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Abstract 
Purpose – The first purpose of the study was to formulate a holistic value proposition 
framework in connection with value creation concept with an entrepreneurial marketing 
approach. Meanwhile, the second purpose was to reveal the way of creating value through 
EM. Whereby, the practical application after the purpose being fulfilled was to identify 
new pattern of selling and add value to existent milk product in Sweden. 
 
Design/methodology/approach – the thesis has adapted an abductive and qualitative 
approach. A single embedded case study has been conducted based on the Swedish milk 
industry. In addition, data of the research have been collected by mostly utilizing 
qualitative interview with various people in different stances. Meanwhile, some principles 
of observation method of data collection have been employed. Participants of the research 
have been selected based on purposive sampling and convenience sampling techniques. 
Moreover, a template analysis adhering with the principle of grounded theory has been 
applied in the study. 
 
Finding – The findings of the research contained two aspects in correspondence with the 
two research questions the research enquired. The first finding of the research was that a 
holistic value proposition framework as the source of value creation could reveal the 
specific strategy on value creation for entrepreneur or company who intends to act 
entrepreneurially. Whilst, the second finding was that value could be created though 
entrepreneurial marketing with value proposition as medium in between; in other words, 
the value creation activity can be realized by resorting to value proposition framework in 
entrepreneurial marketing. Every value proposition can serve as essential elements for 
constructing entrepreneurial marketing mix (8Ps). Accordingly, the identifying of EM 
STP (segmentation, targeting, and positioning) is the precedence when creating value 
through entrepreneurial marketing. 
 
Research limitation – this research has been primarily delimited to examine one industry 
(milk industry) in Sweden and conducted under an entrepreneurial marketing approach. 
In addition, it has been limited to include all value proposition aspects as well as covering 
all the relevant customer or stakeholder.  
 
Practical implication – An entrepreneurial implementation of an entrepreneur or a 
company that intends to grow entrepreneurially can support their value creation activity 
in accordance to a holistic value proposition framework as checklist. 
 
Originality/value – this paper was an original study to research on an innovative and 
entrepreneurial business that is not yet in existence. It attempted to enhance the 
correlation between value creation and entrepreneurial marketing. 
 
Keywords – Entrepreneurial marketing, Value creation, Value proposition, Marketing 
mix, STP (segmentation, target, positioning), Entrepreneurial business 
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1. Introduction 

This chapter starts with background description (section 1.1) which followed by problem 
definition (section 1.2) and research question (section 1.3). Based on these three sections, the 
research purpose (section 1.4) and delimitation (section 1.5) are therefore addressed. Hence, 
the thesis outline is illustrated at the end of this chapter (section 1.6).  
 
This thesis has been conducted on behalf of the Federation of Swedish Farmers (LRF: 
Lantbrukarnas Riksförbund) which is a non-political party financed by membership fees. 
Whereby, LRF is an interest and business organization for the green industry consists of 
approximately 170 000 individual members and 90 000 of their represented enterprises, by 
which LRF has been recognized as the largest organization for small enterprises in Sweden. 
Meanwhile, the organization is also endeavoring to support almost all cooperatives within 
Swedish agriculture and forestry because of their membership of LRF (LRF official website, 
2015a). Moreover, LRF is also working actively on creating sustainability for companies, 
agriculture policy, animal welfare, food/cuisine, international co-operation (e.g. with FAO—
Food and Agriculture Organization of the United Nation), ownership rights, school contact 
programme, work safety, agro tourism and research (LRF official website, 2015b). 
 
Swedish milk industry (dairy industry) has been steadily developed during the recent decades 
embedding with its industry giants, among which the most representative brand is Arla, and the 
other five brands are Falköpings Mejeri, Gefleortens Mejeriförening, Gäsene Mejeriförening, 
Norrmejerier and Skånemejerier  (LRF, 2013). However, the mainstay of Swedish milk 
industry is its solid upstream liquid-fresh milk supplier — the extensive domestic milk farms 
from the farming industry.  
 
There have already been a wide-recognized production chain exists in Swedish milk industry. 
These links in between could be described as: farms that intend to wholesales milk as suppliers 
for a big brand (say Arla) should primarily sign contract with Arla Company. Then the raw 
milk of the farms could be able to transport into Arla’s dairy plant, which can process fresh 
milk into different forms of dairy products (e.g. bulk milk, cheese, crème, butter or yogurt) 
under the name of Arla. Thereby, those safe, well-labeled and –packed milk products can be 
distributed into various supermarkets (e.g. ICA) or restaurants.  
 
Whereas, it is still possible for milk farmers distributing their own milk product locally. One of 
the strategic preconditions of such implementation is that there must be a local dairy plant with 
pasteurization and packing equipments, because with which the safety of local milk products 
can be ensured. An authoritative research has shown that comparing to the stereotypy of 
charactering local production as small scale and non-profitable, it actually could have more 
profitable margin and higher quality of milk product (ENRD, 2011). In other words, the milk 
product of local brands can either pursue a common or niche product (e.g. handmade whipped 
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butter) and follow a traditional way of distribution to local grocery stores (ENRD, 2011), or 
strive to explore a new local market penetration possibility. 
 
Nevertheless, an inevitable price crisis of industry concentration has been indicated by the 
shrink amount of milk companies in Sweden from 6137 of year 2009 to 4386 at the end of year 
2014 (LRF, 2014). About 2000 milk companies have either been merged with or acquired by 
bigger companies, or went bankrupt due to minus profit those years. The price decreasing on 
raw milk purchasing price and its saturated traditional distribution market are gradually 
problematic. That is the Swedish raw milk product is currently losing competitiveness in price 
to a large extent. Therefore, the voice on new or niche market development resorting to 
entrepreneurial implementation has increasingly emerged (Katz and Green, 2011). Hence, this 
thesis has principally researched on how to create value through entrepreneurial marketing to 
reflect how to create value for Swedish milk product by an entrepreneurial business idea. 
 

1.1. Background 
As quoted from Niccolo Machiavelli “entrepreneurs are simply those who understand that there 
is little difference between obstacle and opportunity and are able to turn both to their advantages” 
(Scarborough, 2011). Yet, entrepreneurs are not wild-risk takers but are instead calculated-risk 
takers; as contrast to “horse race” gamblers, entrepreneurs barely gamble; they normally chase 
opportunities in area that reflect their knowledge, backgrounds and experiences, which 
increases their probability of success (Scarborough, 2011). Therefore, entrepreneurs are 
gathering, directing and using resources in opportunities rather than allocating them to problems 
(Bjerke and Hultman, 2002). In other words, entrepreneurs excavate marketing potential where 
most people see only problem or nothing at all (Scarborough, 2011). Consequently, there has 
been now a wider recognition of the significant role entrepreneurs play in shaping the marketing 
landscape (Morrish, 2011). 
 
Marketing is the activity and processes for creating, communicating, delivering, and 
exchanging offerings that have value for customers, clients, partners, and society at large (AMA, 
2013). While EM refers to the marketing interests in small firms when they behave and grow 
entrepreneurially by generating new business ventures (Bjerke and Hultman, 2002). Likewise, 
the mainstream researchers have argued that the proactively identifying and exploiting 
attractive marketing opportunities for acquiring and retaining profitable customers throughout 
innovative approaches, risk management, and resource leveraging to create goods and services 
that generate superior value is EM (Miles and Darroch, 2006 see Miles et al., 2014; Morris et 
al., 2002 see Mort et al., 2012). This definition has integrated the central aspects of 
entrepreneurship and marketing into one comprehensive construct. Moreover, EM has been 
clarified as an alternative perspective to conventional and administrative approaches to 
marketing (Miles et al., 2014); and has been applied by Hallbäck and Gabrielsson (2013) to 
identify that international EM strategies applied in international new ventures investigations. 
However, besides EM, there have been many alternative marketing approaches purposing to 
provide prescription for success in the new environments within which firms must compete; 
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those alternatives could be expeditionary marketing, guerrilla marketing, disruptive marketing, 
radical marketing, counterintuitive marketing, buzz marketing, viral marketing and 
convergence marketing mentioned by Morris et al. (2002). 
 
Previous researchers originally regarded entrepreneurship and marketing as two distinguish 
fields of study. Nevertheless, increasing awareness of the importance of entrepreneurship and 
innovation to marketing, and of the marketing successes by entrepreneurship, has led to a 
combination of these two disciplines as “entrepreneurial marketing” (Stokes, 2000) developed 
from the concept of “interface between marketing and entrepreneurship” (Carson and Coviello, 
1996). Nowadays, the theoretical foundations of entrepreneurial marketing (EM) have been 
both in marketing theory and entrepreneurship theory (Bjerke and Hultman, 2002). Moreover, 
EM has been highly relevant on the researches of both marketing and entrepreneurship scholars 
and has evolved primarily from the marketing management and entrepreneurship literatures 
(Miles et al., 2014), i.e. marketing and entrepreneurship have been recognized as having 
magnificent interrelations, and to be potentiated when jointly implemented (Sole, 2013). 
Moreover, EM has been recognized as embedding more often with small, resource 
impoverished firms than large firms, since established firms face stronger internal barriers to 
the entrepreneurial approach to marketing (Carson et al., 1995 see Hallbäck and Gabrielsson, 
2013; Mort et al., 2012); comparing to traditional administrative marketing, it has been more 
opportunity-drive (Hallbäck and Gabrielsson, 2013). 
 
In addition, both entrepreneurship and marketing have commonly focused on identifying and 
exploiting opportunities; the entrepreneurship literature has placed greater emphasis on the 
needs of the entrepreneur, the firm, and its stockholders, while marketing literature has focused 
on creating value for customers and other stakeholders (Miles et al., 2014). Whilst, according 
to Stokes (2000) that EM entrepreneurs tend to be innovation-oriented (i.e. driven by ideas and 
intuition) rather than customer-oriented and tend to use informal networking rather than 
formalized research and intelligence systems (Morrish, 2011). As contrary to the clarification 
of Stokes’s (2000), Bjerke and Hultman (2002) have argued that entrepreneurs focus primarily 
on the external environment of customers, competitors and markets. Further explored by 
Morrish (2011) that EM firms have a dual focus within their core, being both customer-centric 
and entrepreneur-centric which means that both the customer and entrepreneur play equal role 
in shaping the firm’s culture, strategy and marketing tactics. In addition, scholars have 
acknowledged that entrepreneurial business implementing and value making are inevitably 
embedded in various forms of partnerships (Bjerke and Hultman, 2002), thus stakeholder 
consideration is also crucial in EM. 
 
Whereupon, value creation and opportunity seeking are the main subjects of EM (Hills et al., 
2008 see Özdemir, 2013). In other words, a successful entrepreneurial business must be very 
oriented both to the customer’s subjective perception of what they find as a “best buy”, and to 
access other necessary resources to create better customer value (Bjerke and Hultman, 2002). 
Hence, customer value in EM is what the buyers pay for i.e. the higher customer value, the 
more the customer willing to pay for a particular offering (“offering” refers to something that 
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may cause a transaction between a seller and a buyer e.g. good or service). Consequently the 
more profitable a company could be, served by which a business or enterprise can survive and 
grow in competitive market (Flint et al., 2011; Bjerke and Hultman, 2002). Furthermore, a 
resource that is valuable in the customers’ eyes, rare, hard to imitate and possible to exploit 
within the organization, could be viewed as a value generator of a company (Bjerke and 
Hultman, 2002), which can engage new customers, and create new customer value (Berghman 
et al., 2006). Any important resources (human, financial, physical or organizational, such as 
knowledge), individual capacities or collective capabilities (McGee, 2010; Bjerke and Hultman, 
2002) can be potential value generator.  
 
From an entrepreneurial marketing perspective, customer value can be carried by factors of 
marketing mix (Bjerke and Hultman, 2002). Moreover, EM approach implies that the core 
functions and processes of marketing remain the same, but adhere to an entrepreneur/customer 
opportunity-driven concept, and these in turn shape how the firm implements segmentation, 
targeting and positioning (STP) (Morrish et al., 2010). The prevalence way of describing 
marketing mix nowadays is as 4Ps or 7Ps, 4Ps refers to product, price, place and promotion, 
while 7Ps additionally includes three more Ps i.e. people, process and physical aspects (Doole 
and Lowe, 2012). Nevertheless, an alternative 4Ps (i.e. person, process, purpose and practice) 
has been utilized by Martin (2009) to conduct a qualitative ethnographic investigation by 
following an EM approach. Thus for this research, the value creation activities have been 
mainly expressed by the entrepreneurial marketing mix (EM mix). 
 
The values creation and entrepreneurial marketing are highly interrelated revealed from 
previous literatures. The source of value creation could be revealed by value propositions a 
business entity put forward in the aim of satisfying customer (Kaplan and Norton, 2004). 
Furthermore, the value proposition can involve three facets of value creation activity i.e. 
customer create value by themselves with the value facilitator provided by supplier (customer 
as value creator), customer co-create value with supplier by interacting with each other 
(Grönroos, 2008), and non-customer stakeholder co-create value and generate value for 
customer indirectly (Frow and Payne, 2011). Yet, a holistic value proposition framework 
covering the three perspectives of value creation is inexistent. However, entrepreneurial 
implementation should be customer-centric as well as stakeholder-considered (including 
entrepreneurs themselves). Hence, there is necessity in formulating a holistic value proposition 
framework to support the value creation activities in EM for this study as well as to enhance 
the theoretical bases in the value proposition field. 
 

1.2. Problem definition 
The raw milk price in Sweden has been following a fluctuated market price, especially the price 
within European Union and Nordic counties (Demark, Norway, Sweden, Finland and Iceland). 
Earlier in 2011, the largest Swedish-Danish based dairy cooperative Arla has slashed the price 
paying to dairy farmers (including Swedish farmers) for their raw milk five times, by citing a 
reduction in global market place. Those price cuts have taken farm gate milk price (FGMP) 
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well below the cost of production; moreover, the price crisis in Sweden follows a similar 
situation in the UK, where raw milk price reductions were announced across the board by 
processors, including Arla (Dairyreport, 2012). Furthermore, according to the statistic figures 
of European Commission (2015), the cow’s raw milk prices in Sweden, Demark and Finland 
from year 2014 to 2015, have been fiercely declined. Among them the predicted price-cutting 
rate in 2015 are 26% (from 42 to 31 euro/100kg), 20% (from 43 to 34 euro/100kg) and 18% 
(from 45 to 37 euro/100kg) respectively in Sweden, Demark and Finland. As well as the integral 
raw milk, reducing rate of EU has been estimated as 18% just at the beginning of 2015. 
According to the illustrated figures, within the three Nordic countries, Sweden will face or has 
already encountered with both the lowest unit price and the highest price-cutting rate of cow’s 
raw milk in year 2014-2015.  
 
The worse circumstance is that the production cost of milk farm in Sweden is actually much 
higher than those cost in other countries (e.g. Demark). The development of Sweden to a high-
input and high-output producer, which has been complied with both in legislation and 
implementation over decades, is quite cost intensive. In accordance to Lassen (2013), the high 
costs could have been caused by:  
(1) Double systems (both indoor and outdoor systems for cows need to be kept on grazing 

fields in the summer months by legislation); 
(2) Adaptations in constructions to climate conditions (insulation, heating),  
(3) Scattered fields and long distances,  
(4) A shorter vegetation period; 
(5) Higher food security standard (absolutely no genetically modified organism (GMO) feed); 
(6) High animal welfare standards;  
(7) High human capital and the machines cost that replace human labor.  
 
The problem here is that after those various value-adding processes, without any government 
incentives or subsidies, the price of raw milk in Sweden remains the same and has even 
violently decreased recent years by following a market price rather than a fixed milk price. (“In 
1995, Sweden entered the European Union and the Common Agricultural Policy and started to 
follow the market price”, clarified by Lassen, 2013). 
 
In order to alter milk farming in Sweden again into a lucrative business, many Swedish farmers 
have taken actions to prevent the price deterioration of raw milk as well as scholars have 
addressed many practical ideas for the milk industry, such as those listing as follow (European 
Commission, 2014): 
 
(1) Buying machines that can process fresh milk into cheese, for the cheese price is the highest 

among those milk alternatives (drinking milk, fermented milk e.g. yogurt, cream, cheese, 
butter and milk powder. Meanwhile, processing the milk into milk powder is the last choice, 
due to its lowest yield potential)  
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(2) Processing and selling milk products locally for which many milk farms have launched 
their own milk (dairy) brand (e.g. Öland local milk) to lower transport and other processing 
costs.  

(3) The value adding and innovation of milk product could also focus on diversifying the 
choices of milk that contain different percentage of fat and protein, promoting new 
packaging or new formulation (e.g. functional milk). 

 
Whereupon, the problem is that the Swedish milk products are losing value nowadays, and one 
of the solution could be re-creating value for those existent milk product and production line; 
implicated by previous researches, creating customer value from the view of entrepreneurial 
marketing, is parallel with generating product value. Our intension has been to follow the 
requirement of innovation and diversification on milk product thus to increase the 
competitiveness and the value of Swedish milk and exploit its new market opportunities.  
 
According to both the ‘value creation’ and ‘entrepreneurial marketing’, we have proposed a 
value-creating entrepreneurial business idea to specify milk as restaurant product and distribute 
fresh milk in a new way and new market by setting ourselves at the stance of entrepreneurs in 
this study. We therefore have imaged ourselves as real entrepreneurs that doing marketing 
research for our own entrepreneurial business. 
 
This idea could be described as, “a way to distribute cereal and milk (or yoghurt) by integrating 
them together with a self-service milk-cereal machine (the machine is shown in Figure 5 in 
conclusion chapter) which requires little human resource cost on daily selling and in the 
meantime convenient and timesaving for customers.” The idea is aim to practically provide a 
meal solution of milk and cereal to customers. As entrepreneurs, we should start the business 
from who we are and what we are. Hence, we have proactively decided the business should be 
implemented in university’s cafeteria and targeted mostly on university students. Nevertheless, 
indeed other possible customer segmentations and marketing places can be further explored. 
 

1.3. Research questions 
In accordance to the problem definition, the following two research questions have been 
formulated: 
 
Research question 1: How value proposition framework acts as the source of value 
creation in entrepreneurial marketing? 
 
Research question 2: How to create value through entrepreneurial marketing? 
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1.4. Purpose 
Two main purposes of the research have been defined according to the research questions, 
regarding to an entrepreneurial business idea for Swedish milk industry in cope with the market 
price shrinking of cow’s raw milk in Sweden.  
 
In respect to research question 1, the first purpose of the study was to formulate a holistic value 
proposition framework in connection with value creation concept under an entrepreneurial 
condition. To realize this purpose, a solid base of theoretical discussion have been addressed 
for substantial researches existing in the value proposition as well as value creation fields. 
Nevertheless, former researches have been fond of focusing specific units (customer, supplier 
and other stakeholder) rather than discussed value proposition in a comprehensive stance. In 
addition, the framework has been testified after the analysis of empirical evidence being done. 
As a result, a holistic framework of value propositions has been portrayed aiming to reveal 
value creation activity in EM. 
 
