on fulfilling the customers desire to have a product with perceived high
quality, as the lower quality paper (according to paper standards) was perceived as the superior
product. As stated in one of the conclusions from Research question 1;
“This can change the game for paper producers and is a good example of how innovation related
to important customer values – perceived quality and perceived price – can create a potentially
higher market share and profitability, instead of just lowering their prices and try to outlive
their competitors.”
Innovation was also a clearly stated answer from printing companies and the paper producer in
the results and conclusions from Research question 2.
So, the Research objective is considered to be fulfilled by this work.

5.2 CONTRIBUTION
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This study has aimed to get a better and deeper understanding which values that are the most
important ones in the paper industry from both an end customer perspective and a
management/company perspective. The study has also contributed to bust the myth that exists
inside the paper industry that says that whiter paper always is preferred by the end-users. It has
also contributed to state that it exists more option than just offering low prices for paper mill to
stay alive. The research has shown that if a paper mills works with innovation they can find
solutions for the paper industry to stay relevant which will make them stay alive and not be
needed to close.
The study has also contributed to see that companies inside the paper industry are conscious
that they face tough competition from a more digitalized world. Even though the companies
know that they face competition from the digital media the companies have a good
understanding of which products they can continue to compete with and which products that
digital media has the upper hand on.

5.3 LIMITATIONS
When performing a research, the minimum number of interviews is said to be five interviews.
In this research, only two printing companies have been interviewed which can be considered
as a limitation in view of the validity of their answers.
All the data collected in the market survey has been of a qualitative approach, which can limit
the use for quantitative estimations of potential market shares.
The market survey only looked on how people perceive two different papers. It did not take
into account how people use paper products contra digital media. If that had been done more
conclusions could have been made and more results from how the printing companies and the
paper producer answered could have been compared.

5.4 FURTHER RESEARCH
There exist several suggestions for further research.
One suggestion is to see how the publishers, which are the actual customers to the printing
companies in most cases, work with customer value and how they perceive quality and price,
but also to see how they think the market will change because of the digital era.
Another suggestion for further research can be to further analyze why the group of 21-30 years
old didn’t see so much difference between the two papers and if this has something to do with
the fact that they have been born into the digital era.
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APPENDIX A - QUESTIONNAIRE
1) Sex
Female

Male

2) Age
- 20

21-30

31-40

41-50

51-60

-60 years

You will now see 2 printed paper samples
3) At a first impression –Do you think there is any difference between sample 1 and sample
2?
1
2
1= No Difference

3

4

5
5= Big Difference

What is the difference?
…………………………………………………………………………………………………
Sample 1
is:
…………………………………………………………………………………………………
Sample 2
is:
…………………………………………………………………………………………………
4) Which sample do you think has the highest quality?
Sample 1

Sample 2

They have the same quality

Comments:
…………………………………………………………………………………………………
5) Which paper sample do you think has the highest price?
Sample 1

Sample 2

They have the same price

Comments:
………………………………………………………………………………………………….
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APPENDIX B – QUESTIONS TO PRINTING COMPANIES
•

When deciding which paper that is needed for a print, what is the most important
factor/s?

•

When deciding which paper producer that will deliver the paper, what is the most
important factor/s?

•

How do printing companies add value to their customer?

•

How does printing companies think the paper industry will be affected the digital
era?

•

Will printing companies change something in their work because of the digital era?
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APPENDIX C – QUESTIONS TO SCA
•

How does SCA work with identifying customer value?

•

What values are most important from SCAs view?

•

How can SCA add value to their customer?

•

How does SCA think the paper industry will be affected by the digital era?

•

Will SCA change something in their work because of the digital era?
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