In respect to research question 2, the second purpose of the study was to reveal the way creating 
value through EM. Whereby, the practical application after the purpose being fulfilled was to 
identify new pattern of selling and add value to existent milk product in Sweden. Hence, our 
practical goal was to establish an entrepreneurial business. This entrepreneurial idea was an 
integration of increasing selling price of milk, distributing milk locally and specializing milk as 
a restaurant consumable product. Consequently, a preliminary establishing plan of the 
entrepreneurial business has been draught up for Swedish milk industry. 
 
In short, this research could possibly enhance the value creation knowledge in entrepreneurial 
marketing field. Yet, extensive researches exist in these two areas separately; it was hard to find 
a well-defined research that focuses on both value proposition (the source of value creation) 
and entrepreneurial marketing. This made the research more pioneering and original in 
exploring. Moreover, we intended to answer research questions by mainly utilizing qualitative 
interviews with various people in different stances (i.e. customer and stakeholder). 
 

1.5. Delimitation 
The research has been primarily delimited to examine one industry (milk industry) in Sweden, 
which means some methods and conclusions in this study could be unsuitable for other 
industries or its equivalent industries in other countries. Second, the study has been conducted 
under an entrepreneurial marketing approach, for other distinguish marketing context, this study 
might not suitable. Third, the research has focused on value proposition as source of value 
creation; for other forms of value creation, this study might be lack of relevance.  
 
Furthermore, this thesis has been strived to exam those methods for development of an un-
established business, which signifies that the researched business is not existent yet; so for those 
businesses that have already been well-established, this study might be less relevant. In addition, 
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from an entrepreneurial perspective, the discussed entrepreneurial business is not conformed to 
some traditional or conventional sense of business development. Finally, due to the limitation 
of the time, space and a qualitative approach, this research has been conducted in a small scale 
i.e. investigation of local folks and relevant local businesses as well as the sample size (36 
participants) is small. In other words, the international business stance of the research has been 
limited by the place where we conduct qualitative research, yet half of our participants come 
from other countries rather than just Sweden. Their international backgrounds have influenced 
our final research conclusion to some degree. 
 

1.6. Thesis outline 
The outline of the thesis is illustrated in Figure 1. The introduction chapter is followed by the 
theoretical framework, methodology, empirical evidence, analysis and the conclusion chapter. 
 

 
Figure 1 Thesis outline 

  

•background, problem definition, research question, 
purpose and delimitation  of the research;Introduction

•research philosophy, investigate approach, research  
strategy, research design,  data collection method, 
source critique and quality issues ;

Methodology

•reviewing of literatures that concerned with research 
questions, thus a analysis model has been  addressed;

Theoretical 
Framework

•the structure presentation of the collected data by 
interviews and observations which are in accordance 
to research purpose;

Empirical Evidence

•the analysis of collected data which are structured in 
correspondence with the structure in empirical 
evidence;

Analysis

•the justification and answers to research questions, 
reflection of the realization of the research and 
suggestion on continued studies. 

Conclusion
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2. Methodology 

This chapter consists of six sections. First is scholarly approach (section 2.1) concerning on 
the choice of research philosophy. Then is investigation approach (section 2.2) concerning on 
the research strategy and research design. After that is data collection (section 2.3) about 
secondary and primary collection and ethical issue. Hereby, the first three sections are followed 
by analysis method (section 2.4) that utilized to facilitate the research procedure, source 
critique (section 2.5) on collected data, and at the final, the quality criteria chosen by the 
research i.e. reliability and validity (section 2.6) are indicated. 
 
The thesis has been conducted by mainly following epistemological interpritivism philosophy, 
in which an abductive and qualitative approach has been adapted as well as single embedded 
case study has been applied. In addition, data of the research have been collected by mostly 
utilizing qualitative interview with various people in different stances. Meanwhile, some 
principles of observation method of data collection have been employed. Participants of the 
research have been selected based on purposive sampling and convenience sampling techniques. 
Moreover, a template analysis adhering with the principle of grounded theory has been 
employed. 
 

2.1. Scholarly approach 
Research philosophy within the scholarly approach is closely related to the nature of knowledge, 
which could assist researchers to develop their knowledge in a particular field. Whilst, the 
adopted philosophy is in turn influenced by physical conditions of the researchers (Saunders et 
al., 2012). Two major ways of thinking about research philosophy are ontology and 
epistemology. Ontological philosophy concerns on the nature of reality (e.g. social entity) and 
includes two main aspects i.e. objectivism and subjectivism (social constructionism) (Bryman 
and Bell, 2011; Saunders et al., 2012). Whereby, objectivism refers to the behavior of social 
actors is decided on or even restricted by social entity as a meaningful external reality, in 
contrast, subjectivism refers to the phenomena within a social entity are created, effected and 
influenced by social actors (Saunders et al., 2012).  
 
Epistemological philosophy concerns the question of what is (or should be) regarded as 
acceptable knowledge in a discipline (Bryman and Bell, 2011) and those components of 
acceptable knowledge in a field of study (Saunders et al., 2012). Three branches of 
epistemology have been recognized as positivism, interpretivism, and realism. Among the three 
branches, realism indicates that what people sense is reality, and such reality independently 
exists out of human mind; in other words, it is opposed to idealism which relates with things 
that only depicted in human’s mind (Saunders et al., 2012). Realism could be divided into two 
type i.e. direct realism and critical realism. The former believes that what can be seen and 
experienced is the reality which is unchangeable, and there is no need to go deeper, which in 
turn the later critically views the world as a changeable reality, and what people can see is only 
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part of the bigger picture (Saunders et al., 2012). Healy and Perry (2000) have once concluded 
that realism perspective appears to be the most appropriate one for marketing researcher (Riege, 
2003). 
 
Positivists usually try to build knowledge of a reality that exist beyond the human mind who 
believe that human experience of the world reflects an independent reality with provides the 
foundation for human knowledge; on the other hand, interpretivists view that the knowledge 
they build reflects their particular goals, culture, experience, history (Weber, 2004). 
Nevertheless, positivists seek to identify those details with assumption that then can be tested 
or identified in other cases (replicable), while interpretivists seeks to combine those details into 
systems of belief whose manifestations are specific to a case (Lin, 1998). As consequence, the 
differences in positivistic and interpretive work are distinguished in the questions one asks of 
the data and the types of conclusions one intends to draw (Lin, 1998). At this point, the 
researches labeled as positivists tend to adopt certain kinds of research methods in their work 
i.e. experiments, surveys, and field studies; whilst, interpretivists tend to use other kinds of 
research methods in their work i.e. case studies, ethnographic studies, phenomenological 
studies, and ethnomethodological studies (Weber, 2004). In addition, it has been argued that 
interpretivist perspective is highly appropriate in certain fields as organizational behavior, 
marketing and human resource management in the case of business and management research. 
Furthermore, interpritivism is much more suitable for small samples qualitative studies.  
 
In general, the ontological subjectivism, epistemological critical realism, and epistemological 
interpritivism are more appropriate in consideration of this research. Regard to marketing 
research, as researcher we believe that the phenomena within the target market are created, 
affected and influenced by the customers and stakeholders that involved in (ontological 
subjectivism). In addition, marketing approaches and stances are changeable as well as the 
customer preference is unpredictable in different situations (e.g. different culture backgrounds); 
therefore, as researchers, we cannot acquire the whole picture of the dynamic marketing 
activities in accordance to epistemological critical realism. Furthermore, as we intending to gain 
more in-depth results and knowledge through the research, a small sample size of participants 
is involved in this study according to the principle of epistemological interpritivism. 
 

2.2. Investigation approach 
This research has applied an abductive investigation approach. There are two approaches often 
associated with investigation methods of research i.e. inductive and deductive. If a research 
starts with theories, depend on which a particular domain such as a series of hypotheses should 
be primarily identified, thus a research strategy to test the theoretical domain is a deductive 
approach. In the meantime, researches begin with data collection to explore a phenomenon and 
theory could be therefore generated or built is an inductive approach that utilized (Saunders et 
al., 2012; Bryman and Bell, 2011). Deductive research is often associated with the quantitative 
type of research (Ghauri and Grøhaug, 2005 see Wilson 2014), while qualitative research is 
often associated with qualitative type of research (Wilson, 2014). 
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Ali and Birley (1998) have raised the issue of integrating deductive and inductive approaches 
in their study of new venture and customer. They have mentioned that researchers in the fields 
of marketing or management often encounter initially adopting a deductive approach and 
utilizing of existent theory to guide investigation. However, the study actually intends to 
develop rather than test theory, in which case the data may need to be collected on an inductive 
basis. In other words, the use of theory with qualitative method may appear to be a conflict in 
one study (Ali and Birley, 1998). Yet, Dubois and Gadde (2002) have argued that researchers 
that investing in theory can keep some intellectual control over burgeoning set of case 
description when conducting qualitative case study. Moreover, a stronger reliance on theory 
might help to reduce the negative effect of the case study ending up similar with a particular 
existent theories or framework that could probably be recognized as a quasi-deductive theory 
testing approach (Dubois and Gadde, 2002). 
 
Thereby, new requirements for a stronger reliance on theory suggested by true induction 
(Dubois and Gadde, 2002) and the qualitative researchers taking advantage of existing 
knowledge by making use of existing theory (Ali and Birley, 1998) argued by numerous 
previous studies have proposed a new concept “abduction”. That is, instead of purely moving 
from theory to data (as in deduction) or data to theory (as in induction), an abductive approach 
moves back and forth is in effect combining deduction and induction (Suddaby, 2006 see 
Saunders et al., 2012). Also discussed by Dubois and Gadde (1998), a systematic combining as 
a process where theoretical framework, empirical fieldwork, and case analysis evolve 
simultaneously, is an abductive approach in relation to induction and deduction. It is even more 
distant from deduction for a systematic combining is about investigating the relationship 
between “everyday language and concepts” which is more similar to induction (Dubois and 
Gadde, 2002). As this study is particular interested in exploring why something is happening 
and will happen, rather than being able to describe what is happening. In addition, according to 
Saunders et al. (2012), it may be more appropriate to conduct research inductively rather than 
deductively. Therefore, this thesis should principally follow an inductive approach, but in the 
meantime, it needs existing theories build up conceptual framework as a research guideline. 
Regard to this, an abductive approach requires the effort of researchers to constantly move 
between framework (theoretical models), data source, and analysis (Dubois and Gadde, 2002); 
hence, an abductive approach that has more potential to yield effectiveness than pure inductive 
reasoning has been eventually adopted by this study. 
 
Ali and Birley (1998) has contributed how researchers can conduct abductive research by using 
existing theories and maximize the attention paid to the respondent’s (e.g. interviewee’s) 
perspective. The developed theoretical models should essentially be constructed out of 
constructs instead of variables (for using “variables” usually indicates a hypothetico-deductive 
approach). Moreover, regard to a respondent’s point of view, the abductive researchers need to 
be “atheoretical”, in other words, such as the interview guide drafted by researchers could be 
more oral and easily understandable; in the same time it can possibly lead answers from 
interviewees to the researcher’s theoretical constructs. Furthermore, the chosen sample needs 
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to be composed by those characterized people who may lead to the theoretical constructs the 
researchers interested in as well. Ali and Birley (1998) have consequently demonstrated an 
abductive framework with six stages in Figure 2. 
 

 
Figure 2 Abductive approach framework (adapted from Ali and Birley, 1998) 

 

2.2.1. Research strategy  

As implicated in the last two sections, this thesis has been carried out under a qualitative 
approach, since a qualitative research is likely to be associated with inductive approach (an 
abductive approach of this study) to generate theory. Furthermore, adaptation of an 
interpretivist model (in an epistemological position) allows the existence of multiple subjective 
perspectives (in ontological position) (Greener, 2008; Bryman and Bell, 2011; Williams, 2007). 
Whereas, two main research strategies being utilized in business research are qualitative and 
quantitative approach (Wilson, 2014). In qualitative research, meanings are principally derived 
from words not numbers (Saunders et al., 2012; Bryman and Bell, 2011) that are not 
experimentally examined or measured in terms of quantity, amount, intensity or frequency 
(Wilson, 2014). Also, the words comparing to numbers may have multiple meanings as well as 
unclear meanings, which request continues interaction of qualitative research between data 
collection and data analysis to allow meanings to be explored and clarified (Saunders et al., 
2012). To put it simply, the quantitative method provides an objective measure of reality, while 
the qualitative method allows the researcher to explore and better understand the complexity of 
a phenomenon (Williams, 2007).  
 
Qualitative research provides an in-depth insight, thus contain abundant information in both 
verbal and non-verbal form; it is flexible, small-scale and diagnostic exploratory nature (Ruyter 
and Scholl, 1998). Nevertheless, qualitative research is often referred to as disreputable research, 
and has been characterized as less founded in scientific tradition and difficult to describe. 

Stage 1
•Develop theoretical framework based on constructs;

Stage 2
•Some variables identified for relevant constructs - others can be identified by 
respondents;

Stage 3
•Researcher converts the a priori theoretical framework into atheoretical questions;

Stage 4
•Respondents discuss the seemingly general questions and identify constructs which are 
meaningful to them and explain the relationships between the constructs;

Stage 5
•Respondent data analysed according to existing theory. OR theory is developed on an 
inductive basis - without regard to the existing theory;

Stage 6: 
Outcome

•Either "existing theory is adapted" Or "Alternative theoretical framework is presented".
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Scholar argues that the end result of qualitative research is determined to a much larger extent 
by the researcher’s personality (style, social skills) and his/her vision on the collected data (e.g. 
theoretical models and information on consumer behavior in marketing research) which could 
be too subjective to guarantee the quality of qualitative research. However, the central role of 
researcher’s personality does not imply the uselessness of those utilized methods and 
techniques in research articles. In addition, due to its small sampling, there are often emerging 
questions on generalization in the marketing research field (Ruyter and Scholl, 1998). Also 
qualitative study has been considered to be lack of transparency, for sometimes it is hard to be 
explicit enough on explaining on how a researcher arriving at a particular conclusion; thus 
qualitative study researchers ought to clearly define the select criteria of participants and 
process of qualitative data analysis (Bryman and Bell, 2011). 
 
Likewise, qualitative research has continuously suffered from an ambivalent image persisting 
among many practitioners, but enormous marketers are becoming convinced of the fact that 
qualitative research can contribute significantly to an optimalization of their marketing efforts 
(Satlow, 1989 see Ruyter and Scholl, 1998). Hence, in the practice of market research a great 
deal of knowledge and expertise in the field of qualitative research has been acquired; yet, 
marketing is suffering from its own success for companies applying sophisticated marketing 
tool, and consequently lead to their products and services increasingly similar. In other words, 
it is increasingly difficult for manufacturers or service providers to bring forward a unique 
market positioning; with regard to this, a qualitative research is especially suitable to provide 
insight in individual customers’ perception of brand and image of a company, their decision 
process and crucial information for “brand manufacturers” (Ruyter and Scholl, 1998). In 
addition, qualitative methods and techniques enable marketers to reach the flexibility to meet 
the frequently changeable needs of customer (i.e. a shorter marketing cycle) (Ruyter and Scholl, 
1998).  
 
Moreover, specifically to the entrepreneurial marketing research, Stokes (2000) has 
implemented a qualitative approach under the theme of identifying appropriate small and 
medium-sized enterprises’ (SMEs’) entrepreneurial marketing forms and activities. He 
implicates that the search for representativeness through large sample questionnaire surveys 
(i.e. a quantitative approach) have been frequently misplaced in researching the small firm 
sector (Gibb, 1990 see Stokes, 2000). Thus an in-depth qualitative approach is more applicable; 
as consequence, a qualitative research design proved fruitful in obtaining descriptions of 
marketing research practices from entrepreneurs (Stokes, 2000), for which the adoption of 
qualitative approach in this thesis of entrepreneurial marketing has been fairly reasonable. 
 

2.2.2. Research design 

An embedded case study research design is followed by this research. In correspondence with 
inductive and qualitative approach, case study is commonly used by qualitative research (Leedy 
and Ormrod, 2001 see Williams, 2007). At the same time, as a reflection of inductive approach 
of entrepreneurial marketing, there has been an increasing focus on research designs which are 
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descriptive and case-study based, and a decline in designs seeking to prove, for example, cause 
and effect relationships (Carson and Coviello, 1996). In addition, Dubois (1994) has employed 
a case study design in his five-year research by following an abductive approach (Dubois and 
Gadde, 2002). Therefore, a case study is primarily desirable for conducting this thesis research.  
 
Case study can be utilized in many situations and has been a common research method in 
marketplace function; through which complex social phenomena can be understood and 
researchers’ focusing on a “case” of real-world perspective can be retained (Yin, 2014). Regard 
to the definition of case study, many of the earlier social science textbooks have failed to view 
case study as a formal method but an exploratory stage of some other type of research method 
(Yin, 2014). As many traditional concerns existing, case study research has been criticized as 
(Yin, 2014; Riege, 2003): (1) Lack of rigor: case study researchers normally follow non-
systematic procedure or allow equivocal evidence; (2) Lack of generalizability: the goal of case 
studies could be generalizable to theoretical propositions (analytic generalization) rather than 
populations or universes (statistical generalization); and (3) Lack of manageable effort: case 
studies might be taking too long and result in massive unreadable documents, but it not 
necessarily the way a case study must be done in the future.  
 
Nevertheless, after heated debates, Platt (1992) has once appreciated case study as logic of 
design with a strategy to be preferred when circumstances and researched problems are 
appropriate rather than an ideological commitment to be followed whatever the circumstances. 
In other words, case study is preferred when examining contemporary events, and over which 
a researcher has little or no control. Hence, Yin (2014) has defined ‘case study research’ as a 
kind of research inquiry in parallel with “experimental research”, “survey research” and 
“historical research” which investigates a contemporary phenomenon (the “case”) in depth and 
within its real-world context, particularly when the boundaries between phenomenon and 
context may not be clearly evidence. However, case study is distinct between single- and 
multiple-case study designs, for this study, a single-case design is adapted due to evidence of 
former researchers studying on the potential social benefits created by informal entrepreneurial 
activity or small business yielding insights into innovations and innovative by specially 
utilizing single-case design (e.g. Duneier, 1999 see Yin, 2014). Criticisms about single case 
study generally focus on its uniqueness or artificial conditions (e.g. special and deliberate access 
to a key informant); thus researchers should be prepared to make extremely strong arguments 
in justifying if the choice of single-case design (Yin, 2014). 
 
Again, in respect to a case study inquiry, it relies on multiple sources of evidence with data 
converging in a triangulation fashion and benefits from the prior development of theoretical 
propositions to guide data collection and analysis (Yin, 2014). Whilst, the main objective of 
case study is to develop and construct theory, for which in-depth interview can be applied by 
concentrating on obtaining rich and detailed information and convergent interview can be 
utilized to narrow down the research focus. In the same time, case studies require a medium to 
high level of prior theory, which is not the case for in-depth and convergent interview (Riege, 
2003; Saunders et al., 2012). Likewise, the case study starts with a thorough literature review 
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and the careful and thoughtful formulating of research questions or objectives; equally 
important then is a dedication to formal and explicit procedures when doing case study research 
(Yin, 2014). Therefore, the formulation of theoretical framework is of vital important for this 
study as well.  
 
The general analyzed unit in the research is Swedish milk industry, but as for the term “industry” 
is a very large and ambiguous concept, we have therefore located our analyzing units to an 
entrepreneurial business idea for the researched industry. As indicated by Yin (2014), a single 
case study may involve units of analysis at more than one level i.e., within a single case, 
attention is also given to a subunit or subunits; whereby, the resulting design would be called 
an “embedded case study design” (multiple-units of analysis) as contrasts to “holistic case study 
design” (single units of analysis). Embedded design has been considered superior to holistic 
design when facing “turnover change of a certain research question or research design” of a 
single case study (COSMOS Corporation, 1983 see Yin, 2014). Yet, there are also pitfalls for 
embedded design. That is the risk of a case study only focusing on the subunit level and failing 
to return to the larger unit of analysis through subunits. If the holistic aspect of the case study 
(for this study it is “Swedish milk industry”) begins to be ignored, the case study itself would 
have shifted its orientation and changed its nature; but if the shift is justifiable, researcher need 
to address it explicitly and indicate its relationship to the original inquiry (Yin, 2014). Therefore, 
in our case study, we have been very careful to be flexible in the same time remembered to 
return to our researched case industry. 
 

2.3. Data collection  
If no well preparation for data collection, the entire case study can be jeopardized; moreover, 
showing how human subjects will be protect in the aim of gaining approval for a case study can 
pose another challenge (Yin, 2014). In line with Yin (2014), six sources of case study’s 
evidence should be clarified i.e. documentation, archival records, interviews, direct 
observation, participant-observation and physical artifacts.  
 

2.3.1. Secondary data collection 

As indicated by our adoption of abductive approach and case study design, a preceding 
theoretical framework based on a solid theoretical basis has been formulated. To be in line with 
our research question and purpose, materials about entrepreneurial marketing and value 
creation have been covered. These relevant literatures containing scholarly books and 
substantial articles of scientific journal have been identified and collected from the Library of 
University West and scientific databases: ABI Inform, Emerald, Science Direct, and Taylor & 
Francis. All the collected literatures are identified with clear copyright statement and such 
existence of published documents relating to the data can effectively help validation afterwards, 
that is to say, such character of collected literature can enhance the validity of our study.  
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Furthermore, documents and archival records through Internet in addition to scientific resources 
have been gathered. Documentary source like news clipping, articles appearing in the mess 
media such as news for Swedish milk industry have been adapted to formulate the introduction 
and problem definition, as well as archival records encompassing highly quantitative data that 
published by LRF and European Commission have been mainly utilized in the problem 
definition to statistically shown the industry facing problem.  
 

2.3.2. Primary data collection 

The primary data of this research are collected by utilizing purposive and convenience sampling 
methods, and semi-structured interview and observation techniques as source of evidence.  
 
Sampling techniques 
This research utilizes both purposive sampling and convenience sampling. In principle, 
qualitative research has been characterized by the use of small samples; the number of 
respondent is commonly identified between 15 and 40, and seldom exceeds 60; the small 
sample of qualitative study offers insight into questions rather than just answering questions 
like how many people share a certain opinion (Ruyter and Scholl, 1998). Though sample bias 
like a distortion in the representativeness of sample exists (Bryman and Bell, 2011), 
representativeness based on small sample is impossible and not the aim of qualitative study 
(Ruyter and Scholl, 1998). Thus, in marketing research, carefully selecting target group and 
classifying sample is needed to ensure all possible views and opinions of participant may be 
expressed (Ruyter and Scholl, 1998). Based on these statements, a purposive sampling is 
suitable for this research, because researchers often use it when working with small samples 
such as in case study research and when researchers wish to select sample that are particularly 
informative (Saunders et al., 2012).  
 
Purposive sampling is a non-probability (or non-random sampling) form of sampling (Bryman 
and Bell, 2011; Saunders et al., 2012); it requires researchers to select participants based on 
their own judgments (Saunders et al., 2012) which are derived from their goal of answering 
research question(s) and meeting research objectives (Saunders et al., 2012; Bryman and Bell, 
2011). Under a purposive principle, researchers need to be constantly clear in their minds what 
the criteria are that will be relevant to the inclusion or exclusion (whatever the units or cases of 
analysis e.g. organization, employees, students, or something else) (Bryman and Bell, 2011). 
Criticism of purposive sampling always focuses on its weakness of generalizing to population 
for its non-probability sampling approach. 
 
Whereas, a convenience sampling refers to sample that is selected haphazardly only because 
their attributes of easy availability for researchers (Saunders et al., 2012); it is simply available 
by chance to the researchers (Bryman and Bell, 2011). For instance, a person interviewed at 
random in a shopping mall for a television program (Saunders et al., 2012). This sampling 
technique is intensively criticized on its little credibility and problematic of generalization 
(Saunders et al., 2012; Bryman and Bell, 2011). Despite this, convenience sampling often 
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ostensibly meets purposive sample selection criteria that are relevant to the research objective(s) 
(Saunders et al., 2012), also a pre-screening of participant is advisable (Bryman and Bell, 2011); 
meanwhile, it is very common in the field of business and management and are more prominent 
than samples based on probability sampling (Bryman and Bell, 2011).  
 
For our study of involving large amount of university students as population by considering a 
purposive sampling, it is wiser to also consider convenience sampling as precedent. Moreover, 
as indicated by Saunders et al. (2012), it might be non-problematic if little variation of the 
population for which those evidences from sample are of limited use in relation to the research 
question. To allay the variation of our convenience sampling approach for collecting data from 
the proactive target customers (university’s students), our source of evidence is not simply 
gathered by self-completion questionnaires (Bryman and Bell, 2011) of students, but collected 
through semi-structured interview (which is introduced in the next section). By following an 
interview method, questions like “are you a student of University West?” can be asked and if 
the answer is “no” we can either continue the interview to identify new customer segmentation 
or cease it to find a new candidate which is more flexible and bias alleviated. Then another 
researched unit (i.e. stakeholder) has been adopted a purposive sampling technique in selecting. 
Those stakeholders are identified from different angles and likely candidates including: 
personnel or manager of university cafeteria, profession of case company LRF, small business 
expert, and other companies who have a similar business model as, or a potential business 
model that can be adopted by our researched entrepreneurial business.  
 
Interview as source of evidence 
This study has adapted a semi-structured interview method as the main source of evidence and 
the data collecting technique. In case study, one of the most important sources of evidence is 
interview (Yin, 2014). However, due to researcher’s pursuit of a consistent line of inquiry, the 
actual stream of questions in a case interview resembles to be fluid rather than rigid (Rubin and 
Rubin, 2011 see Yin, 2014). Herewith, case study usually utilizes “semi-structured interview” 
or “unstructured interview”. For this study, we have employed a semi-structure technique. In 
semi-structured interview, the researcher has a list of themes and possible key questions to be 
covered (Saunders et al., 2012), often refers to as an interview guide, and there is yet a great 
deal of leeway for interviewee in how to reply (Bryman and Bell, 2011) that is to say the 
interview process is considerably flexible.  
 
In addition, multiple interviewers (more than one interviewer) could be involved in an interview 
process. Bechhofer et al., (1984) claimed this method having advantages in incorporation of 
different style of question from different interviewers and contribution to a more informal 
atmosphere akin to a three people discussion rather than an exchange between two persons 
(Bryman and Bell, 2011). For our study, a multiple interviewers method has been adopted i.e. 
two interviewers are involved in almost all the interviews. Meanwhile by utilizing interview, 
audiotapes certainly provide a more accurate information of any interview than taking notes 
(Yin, 2014); researchers can audio recording data where permission is given (Saunders et al., 
2012). Audio-recording has advantages on being able to be re-listened, allowing interviewer to 
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concentrate on questioning and listening; yet, it has always been criticized on its possibly 
inhibiting some interviewees response and consequently reliability reducing, time required to 
transcribe, and technical problem might occur. For our study of interviews, audio recording and 
notes taking have been both applied if permission was given, and if not notes, taking was our 
only explicit way of data recording. 
 
Regard to the interview guide, we need to address three basic data collection elements for this 
research:  
(1) Location: find a quiet and less interrupted space when conducting interview is vital. In 

respect to our interview we have interviewed students that eat in university’s cafeteria or 
those who bring their own food eating at campus’ free eating areas (tables that enable 
students to eat their own food) for such locations giving interviewees less pressure 
(Saunders et al., 2012) which facilitate their delivering of genuine answers (Bryman and 
Bell, 2011). Nevertheless, this implementation in the same time imposed us difficulties in 
conducting interview in a setting of quiet. To address such problem, we tried to locate our 
target candidates before and after the peak time of lunch (say 10:00-11:30; 13:15-14:30) 
which could reduce the bias or errors caused by our chosen of interview location. Interview 
locations for stakeholder have been chosen like private office or special group rooms, which 
were under the condition with much less noise and interruption.  

 
(2) Scheduling: qualitative case study is time consuming and uncertainty involving, making a 

clear schedule of data collection activities within specified periods of time is as essential 
(Yin, 2014). Especially for our study of starting with randomly interviewing a number of 
students in University West (there are about 12,000 students according to HV (2014)), as 
well as concerning on the principles of grounded theory, researchers are normally 
recommended to continuously collect qualitative data until data saturation is reached. That 
is to say the amount of our interviewed students is unknown, yet Saunders (2012) has 
summarized the sample size with a non-probability sampling approach, for semi-structured 
interview the minimum sample size is 5-25, as well as for grounded theory the minimum 
sample size is 20-35 (Saunders et al., 2012). Therefore, our preliminary sample size of 
participants should be 30-40 by also considering the nature of qualitative study. As pointed 
out by Saunders et al. (2012) it may be practical to undertake a number of interviews in one 
day (say about three interviews per day is appropriate) and meanwhile to make notes, write 
up information and to conduct initial analysis for researcher. Our determination was to 
interview 3-4 students in a ten working-day period, some initial analysis were undertaken 
simultaneously, meanwhile, we contacted and book time with relevant stakeholders to 
arrange further interviews with them. Thus, our actual interview schedule containing time, 
sample size, location of interviews and description has been depicted in Appendix I. 

 
(3) Questions: remember to ask question for general information of interviewee (name, age, 

gender, etc.) as well as specific information (position in company, number of years 
employed etc.). Researcher should create a certain order on the topic areas and formulate 
interview questions or topics in a way that help to answer research questions (but try not to 
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make them too specific); and try to use comprehensible language instead of too many 
theoretical concept (Bryman and Bell, 2011; Saunders et al., 2012). 

 
Interview questions formulation 
A set of substantive questions reflecting researcher’s actual line of inquiry is the heart of the 
case study protocol (Yin, 2014). One of the drivers of choice of semi-structured interview as 
source of evidence is due to the nature of the data collection questions (Saunders et al., 2012). 
Whereby, our study have mainly used open question that allows interviewees to define and 
describe a situation or event (Saunders et al., 2012); that is, respondents can reply however they 
wish when question being asked (Bryman and Bell, 2011). Opening questions are normally 
started with words: ‘what’, ‘how’ or ‘why’ (Saunders et al., 2012); however ‘why questions’ 
has been criticized on its probable of creating defensiveness on interviewee (Becker, 1998 see 
Yin, 2014) in contrast to ‘how questions’ which are more modest and neutral. Salience of open 
questions with its follow-up probing questions is obvious which can help researcher avoid bias, 
explore topic by producing a comprehensive explanation (Saunders et al., 2012) such as they 
allow unusual responses to be emerged and are useful for exploring new area or ones in which 
the researcher has limited knowledge (Bryman and Bell, 2011). In contrast, many also criticize 
on asking open questions: is time consuming and requiring greater effort from respondents 
(Bryman and Bell, 2011). To deal with this, some close questions have been formulated for this 
research to let responders focus on our theme as well. 
 
Then, different kinds of question for qualitative interview also include:  
(1) introducing questions: “please tell me about when you start to do X”;”Have you ever…”; 

“why did you go…” (Bryman and Bell, 2011; Saunders et al., 2012); 
(2) probing questions (contain follow-up questions): this type of question can be inquired in 

three ways i.e. requesting a more particular focus or direction, seeking explanation where 
researcher do not understand the interviewee’s meaning, and reflecting or interpreting 
statements made by interviewee (Saunders et al., 2012; Bryman and Bell, 2011);  

(3) direct questions: this kind are perhaps best left until to the end of the interview, in order to 
influence the direction of the interview to much e.g. ”do you find it easy to do X?”; “are 
you happy to do X” (Bryman and Bell, 2011);  

(4) Indirect questions: “what do most people round here think of it?” perhaps followed by “is 
that the way you feel too?” in order to get the individual’s own view (Bryman and Bell, 
2011).  

 
Furthermore, there are different angles that questions can inquiry: value, belief, behavior, 
attitude, perception, relationship, place and locales, emotion, encounter, stories (Yin, 2014; 
Bryman and Bell, 2011). At final step of interview question formulation, researcher must think 
about how to end interviews satisfactorily and make sure the interviewees having a chance to 
comment fully on the researched topic and raise issue that researchers have overlooked in 
questions guide (Bryman and Bell, 2011).  
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Observation as source of evidence 
Observational evidences are often applicable in providing additional information about the 
research topic (Yin, 2014). In this study, direct observation and participant observation in 
accordance with Yin (2014) have been employed in a less formally way. In most cases, a case 
study should take place in the real-world setting of the case, many phenomena of interest have 
not been purely historical, and some relevant social or environmental conditions will be 
available for direct observation (Yin, 2014). It can take place immediately throughout a 
fieldwork of interview, such as the immediate expression of work condition may indicate 
something about the culture of an organization (Yin, 2014). In addition, taking photographs 
while an observation can be valuable which might assist researchers to convey important case 
characteristics to both themselves and outside observers (Dabbs, 1982 see Yin, 2014; Bryman 
and Bell, 2011). For participant observation, researchers may assume a variety of roles within 
a fieldwork situation and might actually participate in the actions being studied (DeWalt & 
DeWalt see Yin, 2014). Those collected data from participant observation are researched on the 
researchers’ perceptions and feelings as they experience the process; coherent diaries and notes 
of such process about researchers’ (as participant) feeling of value intervened or changed are 
called ‘experiential data’ (Saunders et al., 2012).   
 
Despite our main source of evidence is interview, different approaches of observing the real 
world have been conducted for our entrepreneurial implementation in respect to our starting 
point is who we are and what environment we are involved in. We therefore have applied direct 
observations to reveal the pattern of students buying coffee from university cafeteria’s coffee 
machine for our innovative machine might share a same pattern. In addition, we have had to 
direct observe our likely interviewee in cafeteria or free eating-place. For instance, a group of 
students are discussing in the cafeteria, we will not go directly and interrupt them to ask for an 
interview, or some students just drink coffee during a 15 minutes course break and are in a 
hurry to come back to class, we will not chose her(him) as our target interviewee either. In 
addition, it might be clumsy to ask our interviewed students about ‘sex’ (i.e. male or female), 
because as interviewer we can identified this by ourselves. Regard to participant observation, 
as researchers, we image ourselves as both role of customer and entrepreneur. As entrepreneurs, 
we are looking for a lower price of ‘milk plus cereal meal’ offering to customers, we have 
therefore visited different supermarket in town to record the prices of cereal and milk product 
by taking photographs to roughly calculate their average price afterwards to better setting price 
for our entrepreneurial business idea. As customers, we have to imagine different issues that 
customer might encounter while buying such meal by using the milk-cereal machine that can 
help us improve the process design of it. Compared to rigorous observation process, ours are 
more casual and happen in a nature setting of the entrepreneurship. 
 

2.3.3. Ethical principle 

Different ethical issues arise at various stages in business and management research (Bryman 
and Bell, 2011; Saunders et al., 2012). A good case study researcher ought to strive for the 
highest standard on “research ethics”; these could include being honest, avoiding deception 
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(fabrication of data is totally unacceptable and unethical), neither plagiarizing nor falsifying 
information, and accepting responsibility for one’s own works (Yin, 2014; Saunders et al., 
2012). We emphasize our discussion of ethical issues in data collection phase. For both primary 
secondary data collection, copyrights of our quoted public article, reports, books as well as raw 
material such as interview transcripts are all need be protected. As defined by Bryman and Bell 
(2011), copyright is an intellectual property right that protects the owner of copyright from 
unauthorized copying. Hence, every source of data cited by this research was well recorded, 
listed and indicated to the original creator; moreover, a certain degree of ethical consideration 
is carried by the accurate textual reference and the reference list (bibliography) in our study. 
 
In consideration of primary data collected by interview, voluntary, confidentiality and 
anonymity are of significant for this research: 
(1) Voluntary: researcher should primarily alert potential participants and formally soliciting 

their volunteerism in participating in the study (Yin, 2014). That is, overzealous questioning 
and pressing them for participation or response could be considered as unethical (Saunders 
et al., 2012). Such process of a formal solicitation could be choosing reasonable time of a 
day, promising participants of a certain interview time-period (prolong an interview could 
also be unethical), clarifying their right to decline to respond to any question (Saunders et 
al., 2012). 
 

(2) Confidentiality and anonymity: researcher ought to ensure the confidentiality and 
anonymity of the participants as promised (Saunders et al., 2012); to ensure collected data 
are genuinely anonymous and confidential, Tom once has done a ethical consideration of 
his study of well-being among call-center workers in two aspects (Bryman and Bell, 2011):  
(a) Anonymity of interviewees: by using interviewee A, interviewee B; 
(b) Clarifying of how participant’s data will be used: he explain to participant that all his 

tapes will be destroyed after transcription and he will make sure that there was nothing 
of the transcription could be linked back to any individual such as he will not say “a 
middle aged, Asian call handler said”. 

 
Specific to our research of collecting data via interview, for a likely participant as student, we 
have firstly introduced our purpose of interview briefly, and clarified the maximum time 
consuming of the interview. Moreover, if she refused s to participate we would not further force 
her to do so. Or if she was convenient and willing to be interviewed, we would secondly alert 
her about her rights to declines to answer a particular question, as well as ask for permission of 
using tape recording and highlight that the tape would be only used to easier our transcription. 
In addition, for the interviewed students as target customer, we have just called them as 
Customer 1 (C1), Customer 2 (C2), etc. and for interviewed stakeholders we will just address 
their title or position in the organization or company. 
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2.4. Analysis method 
This study has applied a template analysis method by adopting some principles of grounded 
theory and pattern matching logic in case study. Qualitative data are likely to be characterized 
by their fullness and richness; that is the ‘thick’ or ‘thorough’ description associated with 
qualitative data are in contrast to the ‘thin’ description associated with quantitative data 
(Saunders et al., 2012). Nevertheless, the difficulty of finding analytic paths through the 
richness of qualitative data has been criticized due to its failure of guarantee a ‘true analysis’ 
(Miles, 1979 see Bryman and Bell, 2011). Therefore, unlike quantitative data, there are few 
well-established and widely accepted rules for the analysis of qualitative data; in other word, 
qualitative data analysis has not yet reached a codification on analysis procedures (Bryman and 
Bell, 2011) which resembles to case study. Moreover, as indicated by Saunders et al. (2012) the 
quality of qualitative research could be ensured by adequately interaction between data 
collection and data analysis that implicates the nature of qualitative research. According to these, 
grounded theory as qualitative data analysis method have been widely accepted for it provides 
a systematic set of procedures to develop an inductively derived theory about phenomena 
(Strauss and Corbin, 1998) and comparatively rigorous iterative manner between data 
collection and data analysis (Saunders et al., 2012).  
 
As outlined by Strauss and Corbin (1998), the grounded theory approach enables the researcher 
to begin with an area of study, and allows the “relevance” to emerge (rather than begin with a 
theory and then prove it). Meanwhile, creativity is also a vital component of grounded theory, 
in that various procedures force the researcher to break through traditional assumptions or 
norms, and create a new order out of old. When it comes to entrepreneurial, marketing, 
grounded theory would be developed from a combination of the existing literature, professional 
and personal experience (Carson and Coviello, 1996). Thus for this thesis research, we have 
followed Carson and Coviello (1996) on applying the principles of grounded theory. But in the 
same time, we have employed a preceding theoretical framework developed by combining 
relevant previous researched concepts (Saunders et al., 2012) in the ‘entrepreneurial marketing’ 
and ‘value creation’ area which can help us analyze the qualitative data to a great extent. This 
implementation also reflects our adaptation of an abductive approach, which combines 
deductive and inductive approach. In this sense, elements of theoretical framework have been 
predetermined; then they have been amended or added to (the framework) throughout the 
continuously iterative process of data collection and analysis. Hence, King (2012) defined this 
analysis method partly following a grounded theory principle as Template Analysis (Saunders 
et al., 2012). So the template analysis method has been adapted by this research as an alternative 
analysis method of grounded theory.  
 
Compare to template analysis, grounded theory is more structured with specifying a set of 
procedures to be used (Corbin and Strauss, 2008 see Saunders et al., 2012) which is much more 
prescriptive, whilst template analysis is similar to the data display which offers a more flexible 
route to analysis (King, 2012). Meanwhile, as advocated by Carson and Coviello (1996), a less 
rigor analysis approach may be especially relevant in the context of researching 
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entrepreneurship, which has been recognized to being susceptible to conformity and rigor. 
Overall, it might be fundamentally unnecessary and inappropriate to apply a method with rigor 
(such as grounded theory) in relation to a subject (such as entrepreneurial marketing) which 
may be inherently without rigor; therefore, an integrated combination of compatible and 
complementary methods will yield substantially more satisfying results (Carson and Coviello, 
1996). Therefore, an adoption of template analysis combining with principles of grounded 
theory for our research on entrepreneurial marketing is again rational to be implemented. 
 
In addition, the most obvious difference is that grounded theory does not permit the prior 
specification of any codes to analysis data that requires almost a pure inductive analysis 
approach, while template analysis involves developing categories and attaching preceding 
conceptual framework to units of data (Saunders et al., 2012). Subsequently, template approach 
allows codes and categories to be shown hierarchically (codes are listed in different levels e.g. 
1. Contextual factors; 1.1. Nature of the product; 1.1.1 Feature) to facilitate analytical process. 
Thus, data are coded and analyzed to identify and explore themes, pattern and relationships. 
Then the process of analysis interview transcripts or observation notes would lead to some of 
codes or themes being revised, deleted, changed level of place, added or even merged with 
others. For instance, the theme indicated by a lower-level code may assume a greater 
importance than expected once data being collected and analyzed. Similarly, a higher-level code 
may be restricted in practice and thus needs to be reclassified at a lower-level as a subset of 
another higher-level code (King, 2012; Saunders et al., 2012). Hence, the template may 
continue to be modified until all of the collected data have been thoroughly coded and analyzed 
which is analogous to reach the theoretical saturation of grounded theory. The saturation occurs 
when data collection ceases to reveal new data that are relevant to a category where the category 
has been well developed and relationships between categories have been verified (Saunders et 
al., 2012). The template or category serves as an initial conceptual framework, which will be 
revised and finalized as a means to represent and explore key themes and relationship in the 
empirical evidence (Saunders et al., 2012).  
 
However, as criticized by Bryman and Bell (2011), template approach might be similar to a 
“thematic analysis” for a theme more or less same as a code. Moreover, the term “thematic 
analysis” is not an approach that has an acknowledged heritage and had just fourteen hits of 
articles in journals in the field of management over previous ten years when they searched the 
Web of Science database (search conducted in 2010). Thus, we have adopted their technique of 
search keyword “template analysis” in scientific database and found that Parry (2003) has 
utilized a template analysis combining principles of grounded theory in his study of 
organizational management by introducing a term “thematic codes” for the category of his 
adapted conceptual framework. More recently, Wainwright and Shaw (2013) have employed 
King’s (2004) thematic template analyses in their research on effective IT project collaboration 
for public sector management. Accordingly, we clarified that the term ‘code’ in our study as 
the identified elements of theoretical framework (also conceptual framework) illustrated in a 
hierarchically manner, among which those elements can be extracted from “existing theory and 
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literature” (Yin, 2014), “terms used by interviewee”, and “terms that emerging from collected 
data” (Saunders et al., 2012). 
 
Furthermore, Yin (2014) and Saunders et al. (2012) have maintained that ‘pattern matching 
logic’ and its special type ‘explanation building’ are two common analytic techniques that assist 
researcher to link their collected data and theoretical propositions. To put them simple for this 
thesis research, our initial ‘coding template’ have been amended after some initial data 
collection. Then further round of data was collected to compare and match with the revised 
template; after that, a further amendment of the revised template was undertaken in the light of 
further data collection. Eventually, according to Saunders et al. (2012) further iterations of data 
collection and analysis was carried out until a satisfied explanation was reached; and as a result, 
the threats to validity of our conclusions might be alleviated. 
 

2.5. Source critique  
The quality of data source is examined in this section. As indicated, the types of secondary data 
collected in the aim of supporting this study include scholarly books, scientific journal, archival 
records, and documentary sources like news clippings and articles of mess media. Likewise, 
the primary data have been mainly collected by semi-structured interviews. 
 
(1) For secondary data source: Criticism on secondary data could primarily be its collecting 

data for another special purpose that does not match the researchers’ needs. In other words, 
the chosen secondary data may fail to provide information that need to answer research 
question(s) or meet the objectives of the research, which might result in invalid answers. 
So as researcher should ensure internal validity (credibility) of the secondary data by 
excluding of irrelevant data and the sufficiently covering the data in the field that support 
the research. Meanwhile, to ensure the external validity (transferability) for secondary data, 
researchers rather than just adapting one single theoretical construct could establish a multi-
theoretical framework (Khan, 2014). Then due to the more comprehensive of the study, the 
more validity a study can reach, and the more possibility it can be transferred to other 
researches. Thus, theoretical framework in our thesis project has been ended up in a multi-
theoretical framework by adapting various theories, which could cover a holistic ‘value 
creation’ area. 

 
However criticisms on data resource of documentation and archival records have been 
prominently focused on two aspects i.e. their inaccuracy and collecting by other special 
purpose to special audience (Yin, 2014; Saunders et al., 2012). For documentation, that 
many unaware aggregations of public documents (Saunders et al., 2012) such as 
deliberately edited by special personnel before publication, could impact the whole validity 
(credibility) of data collection of a study (Yin, 2014). Likewise, for archival records, there 
are also pitfalls on its passing relevance (e.g. a record 5 years ago) and inaccuracy of 
producing condition. For both resources conducting for other purpose and audience, 
researcher must strive to justify their utilizing of such data (Saunders et al., 2012). Hence, 
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those document and archival records has been adapted but they were just cited in the 
introduction and problem definition of this study. 

 
(2) For primary data source: In respect to primary data collection by semi-structured interview, 

there are weaknesses of bias due to poorly articulated questions of interviewer, response 
bias of interviewee such as inaccuracies and ambiguity answers, and reflexivity that is 
interviewee gives what interview wants to hear (Yin, 2014). To avoid poorly articulated 
questions, we have clarified and probed meaning of the question we ask, and supplied 
relevant information to interviewee before asking some question. Nevertheless, there has 
been risk of reflexivity in our practice, since our innovative implementation not existing in 
the real world as well as time limitation of every interview with interviewees selected by 
using convenience sampling, for some question, we have provided interviewee with 
sufficient information and even given them structured choices to let them provide accuracy 
answers.  
 
Meanwhile, in order to ensure the interviewees giving reliable answers, we tried to identify 
potential interviewees that originally sit at quiet place in university. Also, we have just 
recorded the first five interviews with customer, then we gave up on recording during the 
interview for one of the interviewees has expressed that she was afraid to talk when she 
have been informed that she has been recorded. This change also made our interview with 
customer more efficiency than before. So the tape-recording has been mainly utilized when 
interviewed with stakeholders.  

 

2.6. Reliability/Validity 
Regard to quality issues, both reliability and validity should be considered for this study. In 
respect to the nature of qualitative study, Lincoln and Guba (1985) and Guba and Lincoln (1994) 
have defined alternatives to reliability and validity as criteria for assessing qualitative research 
(Parry, 2003). They are ‘dependability’ for ‘reliability’, ‘credibility’ for ‘internal validity’, 
‘transferability’ for ‘external validity’ and ‘conformability’ for ‘objectivity (construct validity)’ 
(Bryman and Bell, 2011; Saunders et al., 2012; Riege, 2003). In accordance with the nature of 
case study design, Riege (2003) has delivered a comprehensive overview of eight quality 
assessing techniques in order to offering a practical and valuable step-by-step guide to 
addressing and establishing validity and reliability for both marketing practitioners and 
academics. These eight techniques are construct validity, internal validity, external validity, 
reliability, confirmability, credibility, transferability, and dependability. Moreover, it could 
enhance the quality, validity and reliability of case study research, if all the eight criteria are 
applied rigorously. 
 
Due to‘dependability’ merges the concept of ‘internal reliability’ and ‘external reliability’, we 
decide to still adapt the two aspects of reliability for this research to give a more rigor test of 
the study. Hence, five quality criteria i.e. internal reliability, external reliability, credibility 
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(internal validity), transferability (external validity) and confirmability (construct validity) have 
been decided to apply and estimate the quality of this research. 
 
(1) Internal reliability in qualitative study refers to the consistency between internal coders, 

observers, if a research involves in more than one researcher. In other words, the internal 
reliability is indicated by the agreement about what they see and hear among members of a 
research team (Bryman and Bell, 2011). In our research, two members have been 
participated, thus it has been possible to ensure the internal reliability by continually 
communicating and comparing data transcription and analyzing result between us two.  

 
(2) External reliability refers to whether the data collection technique and analytic procedures 

would produce consistent finding if repeated on another occasion or replicated by a different 
researcher (Saunders et al., 2012). In qualitative study, LeCompte and Goetz (1982) have 
recognized that it is impossible to ‘freeze’ a social setting and the circumstances of an initial 
study to make it replicable (Bryman and Bell, 2011). Nevertheless, one key to enhance 
external reliability of a research is to ensure that the research process has been clearly 
evaluated and does not contain ‘logic leaps and false assumptions’ (Saunders et al., 2012). 
Thus, researchers need to report each part of the research process in a full transparent way 
to allow and easier others to judge and replicate the study (Saunders et al., 2012). In 
accordance to the transparency requirement, we have clarified all our procedures of data 
collection in detail. Other researchers with different purpose can examine our interview 
schedule and interview guide in appendix I and II. Moreover, the full version of interview 
transcriptions in detail and tape recordings hold by us are always available for scrutiny.   

 
(3) Credibility in qualitative study refers to a good match between researchers’ observations 

and the theoretical ideas they develop (Bryman and Bell, 2011). Two common techniques 
to assert credibility are ‘respondent validation’ and ‘triangulation’ (Parry, 2003). We have 
utilized both techniques to enhance the credibility of the research. As for ‘respondent 
validation’, we firstly tried to give result feedback of second round interviews to the 
stakeholder we interviewed in the third round interviews; that is, before starting interview 
with the university cafeteria’s manager, we tried to show him some results and figures that 
defined through the interviews with customers to let him confirm our initial findings. 
Secondly, after the transcription of the interview with the manager, we found out that some 
of the interview information was ambiguity and missing, and then we therefore get back to 
him to let him clarify those information to ensure we had correctly and accurately 
transcribed this interview. As for ‘triangulation’, it entails using more than one method or 
source of data in the study of social phenomena and has been applied more broadly by 
Denzin (1970) to refer to an approach that uses ‘multiple observers, theoretical perspectives, 
source of data, and methodologies’ (Bryman and Bell, 2011). In this study, the primary data 
have been collected through both interview and observation; moreover, we used both 
purposive and convenience sampling method to select our interviewees; also, multiple 
interviewers involved in the data collection phase; furthermore, the study has also calculated 
some quantitative data to supplement the qualitative approach. 
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(4) Transferability refers to the degree to which findings can be generalized cross social setting 

and transferred to another context (Bryman and Bell, 2011). Yet, in the phase of ‘research 
design’, definition of the scope and boundaries can help to achieve analytical generalization 
rather than statistical generalization (Marshall and Rossman, 1989; Yin, 2014). The scope 
and boundaries of a case study normally cover the case itself, the relevant social group, 
organization, or geographic area, the type of evidence, and the priorities for data collection 
and analysis (the academic theories applied to the data also need to be listed so the reader 
knows the lens of analysis the researcher is using) (Yin, 2014). Thus, for our thesis, we have 
initially clarified our studied scope and boundaries. That is, we research on milk (dairy) 
industry, but it specifically focuses on the milk industry within Sweden (a single case study). 
Then our study has chosen the university cafeteria as target market i.e. the students as the 
target customer for our researched small business. Therefore our primary data collection 
through interviews has been mainly conducted in University West, and in the same time, 
we have interviewed industries or small business experts within Sweden or nearby in town 
(Trollhättan: where University West located in) to support the building of small business 
network.  
 
Transferability could also be enhanced by multiple-case study design and the technique of 
‘thick description’. When specific to this study, we have just focused on one case i.e. 
Swedish milk industry, but there have been evidences according to our initial interview with 
case organization and some official documents online that Finland and Demark or other 
Europe countries sharing similar domestic milk industry chains, so the transferability ought 
to be high for focusing just one case. Then for “thick description” of our study, we should 
firstly understand that thick description refers to a way of achieving external validity by 
describing a phenomenon in sufficient detail (Lincoln and Guba, 1985). This requirement 
has reminded us to gather as more relevant information as we could during data collection 
to reach the data saturation. 

 
(5) Confirmability corresponding to objective, concerns with the researcher acting in good faith 

during the whole research process (Bryman and Bell, 2011; Parry, 2003). Regard to case 
study research, it is generally perceived more subjective rather than objective (Riege, 2003); 
hence, we should make effort to prevent our judgment during data collection and analysis 
from subjective mood. Moreover, we cannot force data or fake evidence to match a 
particular theory (Maxwell, 1996). 
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3. Theoretical framework  

This chapter concerns on the reviewing of previous theories and frameworks that relevant to 
justify the research question and purpose. Whereby, it is divided into three main sections i.e. 
choice of collection of literature, critical literature review, and analysis model. 
 

3.1. Choice of collection of literature 
The collection of scientific literatures of secondary data has been mainly undertaken through 
reading books in University West’s library and searching Internet based scientific databases (i.e. 
ABI Inform, Science Direct and Emerald and Taylor & Francis). The collected literatures have 
been utilized to enhance and extend our knowledge in the field of international business and 
marketing as well as to formulate coding template of the study that runs through the whole 
process of data collection and analysis. Furthermore, specific literatures have been collected in 
accordance to our pre-defined research purposes and the keywords indicated by the research 
questions.  
 
The literature collection was originally started by searching keywords as ‘entrepreneurship and 
small business’, ‘entrepreneurial small business’ and ‘small business management’ in the area 
of entrepreneurship, whereby the ‘prevailing franchising form of entrepreneurial 
implementation’ has been given special emphasizing at the beginning by reading Maritotti and 
Glackin’s (2012), Scarborough’s (2011) and Katz and Green’s (2011) book. Yet, 
entrepreneurial business is a wide range of field including seeking opportunity, exploring 
marketing, financial related issues, formulating marketing plan, small business operating, 
leadership, ethics, legitimacy issues and internationalization of business etc.  
 
Thereafter, we found Bjerke and Hultman’s (2002) entrepreneurial marketing that focuses on 
a narrower range of entrepreneurship and bridges the entrepreneurial business with the ‘value 
creation’ and ‘value co-creation’ concepts in an explicit way. This book has therefore provided 
us the possibility to research the area of value creation and co-creation in entrepreneurial 
marketing. Likewise, as the diversified business model existing in the entrepreneurial field, we 
thus decided to not limit the possibility of business model as just franchising for our 
entrepreneurial idea. Hence, the research is emphasized on the two domains i.e. entrepreneurial 
marketing and value creation. Whereas, besides Bjerke and Hultman (2002) has obviously 
indicated the connection between entrepreneurial marketing and value creation, there is a 
considerable scarcity of existing articles concerning on both domains, such as we just find one 
article of Özdemir (2013) that concerning on both entrepreneurial marketing and social value 
creation. Nevertheless, there are abundant researches regarding to the two domains separately.  
 
In the area of value creation, the framework of Lindgreen et al. (2012) as well as Vargo and 
Lusch’s (2004) and Grönroos’s (2008) research in value creation area have been considered 
representative. Meanwhile, value proposition as the source of value creation is mainly 
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concerned by this research. Previous researches in value proposition development include 
article of Lanning and Michaels (1988), Anderson et al. (2006), Eichentopf et al. (2011) and 
Frow and Payne (2011) as well as two units are covered i.e. customer and stakeholder by these 
four researches. Moreover, the specific codes of value propositions have been identified from 
different scientific books and articles, within which three books are Asker’s (2011), Bjerke and 
Hultman’s (2002), and Kotler and Keller’s (2012). While Nine articles about value proposition 
include Eichentopf et al. (2011), Vazquez et al. (2013), Prahalad and Ramaswamy (2004), 
Viswanathan et al. (2014), Frow and Payne (2011), Mort et al. (2012) Morrish et al. (2010), 
Özdemir (2013) and Franco et al. (2014).  
 
In the area of entrepreneurial marketing, two aspects are concerned i.e. marketing STP 
(segmentation, targeting, and positioning) and marketing mix as value creation carrier. The 
literatures concerning on STP include Fill (2011), Aaker (2011), Morrish et al. (2010), Doole 
and Lowe (2012). The literatures concerning on entrepreneurial marketing mix include Bjerke 
and Hultman (2002), Martin (2009), Doole and Lowe (2012), Kolabi et al. (2011), and Frow 
and Payne (2011).  
 
Hence, substantial literatures have been adapted by this research to ensure its transferability. 
Moreover, the research has strived to use the updated and valid scientific literatures. 
 

3.2. Critical literature review 
This section provides a critical reviewing on literatures, which is divided by the two main 
research questions of the study. Research question 1 contains the (1) current situation of value 
creation, (2) value proposition framework as source of value creation, and a pre-defined (3) 
value proposition framework. Research question 2 covers the EM as the value creation carrier 
which contains two main aspects i.e. EM STP and EM mix; the third aspect intends to introduce 
the eighth ‘P’ (partnership) for EM mix other than 7Ps for conventional marketing.  
 

3.2.1. Research question 1: value proposition framework 

Current situation of value creation 
The creation of value is paramount important to the survival of a company (Kotler and Keller, 
2008 see Lindgreen et al., 2012); yet academics and practitioners recognize that there are still 
inadequate on clarifying the concept of “value” in business and industrial marketing (Anderson 
and Narus, 1998 see Lindgreen et al., 2012). Hence, the fierce competition nowadays requires 
an enterprise must ensure value content in its goods and services (Lindgreen et al., 2012). 
Various kinds of value exists due to the producer’s sense of ‘value’ differs from user’s (Miles, 
1961). Therefore, value can be created when product attributes, e.g. design, service or support, 
match specific customer needs (Kambil et al., 1996 see Lindic and Silva, 2011), while it can be 
simply generated by minimizing monetary cost, as well as, supported by delivering advantages 
at the consumer or stakeholder level (Anderson et al, 2006; Lindic and Silva, 2011). 
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Two distinct stream researched on value has been developed by recent marketing literatures i.e. 
the “value of (augmented) goods and services”, and the “value of relationship” (Lindgreen et 
al., 2012). From a goods and services perspective, the value is the cost of the product (i.e. total 
price paid) plus a subjective marginal value which depends on the buyer’s own value system 
(Neap and Celik, 1999). Despite this, argued by Anderson and Narus (1998), value and price 
are independently existent, which means “value” always exceeds the price as different 
incentives that motives customers to purchase. That is to say, value is the monetary worth of 
benefits (e.g. technical, economic, service, and social) a customer receives (Lindgreen et al., 
2012). Thus, customer always try to maximize the perceived benefits and minimize the 
perceived sacrifice (costs i.e. money, time, effort) (Woodruff, 1997); congruently, by adopting 
a supplier perspective, perceived value of customer comprises two complementary aspects i.e. 
perceived benefit and perceived costs (Lindic and Silva, 2011; Ulaga and Chacour, 2001). 
Thereby, the delivered value to customer can be estimated by different measurements, but 
customers not always choose the offer with the highest delivered value (Kotler, 2003). For 
instance, a customer might just willing to buy the lowest price; or intend to maximize only 
personal benefits; the other may embed a loyal relationship with a company and thus buy from 
it with almost regardless of the delivered value (Lindgreen et al., 2012). 
 
Likewise, from a relationship perspective, value creation occurred not in isolation (Lindgreen 
et al., 2012; Lindic and Silva, 2011). Managers of company always strives great emphasis on 
managing long-term relationship, networks, and interaction through focusing on their 
employees, customers (and their customers), suppliers (and their suppliers), and other market 
(Coviello, 2002 see Lindgreen et al., 2012), by which companies could thus be able to enjoy 
attractive features such as the reputation, location, or innovation provided from their solid 
relationship networks (Lindgreen et al., 2012). In essence, relational exchanged could accrue 
more than transactional exchange (Lindgreen et al., 2012), in order to reach that, companies 
ought to examine all value-creation interaction in any business/customer relationships, in the 
meantime, dedicate efforts to maintain and sustain those relationships. Therefore, the role of 
companies has changed, besides provide goods and services, they need to design system of 
activities to help customer create value (Wikstrom, 1996). Meanwhile, sellers and buyers co-
create value and companies devote to combine its resources with other’s capabilities which 
make a trade-off more profitable served by qualified relationship (Grant, 2004 and Wester, 2000 
see Lindgreen et al., 2012). Indicated by Lindgreen et al. (2012), a relationship has value when 
“(1) exchanges become predictable and reassuring as the partners learn to organize their 
business operations and (2) learning and adaptation in the relationship result in new solutions”. 
 
Two concepts have been emerged to describe the marketing logic i.e. service-dominant logic 
(S-DL) and goods-dominant logic (G-DL). S-DL indicates that value (especially relationship 
value) is a measurement of joint outputs, namely, a joint value. As advocated by Vargo and 
Lusch (2004) and Grönroos (2008) that S-DL centers on the co-creation of value through inner-
linked resources, engagement and actors; whilst, value is not created by exchange, but joint co-
creation and illustrated as value in use (i.e. customer value created between parties); whereas, 
G-DL mostly emphasizes on a supplier delivery value (Lindic and Silva, 2011). To 
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appropriately apply the two marketing logic, as explained by Grönroos (2008), if customers are 
buying goods and services as value-creating processes or can be persuaded to do so, a strategy 
based on a service logic is supportive. On the other hand, if they only buy them as resources, 
developing a market offering based on a goods-dominant logic makes more sense. In addition, 
there is an increasing attention on supply chain relationship i.e. the buyer or customers 
developing key supplier relationships also have possibilities to co-create value with suppliers 
to ensure products or services meet purpose and sustain security of supply, particularly across 
global market (Lindgreen et al., 2012). Thereafter, a further development of seller-buyer value 
creation is to extensively view the wider stakeholder and network context (Frow and Payne, 
2011; Lindgreen et al., 2012) such as Lindic and Silva (2011) have identified that value 
proposition have a key role in co-creation of value between stakeholders from a service-
dominant logic.  
 
Whereupon, creating value propositions is an essential process of business strategy; meanwhile, 
strategy based on differentiated customer value proposition in the aim of satisfying customer is 
the source of value creation (Kaplan and Norton, 2004). Therefore, the value creation can be 
expressed by the means of value proposition due to value proposition might be the source of 
value creation.  
 
Value proposition framework as source of value creation 
Value proposition definition 
As precedent, the concept ‘value proposition’ should be fundamentally clarified. Value 
proposition refers to a promised value by business units with a combination of benefit and price; 
it identifies what benefits customers will receive by purchasing a certain product or service 
from a particular supplier, which can generate considerable, profits for the firms themselves as 
well (Grönroos, 2008; Lanning and Michaels, 1988). Furthermore, value proposition can be 
employed in multiple sections of an organization from marketing, business and individual, as 
well as, products and services perspectives (Anderson et al., 2006). Moreover, value proposition 
explains why customers buy from the company, which is not about a company’s features or 
offerings but about the customer’s experience in terms of their needs and wants (Barnes et al., 
2009 see Lindic and Silva, 2011). Likewise, a value proposition about customer is of utilizing 
by internal company and should be explicitly defined by company (Lanning, 2000); it delivers 
solution to customer problem and describe value from their customer perspective (Chesbrough 
and Rosenbloom, 2002) and provides shorthand way to visualize a business strategy (Aaker, 
2011). Thus, there ought to be a value proposition being relevant and meaningful to the 
customer and is reflected in the positioning of the product or service (Aaker, 2011). Whereby, 
value proposition has been one of the most extensively used terms in business markets in recent 
years (Carter and Ejara, 2008). 
 
Customer value is indeed the key concept in the thesis. Bjerke and Hultman (2002) have once 
stated, “Customer value is subjective in the sense that it is the customers’ perception of the 
value that counts”. A sophisticated understanding of the customer’s business priorities is often 
advocated by customer value proposition of best-practice suppliers; and once it has been done, 
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the company can therefore make smarter choices about where to allocate scarce company 
resources in developing new offering (Anderson et al, 2006). Most successful strategies would 
represent an integration of several value propositions for customer; yet, if multiple value 
propositions (more than two or three) employed simultaneously, it might end up with less 
credible or feasible and customer could even be confused and skeptical (Aaker, 2011). Thus, 
successful practice suppliers usually base their value proposition on few elements that matter 
most to target customers (Anderson et al, 2006). 
 
As regards to value proposition, three main facets have been revealed and summarized from 
previous books and literatures as follow:  
(1) customer as value creator: customer create value for themselves by utilizing resources 

provided by a firm together with other resources and applying skills held by them 
(Grönroos, 1979 see Grönroos, 2008);  

(2) customer as value co–creator: firms can co-create value with customer by interactive 
contacts with them during their use of goods (interactive value creation) (Eichentopf et al., 
2011; Grönroos, 2008);  

(3) non-customer stakeholder as value co-creator: this consideration refers to a stakeholder 
perspective co-create value with firm for aligning value within customer market, especially 
for entrepreneurial small enterprises which require various operation network, business 
partnerships and personal contact network (e.g. network of stakeholder relationships) 
(Frow and Payne, 2011; Bjerke and Hultman, 2002).  

 
Value proposition development 
Literatures on value proposition development have shown that value propositions could be 
generated from product market, assets and competencies, functional strategies, and programs 
(Aaker, 2011). But increasingly, Anderson et al. (2006) have revealed that “it is exceptionally 
difficult to find examples of value proposition that resonate with customers”, due to companies 
usually think of value proposition in terms of what they offer their customers rather than what 
their customers truly value (Bower and Christensen, 1995, Christensen and Overdorf, 2000 see 
Lindic and Silva, 2011). This situation indicates that creating a value proposition appealing to 
customer may be worthless if the investment or operating cost is extensive (Aaker, 2011). 
Thereupon, the value proposition should be evaluated from the customer’s standpoint (Lindic 
and Silva, 2011). In addition, value proposition should be developed based on a review and 
analysis of the benefits, costs and value that an organization can deliver to its customers, 
potential customers, and other constituent groups within and outside the organization (Barnes 
et al, 2009). Hence, as researchers we should consider this in a more holistic vision at the first 
stage. Over the past 20 years, both the academic researches and practitioner settings have 
contributed to the value proposition development: 
 
First, Lanning and Michaels (1988) have developed a three-step process for developing value 
proposition i.e. (1) analyze customer segmentations by the value that customers desire; (2) 
assess opportunities in each segment to deliver superior value; (3) explicitly choose the value 
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proposition that optimize these opportunities. Their work is the origins development of 
customer value proposition, and prior to the late 1990s (Frow and Payne, 2011)  
 
Second, Anderson et al. (2006) have claimed that three value proposition development 
approaches normally adopted by supplier i.e. (1) simply list all the benefits they believe their 
offering may deliver value to customer, though some claimed benefits may fail to provide value 
to customers; (2) assume points of difference (PODs) must be valuable for the customer, and 
there is pitfall of overestimating the value of a POD; (3) advocate that few is better, and 
company’s or product’s value proposition could contain both POD and POP (point of parity). 
Within the three-approach framework, point of difference (POD) refers to unique brand 
association (e.g. unique lifestyle promoted by Apple’s products) based on superior benefits or 
attribution of an offering. While point of parity (POP) is not necessarily unique association, and 
might be design to convey credible offering or to negate a competitor’s distinctions (e.g. if 
Apple’s computer is too expensive, then a customer can choose Lenovo computer as an 
economical alternative, due to the products of these two brands both provide the function as a 
computer) (Aaker, 2011). In the three-approach framework, the third approach is preferable and 
has been approved to be effective (Frow and Payne, 2011). But it requires supplier carefully 
undertaking customer value research to clearly identify in their customer value propositions 
which elements are points of parity and which are points of difference; Despite this, few 
suppliers have actually done customer value research which consumes considerable time and 
effort, and requires persistence or even some creativity (Anderson et al., 2006). Thus the 
identified value propositions ought to be closely relevant to benefits that truly valued by 
customers, and there is no need to address numerous value propositions but to transmit several 
most significant propositions to customers is more worthwhile. 
 
Third, Eichentopf et al. (2011) have found that customer scripts could have a positive effect on 
identifying value propositions, because those scripts enable companies to build a holistic image 
for all process participants. As clarified by them, if a customer script is an implicit description 
of a business process from the customer’s perspective, then a blueprint is correspondently as an 
explicit expresses of how the supplier should implement a certain activity in order to meet 
customer’s implicit needs. A blueprint thus can be viewed as the result of customer co-creating 
and contribute to a firm’s service process. A customer scripts can be developed through a 
closely interactive value creation process (i.e. suppliers co-create value with customers). 
Thereby, firms could try to either adjust to the customer and design and deliver service 
according to this customer’s script or try to manipulate and steer existing customer processes 
to fit the firm. 
 
Fourth, Frow and Payne (2011) have put forward a five-stage framework of developing value 
propositions coupling with the stakeholder concept with the objective of firm’s value co-
creation with non-customer stakeholders. The five stages are (1) identifying stakeholders; (2) 
determining core values: ‘increasing company value’ is superior to ‘profit maximization’; (3) 
Facilitating dialogue and knowledge sharing: extensive communication and knowledge sharing 
between all relevant stakeholders through trust, learning and adaptation within the marketing 
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system (Ballantyne and Varey, 2006 see Frow and Payne, 2011); (4) Identifying value co-
creation opportunities: by looking business as a whole, all stakeholders may potentially be 
viewed as co-participants in the service provision; (5) Co-creating stakeholders value 
propositions. This framework is an iterative process that provides a value alignment mechanism; 
and the result of co-created value propositions represent a tangible technique for mutually co-
created value shared between stakeholders 
 
The statements of the first three brief reviews have provided us the idea of doing customer value 
research, and we have therefore determined it as the thesis’s core activity. In addition, the first 
two models have enhanced our knowledge on value propositions identification, and it in the 
same time indicates an essential criteria of being selective when evaluating an effective 
combination of value proposition for a business. Moreover, the intension of drafting customer’s 
script thus assisting on company’s blueprint has given us the suggestions on closely interacting 
with consumer, actively share information with them, explicitly asking question and carefully 
transcript their implicit description into tangible elements, therefore a consistency of business 
strategy and customer expectation could be achieved. As for the fourth framework, it has 
provided us the requirement to do stakeholder value research and in the meantime closely 
connect with network development for our entrepreneurial idea. We conclude that value 
propositions are mostly generated from the true value that customer perceived, thus our data 
collection have been primarily focused on customer side, and then transcription of their words 
would reflect the value propositions for the entrepreneurial business idea, and after that, data 
collection from others stakeholder has been undertaken. 
 
Value proposition framework 
The three sub-sections of this section are dominated on extracting specific value propositions 
from different frameworks put forward by pervious researchers. Meanwhile, this section intends 
to categorize those identified value propositions into group and group of codes. These codes 
are defined to facilitate in building the initial coding template of this research as well as serve 
as an initial value proposition framework. Hence, three main facets of value proposition are 
followed to construct this section i.e. customer as value creator, customer as value co-creator, 
and non-customer stakeholders as value co-creator. Within the three facets, two units are 
concerned i.e. customer and (non-customer) stakeholders. 
 
Customer as value creator 
In the stance of customer as value creator, the role of supplier is as value facilitator who provide 
customer with a foundation for their value creation in the form of resources (goods, service, 
information or other resources). Customers act as value creator through a value-generating 
processes (e.g. consumption) where other necessary resources available as well as when 
customer themselves holding particular skills (customer’s value foundation); then the value 
fulfillment would takes place (Grönroos, 2008). This shifting from supplier to customer is 
considered as the contribution from those researches of service-dominant logic (SD-L) (Vargo 
and Lusch, 2004; Grönroos, 2008). SD-L in customer value creation indicates that firms do not 
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deliver value but rather work out value proposal, it is customer themselves who individually 
create value via the use or the consuming of the products or services (Vazquez et al., 2013).  

 
As alerted by Anderson et al., 2006, the value proposition could be either POP or POD, but 
sustainability is often a severe challenge, due to most of value propositions are easily copied, 
then how to develop powerful value proposition for customer as value creator is another 
question. The value propositions identified from previous researches when customer as value 
creator are shown as follow: 
 
 Value proposition of goods 
Value proposition of goods can include the product itself and its adhering elements, such value 
propositions in accordance with Aaker (2011) are:  
(1) Product attribute e.g. Volvo’s safety promise; British Airline offers business-class 

passengers more comfortable sleeping space;  
(2) Emotional/self-expressive benefits: strong personality e.g. iPhone has promoted a young 

lifestyle to its customer;  
(3) Appealing design: e.g. Apple’s  iPhone have shown that design flair could be an 

sustainable value proposition;  
(4) Niche specialist: e.g. a clothing store could offer hot fashion for plus-sized teen girls;  
(5) Product quality: the quality concept can refers to performance (also see Lindic and Silva, 

2011), conformance to specification, feature (e.g. a product offering latest feature), and 
aesthetic design (e.g. the design add pleasure to the experience of buying and using the 
product or service);  

(6) Value (price): low-cost culture (it has risk of customer perceiving low price as a signal for 
inferior quality). Price advantage can be created by “no-frill and extras of a product or 
service”, “operations efficiency (Wal-Mart supply chain)”, and “Scale of economies”.  

 
Moreover according to Bjerke and Hultman (2002) there is: 
(7) Time value of goods: e.g. the value of fresh fruit is limited by time, also for our researched 

milk products, it required technique to reserve fresh milk or innovation on shelf-stable milk 
product (see Aaker, 2011);  

 
 Value proposition of service 
The service of a business has shown that quality is based in large part on the perceived 
competence, responsiveness, and empathy of people (Aaker, 2011). Consumers value 
convenience in services (Kotler and Keller, 2012). Key to service excellence is to reduce the 
value overestimation of customer and frustration of accessing service. Thus, top service firms 
always strive to:  
(1) Manage quality misstep: managing the risk of high value delivering having higher potential 

of disappointing (e.g. Disney has a system of reservation to eliminate the burden of long 
waiting queue, thus to alleviate customer’s disappointing of visiting Disneyland);  

(2) Easier accessibility of service (Aaker, 2011);  
(3) Easier learning process for customer (Eichentopf et al., 2011). 
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 Value proposition of branding strategy 
Brand represents the value proposition of the business strategy (Aaker, 2011). It has been 
defined by American Marketing Association (AMA) as “a name, term, sign, symbol, or design, 
or a combination of them, intend to identify the goods or services of one seller or group of 
sellers and to differentiate them from those of competitors” (Kotler and Keller, 2012). That is, 
a brand gives a firm permission to compete in product markets and service (Aaker, 2011). In 
this sense, Aaker (2011) has put forwards two main value propositions for brand:  
(1) Brand familiarity: e.g. Intel;  
(2) Being global: e.g., CitiGroup is a global financial institution, Visa is a global credit card, 

and Toyota is a global car company; 
 
Customer as value co-creator 
There are many terms in business marketing might cover the statement of “customer as value 
co-creator”, for instance, “customer integration”, “co-production” “interactive value creation”, 
“customer joint value”, “collaborative value creation”, “co-operative value creation” or simply 
“value co-creation” (e.g. Eichentopf et al., 2011; Lemk et al., 2011; Etgar, 2008; Dong et al, 
2008; Frauendorf, 2006; Prahalad and Ramaswamy, 2004; Wikström, 1995). Regard to this, 
there is gradually emerging a shift trends from firm’s understanding of value creation i.e. 
customers are considered as co-creator or co-producer of value (Eichentopf et al., 2011); in the 
meantime the suppliers can become a co-creator of value with its customers (Grönroos, 2008). 
Hence, customer value co-creation refers to value for suppliers and customers created mutually 
and simultaneously (Maglio et al., 2009 see Eichentopf et al., 2011) throughout active 
participant of both sides (Eichentopf et al., 2011). In addition, as clarified by Grönroos (2008), 
suppliers act as value co-creator with customer through direct engagement and interaction with 
customers during their value-generating processes (e.g. consumption), meanwhile customer can 
also generate value and be fulfilled through interaction with suppliers as service providers. In 
addition, it has been s statistically proved that there is a positive relationship between value co-
creation and customer satisfaction (Vazquez et al., 2013). 
 
Therefore, our intention has been also to define those value propositions that facilitate value 
co-creation with target customer by undertaking the “customer value research” activity. The 
value propositions identified from previous researches when customer as value co-creator are 
shown as follow: 
 
 Value proposition on the pattern of interaction 
Self-service technologies (SSTs) concept has been addressed especially for our entrepreneurial 
idea of a milk-cereal self-service machine in this research. As minimizing the cost being 
inherent in entrepreneurial business, an incorporating self-service technique can be utilized to 
reduce the cost of the requiring of human resources (Wang et al., 2012; Lee et al., 2009). In 
truth, many person-to-person service interactions are being replaced by self-service 
technologies (SSTs); for instance, automated teller machines (ATMs) can be added to the 
traditional vending machine, self-pumping at gas station, self-checkout at hotel, and various 
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activities operated through the Internet (e.g. customization of products, ticket purchasing, and 
investment trading) (Kotler and Keller, 2012). Nevertheless, not all SSTs improve service 
quality, but they can enable service transaction be more accurate, convenience and faster; also 
a concept as customer service interface has been defined by marketing experts to describe a 
intermediary at which a company seeks to manage a relationship with customer, whether 
through people, technology, or some combination of the two. Although the self-service 
technologies (SSTs) having their superior advantages, some companies have found that the 
biggest obstacle is not the technology itself, but convincing customer to use it, especially for 
the first time (Kotler and Keller, 2012).  
 
Herewith, a compelling value proposition can be based on moving from selling product to 
selling (1) system solutions, based on packing products that integrate together to create a total 
system e.g. Sony offers customer total system design and a single source for upgrades; 
especially in business-to-business (Aaker, 2011). Likewise, in the business-to-customer 
interaction of a SST, supplier must (2) provide customer service interface (technology) 
supporting and guidance on helping customer gain a clear sense of their role in the SST process, 
see clear benefit, and feel they (customer) can actually use it (Kotler and Keller, 2012). 
Moreover, (3) transparency and risk assessment can enhance the ability to co-develop trust 
between supplier and customer e.g. smoking is harmful for health or side effect of a medicine. 
In addition, if any (4) personal interaction between employee and customer, the interpersonal 
relations between customers and employees based on courtesy, friendliness and respect are 
fundamental for the success of the value co-creation process. (Vazquez et al., 2013) 
 
 Value proposition on the channels of interaction 
Such value proposition is served by interacting and engaging with customers in a dialogue; 
dialogue is more than listening to customers but implying shared learning and communication 
between two equal problem solvers; the dialogue can also in the form of virtual communication 
(Prahalad and Ramaswamy, 2004). For instance, the Facebook page of Lenovo allows 
customers to have dialogue with its internal experts for some technique or other problems, in 
the same time customers can have dialogue with each other and help solve one another’s 
technical problems, which could enhance the Lenovo experience for everyone. Thus, the (1) 
use of social network is especially crucial for entrepreneurial business as well as for customer 
seeking information, sharing information, giving feedback, and interacting with each other; also 
the (2) time value of interaction e.g. quick feedback (Viswanathan et al., 2014) from supplier 
side could resort to instant channels supporting by internet e.g. Facebook. 
 
Non-customer stakeholder as value co-creator 
Entrepreneurial business implementation should integrate together with other business venders 
i.e. both future customer and more social and political types of stakeholders (Bjerke and 
Hultman, 2002). Nevertheless, originally, researches are in the favor of focusing on customer-
supplier interaction; more recently, they extend their work into social actors interacting and 
exchanging across networks (Vargo and Lusch, 2008). In other words, most of the previous 
literatures of value co-creation emphasizes on customer-supplier context but ignores value co-
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creation opportunities offered by adopting the stakeholder perspective (Frow and Payne, 2011). 
Also, as being pointed out by Normann and Ramirez (1993) that it is important to notice the 
non-customer stakeholders and their potential to work together to co-create new form of value. 
Value cannot be created in isolation from stakeholders (Lusch, et al., 2006), all stakeholder 
might be potentially viewed as co-participants in the service provision by looking the business 
as a whole (Lacznial, 2006 see Frow and Payne, 2011). 
 
Before identifying the value proposition generated by stakeholder unity, the first step of 
stakeholder identification needs to be addressed, according to a six market-domains stakeholder 
model (Payne et al., 2005). Besides customer as the central stakeholder, the other five are:  
A. Supplier and alliance markets: the former provides physical resources or service to a 

business and the later supplies competences and capabilities that are more knowledge-
based;  

B. Internal markets: employees, with segments based on attributes including level, function, 
and type of contact with customers;  

C. Referral markets: customers and non-customer recommendation sources; two types: 
advocate-initiated customer referrals, and company-initiated customer referrals;  

D. Influence market: a broad range of stakeholder bodies that influence the firm, including 
financial, political, environmental, media and competitors etc.;  

E. Recruitment markets: potential employees together with third parties who act as accessible 
channels for potential recruits (LinkedIn, or agency company). 

 
Hence the value propositions for stakeholder network are:  
 Value proposition for supplier and alliance markets 
(1) Knowledge sharing with each other (technological sharing) e.g. IKEA takes great attention 

in selecting and preparing supplier, for which IKEA provides suppliers with technical 
assistance, helps them locate raw materials and find business partners. In return, suppliers 
provide IKEA with high quality products at agreed low prices that are important criteria 
identified in the customer value proposition (Normann and Ramirez, 1993 see Frow and 
Payne, 2011).  

(2) Resource sharing of offerings and networks in between which can effectively reduce cost 
for both sides.  

(3) Regular information exchanges among partners by utilizing efficient channel e.g. virtual 
communication are considerable (Frow and Payne, 2011). 

 
 Value proposition for internal market 
This value proposition is about to motive and retaining employee (Frow and Payne, 2011): 
(1) Appropriate training and operational manual are essential to guide them;  
(2) Ethical and green issue are also important to employees (Frow and Payne, 2011); 

 
 Value proposition for referral market 
This stakeholder market is in a more implicit manner within previous literatures. It similar to a 
‘recommendation market’ and in the marketing communication point of view it is the 
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alternative of “word-of-mouth”; for instance, the referral market of Startbucks, that is 
Startbucks never invests in doing commercial, but use the sales personnel and word-of-mouth 
effect when communication with customer market. Thus two value propositions are revealed 
by Frow and Payne (2011):  
(1) Sharing existing client relationship; 
(2) Word-of-month communication: using of blogs or social networking (e.g. Facebook) 

 
 Value proposition for influence market 
This group contain a large segments, and has been considered giving little attention on 
developing value propositions (Kaplan and Norton, 2001 see Frow and Payne, 2011), yet it is 
important for firm stability and growth, such as the financial investor, regulatory bodies, mass 
media, government bodies, and competitors. Hereby we address four points for this study:  
(1) Sufficient financial supports;  
(2) Legitimacy: channel about regulatory and governmental sectors and rules (also see Mort et 

al., 2012);  
(3) Competitor; 
(4) Network with mass media; 

 
 Value proposition for recruitment market 
This value proposition is focuses on potential employees, and employee segmentation can 
effectively assist on identifying such potential employee e.g. Tesco divided potential employees 
into three groups i.e. those joining the workforce straight from school; students looking for part-
time work; and college graduates (Guthridge et al. 2008 see Frow and Payne, 2011). Hence, for 
this study, there is potential to:  
(1) Transform loyal customer (university student) to part-time employee to let them see how 

the whole process working under a standard and hygienic condition; 
 
 Value proposition for entrepreneur  
Accordingly, as we studying on entrepreneurial marketing, there are two scientific articles 
(Viswanathan et al., 2014; Morrish et al., 2010) and one book (Bjerke and Hultman, 2002) have 
depicted three very analogical conceptual frameworks for entrepreneurial marketing laying 
‘entrepreneur’ in the center, which indicates that it is also necessary to adjust entrepreneur into 
the center of the stakeholder model. Likewise, as illustrated by Viswanathan et al. (2014) and 
Morrish et al. (2010) that the entrepreneur and customer are as equivalent core actors for an 
entrepreneurial growing firm. Özdemir (2013) has further explained, “Why certain individuals 
(like entrepreneurs) recognize opportunities while others do not” by citing on Venkataraman’s 
(1997) three main individual factors:  
(1) Knowledge (and information) differences: different accessibility of knowledge, 

information and financial resources;  
(2) Cognitive differences: a source of creativity, calculated risk-taking, proactiveness (see also 

Morris, 2002);  
(3) Behavioral differences: innovativeness (see also Morris, 2002), communicativeness, 

persistence and activeness; 
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Finally yet importantly, a very interesting question can be asked is that “why some 
entrepreneurial implementations fail, while others magnificently succeed”. According to 
Schumpeter (1934) that a successful entrepreneurship process of the individual is determined 
on: individual factors belonging to entrepreneurs; relationship with other people and groups 
(partners, customers); and the whole environment (government, regulations and market 
conditions) (Özdemir, 2013; Franco et al., 2014). We therefore categorize it as: 
(4) Intimate networking: friend/acquaintance, partnership, collaboration;  
 
It again highlights the importance of partnership building and business network establishment 
for an entrepreneurial business; moreover, it points out that the questions on legitimacy issue 
of a business, which has been categorized in the ‘influencer market’ of stakeholders. 
 
Summary 
We intend to overview the specific value propositions emerging from the three facets of value 
creation in this section. Therefore, a holistic value proposition framework to express how value 
can be created by a business or organization is illustrated as in Table 1. Likewise, when 
company or entrepreneurs act entrepreneurially to create value, the framework can be adapted. 
In this research, the framework is utilized as Coding template 1. Accordingly, this template is 
a prototype of holistic value proposition framework. 
 
Value creation activity Value proposition aspect Specific value proposition 
Customer as value creator  Value proposition of 

goods 
(1) Product attribute 
(2) Emotional/self-expressive 

benefits 
(3) Appealing design 
(4) Niche specialist 
(5) Product quality 
(6) Value (price) 
(7) Time value of goods 

 Value proposition of 
service 

(1) Easier accessibility of service 
(2) Manage quality misstep 
(3) Easier learning process for 

customer 
 Value proposition of 

branding strategy 
(1) Brand familiarity 
(2) Being global 

Customer as value co-
creator 

 Value proposition on the 
pattern of interaction 

 

(1) System solutions 
(2) Provide customer service 

interface (of technology) 
(3) Transparency and risk 

assessment 
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(4) Personal interaction 
 Value proposition on the 

channel of interaction 
(1) Use of social network 
(2) Time value of interaction 

Non-customer stakeholder 
as value co-creator 

 Value proposition for 
supplier and alliance 
markets 

(1) Knowledge sharing 
(2) Resource sharing 
(3) Regular information 

exchanges 
 Value proposition for 

internal market 
(1) Training and operational 

manual 
(2) Ethical and green issue 

 Value proposition for 
referral market 

(1) Sharing existing client 
relationship; 

 (2) Word-of-month 
communication 

 Value proposition for 
influence market 

(1) Sufficient financial supports; 

(2) Channel about regulatory and 
governmental sectors and 
rules 

(3) Competitor 
(4) Network with mass media 

 Value proposition for 
recruitment market 

(1) Transform loyal customer 
into employee 

 Value proposition for 
entrepreneur  

(1) Knowledge (and information) 
differences 

(2) Cognitive differences 

(3) Behavioral differences 

(4) Intimate networking: 
Table 1 Coding template 1: A holistic value proposition framework as source of value creation 

 

3.2.2. Research question 2: value creation through entrepreneurial marketing 

Entrepreneurial marketing as value creation carrier 
A prevailing metaphor have been portrayed by Kim and Mauborgne (2005) that is red ocean 
representing a market with intensive and bloody competition, while blue ocean representing a 
potential markets that not in existence. Successful blue-ocean business are usually based on 
significant innovations that create a new business model; innovation often involves a qualitative 
leap in value, and the achieved value can have a cost component as well as creating customer 
value (Aaker, 2011). Likewise, Morris et al. (2002) have suggested that EM represents a 
different perception and approach in the development of the organization’s value creation that 
relies on innovation to create unique value propositions (Morrish et al., 2010). Accordingly, the 
innovative offering are always appreciated by EM as it is the carrier of value; and such offerings 
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are always reflect by the marketing mix of a innovative business which focus on both goods 
and services; as well as the recourse and business process are critical value carrier for a 
entrepreneurial business (Bjerke and Hultman, 2002).  
 
Therewith, Kotler and Keller’s (2012) have put forwards a five stages model of marketing: (1) 
marketing and environment analysis; (2) fixing marketing target; (3) setting marketing strategy; 
(4) marketing mix; (5) Marketing controlling. By means of the five-stage model, Morrish et al., 
(2010) suggested that EM might be very effective throughout all stages of a firm’s lifecycle 
whenever a firm needs to create or discover and exploit new and attractive opportunities. In 
other words, EM approach implies that the core functions and processes of marketing remain 
the same, but adhere to an entrepreneur/customer opportunity-driven concept, and that these in 
turn shape how the firm implements segmentation, targeting and positioning (Morrish et al., 
2010). Consequently, the setting of marketing strategy encompassing segmentation, targeting 
and positioning (STP) prior to marketing mix should be addressed. Accordingly, in the 
following sub-sections, STP as precedence of EM value creation is firstly discussed, and then 
the EM marketing mix as value carrier are explained. 
 
EM’s STP as precedence 
Segmentation, targeting and positioning (STP) process enables organizations to define the 
broad context within which their marketing mix can be offered (Fill, 2011). In most strategic 
marketing research, the primary step is to analyze the customers, which could be effectively 
implemented by an understanding of how the market segments (Aaker, 2011). Whereby, 
specific target segments can thus be selected and marketing plans can be developed to satisfy 
the individual needs of the potential buyers in these chosen segments (Fill, 2011); after that, 
positioning offers the key to strategic framework for an organization’s brand-based 
communications with customers (Fill, 2011): 
 
(1) Segmentation and targeting: refers to the division of a mass market into identifiable and 

distinct customer groups, which display different responses to offerings from each other; 
and within each of groups, customers, share similar and common characteristics and needs 
to marketing actions (Fill, 2011; Aaker, 2011). It is wiser a company with limited resources 
to pick only the best opportunity to target and pursue; decisions need to be made about 
whether a single product is to be offered to a single or multiple segments, or whether a 
multiple products should be offered to a single or multiple segments. Whatever the decision, 
the needs of the segment should be fulfilled by the marketing mix development (Bjerke and 
Hultman, 2002).  
 
According to Fill (2011), marketing can be generally segmented by:  
 Demographic base: age, sex, occupation, level of education, religion;  
 Geography base: different preference of beer between southern and northern England; 
 Geodemographic base: people live in same postcodes of area share similar purchasing 

behavior, thus receiving same messages;  
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 Psychographic base: customer’s lifestyle and motivation; such motivation for food 
products can be: ‘freshness and naturalness’, ‘healthy eating’, ‘ethnic eating’, ‘gourmet 
eating’, ‘meal solution’ (group of products being bundled together as a meal offered by 
both grocery stores and restaurants (Aaker, 2011));  

 Behavioristic base (e.g. purchase pattern: two bottle per week; usage situation: party, 
picnics; purchase location: supermarket, convenience store or wine merchant).  

 
Likewise, through a product-related approach of segmentation, Aaker (2011) have given 
some more detailed examples, such as: 
 Usage: e.g. use a particular product one time per day;  
 Benefit sought: e.g. calorie-conscious versus convenience of a dessert;  
 Price sensitivity: economical H&M clothes buyer versus luxury CK clothes buyer;  
 User type: a product might be used by home builder, restaurant owner, or modeler;  
 Brand loyalty: those committed to a certain brand of toothpaste versus price buyer;  
 Application: professional user versus amateur user; 
 
In the meantime, from an entrepreneurial marketing perspective, as indicated by Morrish et 
al. (2010), the marketing segmentation that entrepreneur chooses always starts from who 
they are, what they know and whom they know. Whereupon, they attempt to understand 
latent, unknown and implicit needs and then aggregate customers that have similar tastes 
and preferences; and the targeting of such segmentation created by entrepreneurs has 
therefore no direct competition (Morrish et al., 2010). 

 
(2) Positioning: is about distinguishing an offering (product, service or brand) from those of 

local and international competitors which provides visibility and recognition of what the 
offering represents to buyers (Doole and Lowe, 2012; Fill, 2011). Positioning of an offering 
can be embodied by marketing mix (e.g. product, image, people, and place), furthermore in 
EM, positioning could resort to entrepreneur’s creation of new product and market space 
(Morrish et al., 2010). In general, the positioning of products or services should be 
concerned with either (1) maintaining a strong position or (2) repositioning in the minds of 
target customers (Fill, 2011). 

 
EM mix as value creation carrier 
For the entrepreneurial marketing mix, the prevalence way of describing marketing mix is as 
4Ps or 7Ps as former researcher indicate the markting , 4Ps refers to product, price, place and 
promotion (Kotler, 2001 see Martin, 2009), while 7Ps additionally includes three more Ps i.e. 
people, process and physical aspects (Doole and Lowe, 2012). Essentially, entrepreneurial firms 
must engage in all of the core marketing function which including: creating customer satisfying 
value propositions (Product); communicating and selling value propositions (Promotion); 
creating supply chains and channels to facilitate exchange (Place) and managing their costs and 
risk adjusted rate of return to remain economically sustainable (Price) (Morrish et al., 2010).  
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As criticized by Martin (2009) that 4Ps as gospel would probably blind researchers to important 
differences as heart of entrepreneurial experience; also the limitation of traditional 4Ps or 7Ps 
sometimes might overlook the fundamental of marketing i.e. adaptability, flexibility and 
responsiveness (McKenna, 1991 see Martin, 2009). As consequence, an alternative 4Ps (i.e. 
person, process, purpose and practice) grounded in relationships and networks, provides a better 
frame for understanding marketing in entrepreneurial firms has been put forward (Zontanos and 
Anderson, 2004 see Martin, 2009). In other words, entrepreneurs must be extraordinary 
communicators; both effective at conveying understanding and skilled at persuasion and 
influence (Martin, 2009); in addition, he has conducted a qualitative ethnographic investigation 
of testing on the entrepreneurial 4Ps, and his research eventually has approved the practicability 
of such entrepreneurial marketing mix. Moreover, Kolabi et al. (2011) have identified five 
elements within the 7Ps marketing mix for entrepreneurial marketing i.e. product, person, price, 
promotion and place, and consequently they have addressed 54 sub-elements for this five EM 
mix.  
 
The eighth ‘P’ for entrepreneurial marketing mix 
As researching on the growing entrepreneurial firms, it has been asserted that customer value 
is not created solely by actions taken by a single firm; instead a number of firms or non-
customer stakeholders are involved (Frow and Payne, 2011; Bjerke and Hultman, 2002). 
Moreover, entrepreneurs of firms often concentrate on partnership in the aim of reducing 
transport costs (Franco et al., 2014). Moreover, there is increasing evidence that entrepreneurial 
marketing should embrace a more cross-functional, cross border and cross disciplinary 
orientation and focus on inter and intra organizational partnerships (Mort et al., 2012). Thus the 
best entrepreneurial player are always found with favorable business networks and embedding 
with a whole set of cooperating partners, by which they are able to co-create value with partners 
and allay their resource limitation (Bjerke and Hultman, 2002; Özdemir, 2013). Hence, robust 
partnership in EM can benefit firms on (1) production of superior customer value with the best 
players; (2) economies of scale and scope; (3) flexibility of customer demands changing; (4) 
provide time advantage such as when market launch does not allow time for in-house 
competency creation (Bjerke and Hultman, 2002). Resource appeal probably is the single most 
important reason for why networks (partnerships) are critical to the small growing 
entrepreneurial firm (Bjerke and Hultman, 2002). Hence, we argue that the eighth “P” for 
traditional 7Ps in EM is “partnership” 
 
Summary 
In order to reveal customer segmentation for our entrepreneurial business idea, we decide to 
combine both framework of Fill (2011) and Aaker (2011) as codes for segmentation. Therefore, 
the Coding template 2 for customer segmentation of the entrepreneurial business idea is 
demonstrated by Table 2. 
 
Segments Description  
(1) Country e.g. Sweden, China, Syria etc. 

44 



 

(2) Sex Male or Female 
(3) Frequency e.g. twice a week 
(4) Application  e.g. professional user versus amateur user; 
(5) Purchase pattern e.g. two bottle of bear per week 
(6) Price sensitivity e.g. economical vs. luxury 
(7) Brand loyalty For specific product, customer normally has a certain brand to 

purchase in their daily life, like a certain brand of toothpaste 
(8) Benefit sought e.g. Low-fat milk vs. normal milk 

Table 2 Coding template 2: Customer segmentation for our entrepreneurial business idea 

 
As implied by this section, we intend to adapt a 7Ps marketing mix as an initial category to 
restructure the codes of our foreword value propositions. Moreover, as indicated by the resource 
restriction, that partnership plays a crucial strategic role in the entrepreneurial business, in 
respect to this, a new emerging term ‘partnership’ which represents the business network of an 
EM firm is added into the 7Ps marketing mix. Thus, a modified 8Ps marketing mix (shown in 
Table 2) for the entrepreneurial marketing is utilized as the Coding template 3 of the research. 
 
EM mix: 8Ps Description 
Product May create needs/market with radical innovation or innovative strategy, 

value proposition – co-creation, co-production, SDL (service dominant 
logic) (Morrish et al., 2010) 

Price Set price based on value to customer, or as means to sell other products 
Or set price to enhance the product’s image and following (Morrish et al., 
2010) 

Place  New/alternative channels; Create new product/market space – blue ocean 
strategy (Morrish et al., 2010) 

Promotion Use viral e-mail and word-of-mouth only; Innovate media and 
promotion; Create a cult following product lovers (Morrish et al., 2010) 

Process Service process; for example: (Yasanallah and Vahid, 2012) 
1) Self-services; 2) Investigating and resolving shoppers’ problems 
during shopping ; 3) Considering the importance of shoppers’ time  

People For example: (Yasanallah and Vahid, 2012) 
1) Providing necessary advices by personnel to shoppers; 2) Employees’ 
courtesy; 3) Employees’ enthusiasm to respond members’ questions; 4) 
Employees’ skills and knowledge to sale  

Physical 
aspects 

Many physical remainders, including the appearance and the elements 
provided to make the service more tangible, can enhance the overall 
customer experience (Doole and Lowe, 2012; Yasanallah and Vahid, 
2012): 1) Unique design or beautiful decoration; 2) Proper amenities; 3) 
Physical facilities like wheeled baskets; 4) Calm and enjoyable ambience 
of consumption; 5) Brand name and logo 
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Partnership Resource driven business network  
Table 3 Coding template 3: Entrepreneurial marketing mix as value carrier 

 

3.3. Analysis model 
As demonstrated by analysis model in Figure 3, it emphasizes on the two research 
questions and three main aspects in this study. Research question 1 enquires, “How value 
proposition framework acts as the source of value creation in entrepreneurial marketing?” 
meanwhile, research question 2 enquires, “How to create value through entrepreneurial 
marketing?”, and three aspects constructing the model are value creation, value 
proposition and entrepreneurial marketing.  
 

 
 
 

3.3.1. Research question 1: value proposition framework 

As indicated, value proposition could serve as the source of value creation. Additionally, in this 
research, a holistic value proposition framework has been depicted as Coding template 1. To 
answer the research question 1, the Coding template 1 would be utilized and tested in 
identifying and categorizing primary data into value proposition framework (i.e. Coding 
template 1).  
 
As shown by Coding template 1, when value proposition acts as source of value creation, three 
facets should be addressed by a business entity (company or entrepreneurs) which are ‘customer 
as value creator’, ‘customer as value co-creator’ and ‘non-customer stakeholder as value co-
creator’. The central premise of the three-perspective framework is that it consists of two units 
i.e. customer and non-customer stakeholders. Thus in empirical evidence chapter, the value 
propositions identified from the two units have been illustrated separately, then in analysis 

Valu
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Figure 3 Analysis Model 
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chapter, those identified value propositions have been integrated into a holistic framework 
similar to the Coding template 1. After that, the framework revealed from empirical evidence 
would be compare with the Coding template 1, thus the similarity and differentiation would 
appear to assist us to answer research question one. 
 

3.3.2. Research question 2: value creation through entrepreneurial marketing 

Research question 2 is build upon the research question 1 being answered. Therefore, value 
proposition serves as a medium between value creation and entrepreneurial marketing. Within 
the entrepreneurial marketing, two key points are emphasized i.e. EM STP and EM mix. Regard 
to EM STP, the customer who is the value receiver should be primarily analyzed before setting 
any value proposition for business entity (company or entrepreneurs), due to value creation 
decided by the value receiver to a large extent. In this study, questions concerning on 
segmentation and positioning have been asked when interview with both stakeholder and 
customer, though ‘positioning’ is an activity implemented by business entity not customer, 
there have been still questions asking for helping position the entrepreneurial business idea 
from customer and stakeholder side. Likewise, the Coding template 2 has been utilized to reveal 
the customer segmentation for the researched entrepreneurial idea. 
 
In respect to EM mix, sources of data for the 8Ps have been primarily derived from empirical 
evidences in the ‘value proposition framework’ section, also it is a restructured version of value 
proposition for 8Ps mix, and some other information that cannot be included when we imagine 
ourselves as entrepreneurs. In addition, there are extra data that cannot be collected only via 
interview. Thus we have adopted an direct observation to gather raw data like the currently 
price of milk and cereal in local supermarkets; as well as the principle of participant observation 
for imaging ourselves as entrepreneurs and customers has been applied to gather data from 
ourselves as the whole entrepreneurial process participants. For this analysis, the Coding 
template 3 and 1 have been combined to indicate how to create value through entrepreneurial 
marketing. 
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4. Empirical evidence  

This chapter demonstrates the primary data that collected through semi-structured interviews 
and observations that are in accordance to the two proposed research questions. The structure 
of this chapter is divided into three sections, namely, structure of empirical evidence, 
presentation of empirical data, and summary of empirical data. 
 
The empirical evidences have been collected through three rounds of interview and 36 
participants have been involved in total. The first round of interview involved 5 interviewees. 
Primarily, we conducted the initial interview with the two experts from our case organization 
LRF in the aim of understanding the general picture of Swedish milk industry. This round of 
interview also included two pilot interviews with two potential customers separately to reveal 
possible customer preference for the researched business. In addition, a business consultant has 
voluntarily participated in the initial phase of primary data collection and has given us many 
practical advices for the entrepreneurial business idea. The second round of interview contains 
the largest size of sample i.e. 30 participants (interviewee). As indicated, we selected our 
interview participants through purposive and convenience sampling. In respect to purposive 
sampling, we decided our probable interviewees all should be identified within the building of 
University West and student apartment we currently living in. The third round of interview is 
about non-customer stakeholders, we therefore have interviewed the manager of university’s 
cafeteria (1 participant) to reveal what his opinion on this entrepreneurial implementation 
(Please see the schedule in Appendix I). 
 

4.1. Structure of empirical evidence 
The presentation of empirical data is organized by the two research questions as well as 
consistent with the structure of the analysis model. Whereupon, empirical data regarding 
research question 1: “How value proposition framework acts as the source of value creation in 
entrepreneurial marketing?” is presented first, which is then followed by empirical evidence 
concerning research question 2: “How to create value through entrepreneurial marketing?” 
 
Regard to research question 1, since we have conducted the idea under an entrepreneurial 
marketing condition, the empirical data are collected in accordance with the two proposed target 
units (i.e. customer and stakeholder) and the codes in Coding template 1. Therefore, the 
empirical data for research question 1 are primarily divided into two sections i.e. ‘customer’ 
and ‘stakeholder’ section. Within the two sections, the codes in Coding template 1 (codes in 
three levels) assist on further categorizing empirical data to reveal the value proposition that 
concerned by particular evidence. As displayed by Coding template 1, the first level within the 
framework are ‘customer as value creator’, ‘customer as value as co-creator’ and ‘non-customer 
stakeholders co-create value’. When customer acts as value creator, the suppliers provide value 
facilitators to help customers generate value by themselves, while when customer acts as value 
co-creator, the customer and supplier (company or entrepreneurs) create value together by 
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interacting with each other. Yet, when non-customer stakeholder act as value co-creator, it only 
concerns on the non-customer stakeholder co-create value together to indirectly create value 
for customer. Therefore, in ‘customer’ section, ‘customer as value creator’ and ‘customer as 
value co-creator’ are illustrated, because customers just involve in this two value creation 
activities; likewise, in ‘stakeholder’ section, all the three value creation activities are addressed, 
because non-stakeholders provides value facilitator to customer, in the same time co-create 
value with customers as well as with each other.  
 
With respect to research question 2, the empirical evidence is firstly divided into EM STP and 
EM mix in correspondence with the analysis model. About the EM STP section, to reveal the 
segmentation for our proposed entrepreneurial business idea, the Coding template 2 is utilized 
to categorize customer into different segments. Nevertheless, as ‘targeting’ should be revealed 
from the most conspicuous customer segments, the ‘targeting’ is not addressed in empirical 
evidence chapter but in analysis chapter when analyzing empirical data of segmentation. As for 
‘positioning’, some quotations of interviewees concerning on possible positioning for the 
researched entrepreneurial business idea are illustrated. Concerning the EM mix section, eight 
points are displayed i.e. product, price, place, promotion, process, people, physical aspect, and 
partnership. Yet, ‘partnership’ is a concept we put forward to replace the network and 
relationship an entrepreneurial implementation needs. As indicated, this section utilizes both 
Coding template 3 (about EM mix) and Coding template 1 (about value proposition), because 
the combination of two templates can reveal how EM creates value through value proposition. 
In addition, the 8Ps mix is addressed in the aim to materialize our entrepreneurial idea into 
words and figure on paper. The empirical data for the EM mix are not only repeated or 
reconstructed the data categorized in value proposition framework, but also our primary 
imagination for how the entrepreneurial business should be in accordance to the initial results 
from customer and stakeholder side. This materialization of our entrepreneurial idea is the result 
of value creation through entrepreneurial marketing, thus the second research question can be 
therefore answered.  
 
Finally yet importantly, it should be clarified that some quantitative data are roughly calculated 
to summarize the empirical data to easier reader following as well as researchers ourselves 
explaining the research results, due to there are still 30 customers interviewed for our qualitative 
approach. Those numbers are just simple count and percentage, which are not significant 
enough to reach any quantitative conclusion. 
 

4.2. Presentation of empirical data 

4.2.1. Research question 1: value proposition framework 

Customer 
Customer as value creator 
When customer as value creator, the value propositions focus on three aspects i.e. goods, 
service, and brand strategy. 
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 Value proposition of goods 
(1) Product attribute 
In consideration of the product attributes, we have identified three aspects of our offered 
products i.e. the attribute of milk product, the attribute of cereal product, and the attribute of 
flexibly combining different things. 
 
The attribute of milk product: most of our interviewees confirmed that they prefer eat cereal 
with cold milk rather than warm milk especially those from Sweden. As said by most of them 
that cold milk tastes better with cereal and it is probably the traditional way of how Swedish 
drinking milk; and many of them have never tried to eat cereal with warm milk. One of them 
concretely described that the cold milk can keep the crunchy taste of the cereal and that makes 
the cereal tastes better. Nevertheless, there are still student from China, Turkey and Germany 
prefer warm milk, some of them described that warm milk is better for the stomach and also 
more comfortable when drinking at morning. One interviewee who prefer warm milk had a 
total different answer from the one who loves crunchy taste of cereal, she prefer warm milk to 
make cereal softer and she feel the softer cereal taste better. Moreover, one of the interviewee 
likes boiling milk with oatmeal or muesli. Specially, one of the interviewee told us that she 
could only drink the “lactose free milk” for she has the symptom of lactose intolerance. 
 
The attribute of cereal: diversity and substantial types of cereal product are probably the most 
obvious attributes of cereals. We therefore divided cereal products that observed in supermarket 
and recommended by our interviewees into four main types i.e. Flakes, Muesli, Crunchy, and 
Oatmeal. Such as flakes, there are corn flakes, chocolate flakes, or other grain flakes; or there 
are strawberry crunchy and other fruit typed of crunchy. It is hard to define which type of cereal 
are the most popular one among our target interviewees. Yet, oatmeal is comparably a special 
cereal product among the four, due to it must be boiled before eat. Four of our interviewee has 
indicated their preference of eating oatmeal with mike due to it is more health and less sugar.  
 
The attribute of flexibly combining different things: first, two third of our interviewee feel it is 
important on flexible selecting and combining different things of this kind of meal if really 
implemented in the cafeteria. Such as the interviewee who has symptom of lactose intolerance 
wish that she can choose the lactose free milk; or the interviewee who would like to combine 
different type of cereals and eat with milk. Second, some of the cereal supplements for milk 
can also be the supplements for yogurt, thus we deliberately ask interview the question about 
their preference of milk or yogurt. The evidences indicate that more than half of interviewees 
prefer milk rather than yogurt when eat with cereal, but still there are a lot of them prefer yogurt; 
and some of them expressed it could also depend on the type of cereal they choose, because 
some cereal taste better with milk and some taste better with yogurt. Third, we have also 
identified other supplements for “milk (yogurt) plus cereal” meal i.e. cocoa powder, jams, and 
fresh fruit. Hence, we have asked interviewees to write down their own recipes for this kind of 
meal, which are listed out in Table 4. However, two interviewees suggested that the different 
choices (i.e. milk (yogurt), cereal, extra supplements) should not be too much, and maybe one 
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or two are enough. This is actually good suggestion due to it is more efficient for customer to 
choose just among say three kinds of cereal.  
 
Just combining two things Three things More than three things  
Milk + flake 

Milk + muesli 

Milk + boiled oatmeal 

Milk + havrefras 

Milk + crunchy 

 

Yogurt + muesli 

Yogurt + crunchy 

Yogurt + jam 

Milk + muesli + cocoa powder 

Milk + flakes + cocoa powder 

Milk + flake + jam 

Milk + oatmeal + sugar (e.g. Risgryngröt) 

 

Yogurt + crunchy + jam 

Yogurt + muesli + jam 

Yogurt + jam + fruit 

 

Yogurt + muesli + fresh fruit + jam 

Milk + muesli +oatmeal + fresh fruit 

 

Table 4 Recipes of customer 

 
(2) Product quality 
In respect of the product quality, and our study on food industry, it is hard for customer to 
clearly describe how the level of quality a food product has. After the second round interview, 
we found out that the quality of milk and cereal product is normally associated with the brand 
and the price. That is, the famous brand is associated with better quality (e.g. a customer chose 
Arla’s milk because Arla’s milk is more taste than other brand and it has stronger milk flavor). 
Likewise, the higher price indicates the better quality (e.g., “the price of Paulüns’s muesli 
normally more expensive, I think it tastes better and I just eat this brand’s cereal when I feel 
rich,” said by an interviewee). To be more specific, customer also would like to perceive a 
brand that positioned as ecologic brand being more health and probably in better quality. 
 
(3) Emotion/ self-expressive benefits 
We identified this point from how the interviewees feel about combining and mixing different 
things together (like those recipes of combining three things or more than three things together). 
Though among thirty interviewees, there are just four of them clearly expressed some emotional 
word (i.e. fun and interesting) for those combination, still this could imply that the flexibility 
of combination might help some customer express their habit on eating things. Such as one 
customer said, “that could be very fun if I can eat flakes, muesli, crunchy with milk in one 
bowl”. 
 
(4) Niche specialist 
During the interview, we found some customers have special needs or demands. Firstly, some 
interviewees like eat boiled oatmeal with milk instead of other cereals (flakes, muesli, or 
crunchy). Second, one customer can just drink lactose free milk. Third, one interviewee prefers 
eat homemade muesli (made by her own family). Fourth, if our designed machine can also 
provide yogurt, one customer said her favorite kind of yogurt is Fil (a special Swedish yogurt). 
As students from China, one of our researchers has once bought Fil to drink, it tastes sour and 
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might not fit some international student who cannot adjust such sour taste. Fifth, there are two 
interviewees seldom drink milk (or yogurt) with any cereal products, so there probably 
possibility that customers just want to drink the fresh milk or just want to eat cereal.  
 
(5) Appealing design 
In the initial stage, what we can ask about this point is very limit when interview with potential 
customers. Nevertheless, as we asked interviewee about if there is a self-service machine to 
provide milk (or yogurt) and cereal meal, what point(s) is (are) important for the machine, most 
of interviewees expressed that the machine should be constantly hygiene and clean.  
 
Moreover, many interviewees thought it might be an attractive point if the provided meal could 
be taken away anywhere. Therefore, it might be possible to design some vessels that can be 
sealed up by customers themselves after they buy the meal. In addition, as indicated from the 
niche specialist, some customer might more willing to just buy cereal or just fresh milk instead 
of mixing them up. Thus, there could be plastic bottle design for those who just want to drink 
fresh milk. 
 
(6) Value (price) 
Our interviewed participants mainly considered on two price aspects for the researched 
business. One is the original price of milk and cereal in supermarket, and another is the total 
price of the milk (yogurt) plus cereal meal if university cafeteria really decides to sell the meal. 
Primarily, they normally buy the cereal products that are in good and fair price; some 
interviewees would like to buy any kinds of cereals that are on sale (having discount) in the 
supermarket. In addition, several interviewees also consider whether the price is cheaper or fair 
when they buy milk products. As for the total price of the meal, 21 out of 30 interviewees 
indicated that the appropriate price setting of the meal is an important and motive point for them 
to considering buying the meal as well as students who do not have job or income normally 
focus on the cheaper price. They thought the price of this kind of meal is better lower than those 
products’ price in supermarkets. Some of the interviewees consider the price around 10kr of the 
meal is more appropriate, because prices of cereal and milk product in supermarket are 
inherently cheap. While several others clearly expressed that price is the only factor to consider 
and it would motive them to buy. 
 
 Value proposition of service 
(1) Ease of use and learning  
We put forward this point in the aim of identifying some superior attributes for the self-service 
machine. What the superior attributes customer can perceive are (1) flexibility and ease way of 
selecting different things together, and (2) easy way of paying the money by themselves. So 
firstly, the way of selecting cereal, milk or yogurt provide by the machine must be very simple. 
Secondly, most of the interviewee support the easy way of payment, especially by using the 
student card or bank account. Because students widely use the student or credit card in 
university, also credit card can be adopt by those customers who are not students in university 
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without student card. Furthermore, three of our interviewees have suggested the way of mobile 
phone payment offering by Swedbank’s Swish.   
 
(2) Time value of service  
As precedence, most of our interviewees originally regard the “milk plus cereal meal” as a meal 
that is convenient and fast in preparing. With respect to the timesaving concept, one interviewee 
has provided an innovative idea on where we should put the machine to meet the time saving 
concept. That is, the self-service machine can be not only placed at university’s cafeteria but 
also the corridors of second or third floor of the university building where student can easier 
access it. Such as put the machine at the heating room of university (a room with refrigerator 
and many microwave ovens for students heating their own food) at third floor, then there is no 
need for students who study at third floor to go downstairs to cafeteria if they are happened 
hungry and want to eat some time saving meal or snack. 
 
 Value proposition for branding strategy 
(1) Brand Familiarity 
Interviewees normally defined their familiar brand as “a famous brand I know”, “the brand my 
family normally buys” or “the brand which is just accessible in the nearest supermarket”. In 
addition, some interviewees have concretely defined that “Arla’s milk contains more milk 
flavor than other brands”, “Falköping’s milk tastes better than Arla’s milk”, or “Frebaco’s 
muesli is more ecologic, delicious and healthier than others”.  
 
In order to easier integrate the suggestions emerged from interview, Table 5 is listing out the 
milk and cereal brand suggested by interviewees and their reason of choose such brand. Due to 
the different type of answer between local Swedish students and international students, we 
therefore divided them into two groups. 
 
 Local student International Student  
Milk brand Arla Falköping 

Mejerier 
GARANT, 
Valio Eila 

Arla Ängens 

Reason of choose 
(milk brand) 

Famous brand 

Family tradition 

Taste better 

Ecology 

Fair price 

Accessibility   

Local brand 

Family tradition 

Taste better 

Cheaper price 

Accessibility 

Lactose free Famous  

Accessibility  

Cheaper 

Accessibility 

Cereal brand Quaker, Coop änglemark, AXA, Kellogg’s, Frebaco, 

Paulüns 

ICA, START, Crownfield, 

GARANT 

Reason of choose 
(cereal brand) 

Family tradition, Delicious, Accessibility, Ecology, 

Fair price 

Accessibility, Delicious, Cheap price 

Table 5 Brand suggestion of customer 
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Swedish student or the people who live in Sweden for years more tend to express these precise 
answers. While most of the international students cannot address the name of milk or cereal 
brand in Sweden, yet there are still some brand names they suggest, such as the milk brand 
“Arla” or the cereal brand “ICA” and “START”.  
 
(2) Being global 
Global brand is an ambiguous concept in the interviewees’ mind, but we can clearly identify 
that Arla as a global brand is very influential in the daily life of our interviewees. In addition, 
one of the interviewees mentioned that she want to support Swedish farmer so that she just buys 
Swedish milk brand such as Arla. 
 
Nevertheless, three of the thirty interviewees would like to buy Falköping’s milk. When we ask 
why they choose Falköping instead of Arla, two of them thought Falköping’s milk is tastier 
than Arla’s milk. What is more, the third interviewee clarified that Falköping mejerier in his 
mind is a local brand, because Falköping is a city near Trollhättan (where our university is 
located), and Arla is though a big brand, Falköping mejerier is more touchable and more real 
for him, thus he prefer the local milk brand rather than the global brand.  
 
Customer as value co-creator 
The value proposition emphasizes on the pattern and channel of suppliers interacting with 
customers when customer as value co-creator. 
 
 Value proposition for pattern of interaction 
(1) Virtual interaction 
We intend to find a new pattern of interacting with customers for our researched entrepreneurial 
business through this point. Regard to this point, most of the interviewed customers are willing 
to involving virtual interaction of social network (e.g. Facebook, twitter) supported by Internet. 
Only two of the thirty interviewees do not use any social networks. 
 
 Value proposition for pattern and channel of interaction 
(1) Use of social network 
We intend to find a new channel of interacting with customers for our researched 
entrepreneurial business through this point. Initially, we wish to identify what point would 
motive interviewees to subscribe a Facebook page of a company. Two main reasons 
summarized from interviewees’ side are: (1) the Facebook page should be fun and innovative; 
or (2) the Facebook page of a company that I want to work with.  
 
Then, as informed by interviewees that our university’s cafeteria actually has a Facebook page, 
which means that if the cafeteria implement the business in the future, we can interact with 
customer by utilizing the Facebook page that already exists. After that we therefore changed 
the question to ask interviewees about “have they subscribed the Facebook page of university 
cafeteria and why they subscribe the page or not”. Regard to this question, eight interviewees 
have already subscribed the Facebook page out of the reason to check information of cafeteria 
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(i.e. menu of the day, opening hours), while fourteen interviewees have not subscribed the page 
because they do not know there is a Facebook page exists or even do not use Facebook.   
 
One student told us the reason why he subscribed the page is that he thinks the manager of the 
cafeteria is funny. As an exception, one international student said that she has subscribed the 
Facebook page of the cafeteria, but the menu or other information is in Swedish; so she 
normally just checks the page but not really reads information on the page.  
 
Stakeholder  
Customer as value creator 
 Value proposition of goods 
In consideration of the product attributes from stakeholder perspective, we have identified three 
aspects of our offered products i.e. the attribute of milk and coffee machine, the attribute of the 
milk-cereal self-service machine, and the attribute of product provided by the self-service 
machine. 
 
(1) Product attribute 
The attributes of milk and coffee machines of the cafeteria: We focused on the milk and coffee 
machine used in the school cafeteria and interviewed the university cafeteria’s manager. He 
confirmed that the milk machine is using fresh milk as the source and the machine itself is not 
powered by electricity. Nevertheless, in order to keep the milk cold, the cooler inside the 
machine does require electricity. Then, he mentioned that both milk and coffee machine do not 
need manpower to keep it clean because the cleaning programme was installed which can set 
the machine cleans itself automatically. What the staffs need is to change the container every 
day. And the reason why he use the certain coffee machine is because it offer the most simple 
choice to customer—just the coffee which makes customer more efficiency when using the 
machine. He also told us that the milk machine used in the cafeteria is provided by Arla without 
any cost (as long as the cafeteria buy milk from them) and the coffee machine is bought from 
WMF (the machine brand). However, the manager mentioned that he is planning to change the 
milk machine supplier from Arla to Skåne Mejerier because they provide better milk machine. 
Moreover, if the machine breaks down, the manager would repair it by himself with some 
guidance from the machine producer or he would call the machine company for just oral 
instruction if the encountered problem never happened before. 
 
The attributes of self-service machine: Based on the interview with the manager, we identified 
five points which are important for a self-service machine. A. Easy way of paying money- 
students can use the student card to pay without the pin code, which is quite easy and time 
saving; B. Easily preserving milk and keep the milk fresh; C. Easily handling on refilling; D. 
Good design with easy functional checking and cleaning; E. It can be placed at not only cafeteria 
but also other place of the university building (e.g. one of the heating rooms at third floor or 
corridor). The most important attributes he mentioned is “time saving” which is discussed in 
the value proposition of service. 
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The attributes of products provided by the self-service machine: the manager thought the 
machine could provide cereal like Flakes, Crunchy and Muesli. But he did not think oatmeal 
would be a possible choice because it takes longer time for boiling (unless the machine can boil 
the oatmeal and keep the oatmeal warm automatically). He stressed that the priority for the 
products sold in the cafeteria should be timesaving. To be specific, takes 5 to 6 seconds to sell 
a product to each customer in order to handle the long waiting queue. Moreover, the manager 
thought it would be more profitable for the machine to sell yogurt instead of fresh milk because 
customers like eating cereal with yogurt more (which is opposite to our finding from customer 
side). 
 
(2) Appealing design 
In this initial stage, what we can ask about the point is very limit. Therefore, we focused on the 
supporting of disposable bowl with cover and spoon. The manager thought it would be possible 
for the cafeteria to provide the disposable bowl and spoon for the milk-cereal meal, but he was 
also worried about some students would take some bowls and spoon furtively, which would 
make a loss for the total income. He further explained that it is better the disposable bowl and 
spoon can be placed inside the machine and customer can pay money to buy the bowl, when 
they eat the meal. Otherwise, it is not a good idea to leave the machine and those disposable 
bowl without human monitoring and at least there should be security camera to watch out for 
those two part properties of cafeteria. 
 
(3) Value (price) 
The manager said if the cafeteria sold the milk-cereal meal, the price would be set depending 
on how much they would change. The coffee machine price itself is very expensive and it is 
around 200,000. The cafeteria has its own way of calculate profit and profit margin and taking 
value adding tax (VAT) into consideration is crucial. He briefly described that the profit of one 
cup and one refilling of the coffee is 2.38kr-2.41kr (the selling price of the coffee is 10kr in the 
cafeteria), and if the cost of a product is 8kr, he would like to sell it like 20kr in the cafeteria 
because there are still VAT has to be minus in the profit. So in cafeteria, the profit margin of 
the coffee is about 24% and in general the profit margin without considering the VAT of the 
cafeteria’s products or foods should reach 60% ((20-12)/20). In addition, he stressed that he 
would not accept a product, which VAT is less than 51%.  
 
(4) Time value of goods 
As Arla is the milk and yogurt supplier of the university cafeteria as well as the free milk 
machine provider, we therefore found out that the cafeteria has already provided Arla’s fresh 
milk to customers. Hence, the value of fresh milk is limited by time, though the milk machine 
itself is equipped with refrigerator to keep the milk fresh. As told by the manager of cafeteria, 
the machine can keep the milk for about 8 to 9 days. 
 
 Value proposition of service 
(1) Ease of use and learning  
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We put forward this point in the aim of identifying some superior attributes for the self-service 
machine. We thought the machine should give the customer more choices on selecting but the 
manager disagreed with this thought and pointed out that the customer do not want to think and 
choose. So what he suggested is that the choices on selecting should be simple. However, the 
manager is quite support the idea about the student card payment, he thought this is the easiest 
and timesaving way as payment. 
 
(2) Time value of service  
During the process of the interview, we could strongly feel that the manager mostly concerned 
on cost of time. He described the normal long queue at lunchtime with helpless tone. Based on 
his experience and observation, he mentioned that some students would walk away when they 
see the queue. In order to cope with this situation, the school cafeteria seems to strive 
themselves to work more efficiently (takes 5-6 seconds to sell food to each student) and 
coordinate with the school on students’ breaking time, e.g. divided into three period, 11:45, 
12:00 and 12:15, which can possibly reduce the waiting time for each group of students. 
 
 Value proposition for branding strategy 
According to the second round interview with customer, we asked the manager to point out the 
cereal and milk brand that he familiar. About cereal brand except Crownfield, he know all the 
other cereal brand revealed from the customer side i.e. Quaker, Coop änglemark, AXA, 
Kellogg’s, Frebaco, Paulüns, ICA, START, or GARANT. The brand Crownfield normally sell 
in Lidl is a German brand; it is not sold in the mainstream supermarket in town. About milk 
brand, there are Arla, Falköping Mejerier, Valio Eila, or GARANT. He especially mentioned 
that Valio Eila is a Finnish brand and has expertise in Lactose free milk field. 
 
Customer as value co-creator 
 Value proposition for the pattern of interaction 
(1) System solution 
As indicated by the manager of university cafeteria, his wish is that the machine should not 
only provide customer with meal and self-service solution but also provide machine buyer with 
system solution. His intention is that the disposable bowl and spoon can be put inside the 
machine and customer can buy the bowl or spoon from the machine as well. This idea can also 
solve the issue that student taking away those bowls and spoons furtively and he can confidently 
put the machine anywhere in the university.  
 
(2) Providing customer service interface 
If we view the screen of the machine as a service interface, for customer it should show the 
remaining money and some timely instruction when customer use the machine, for manger of 
cafeteria, it should give a platform (touching screen) for manager in freely setting price for milk 
and cereal product.  
 
(3) Transparency and risk assessment 
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The risk for the fresh milk itself is its shelf life. For the machine, it has two risks should be 
point out at least. The first one customer might wonder how much money has been 
automatically taken away by the machine from student card or credit card when they use it. The 
second one is that the flowing out volume of milk (or yogurt) is uncertain (please see machine 
design in Figure 5) as long as the customer hold the button for flowing out milk. 
 
(4) Personal interaction 
There might be necessary to have someone to guide students (customers) when they use the 
machine for the first time. 
 
 Value proposition for the channel of interaction 
(1) Use of social network 
We wish to identify what is the purpose for the cafeteria setting up a Facebook page. One main 
reason summarized from the cafeteria manager is, “the Facebook page is used for showing the 
menu to students and let them know what food will be served today”. 
 
The manager told us that they created a Facebook page for showing the menu to the student. 
Moreover, the cashier is in charge of uploading the information on the Facebook page every 
workday. Except the menu, the Facebook page also offers information about full-time jobs 
opportunities. However, part-time jobs for students are mainly published by the Student Union. 
When we asked whether it is possible for the Facebook page to publish the menu of the machine 
for a certain period of time, the manager replied that it is possible to do that. In the end, we also 
put forward some suggestions for the Facebook page, e.g. “Follow Reataurang Västan 
Facebook page to check information” can be written on the menu blackboard, or offering more 
information in English.  
 
(2) Time value of interaction 
There are not so many interactions between subscriber and staffs of cafeteria on the university 
cafeteria Facebook page. 
 
Non-customer as value co-creator 
 Value proposition for supplier and alliance markets 
The business consultant has provided us a possible business model other than franchising. This 
business model is a vending machine business model (such as the vending machine brand: 
Selecta), as shown in Figure 4, this business model contain both vertical and horizontal aspects. 
In the center, the distributions are the core activities of the business, which need to be supported 
by both upstream outsourcing machine manufacturer and downstream milk and cereal supplier; 
the downstream network is built up to provide machine user with business solution. From the 
left side of horizontal perspective, there must be relevant process and qualified personnel on 
sustaining activity of daily service maintenance (e.g. people who charge on refilling milk and 
cereal, keep machine clean, and the technological expert to ensure regular function of the 
machine etc.). From the right side, as the business owner we can choose to rent, lease, or sell 
the machine to those potential distributors. Yet this model is lack of standardized marketing 
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communication plan for the distribution sector, which might lead the unclear positioning of the 
business. 

 
 
Likewise, we also tried to identify various suppliers the university cafeteria already have haf. 
What we gathered from the interview with cafeteria’s manager it that the caferteria already has: 
- Milk and yoghurt supplier: Arla (though he said he was going to change the milk supplier 

into Skånemejerier because they have better milk machine); 
- Various goods suppliers: Martin-Seruera (in Gothenburg), Suewsk Cater (in Uddevalla) 

and Mewigo (in Halmstad); 
- Coffee and milk machine supplier: WMF’s coffee machine, and the free milk machine 

supplied by the milk suppliers like Arla and Skånemejerier; 
- Disposable bowl and spoon supplier: ‘tingstad.se’ which is an e-commerce website. 
 
 Value proposition for influence market 
The influence market is strategically vital for the entrepreneurial business, for which the 
financial, governmental and regulatory issues are the fundamental part on virtually realizing the 
business from the very beginning.  
 
For seeking financial support, entrepreneur can resort to bank loan, government grant, and 
business financial support organizations. For instance, ALMI Business in Sweden is an 
organization that can provide loan or venture capital to those verified entrepreneurs that lack of 
financial resource (grants about 50000SEK); specially, AIMI also aims to help entrepreneurs 
of foreign backgrounds who are in the process of starting a business or who are already running 
one (ALMI, 2015). In addition, Västra Götalandsregionen (Region Västra Götaland) also 
supports sowing grant (about 50000SEK) to entrepreneurs within the Västra Götaland region. 
 
For dealing with legitimacy issues such as how to be granted license for business operation 
(business certificate), seeking for legal protection of brand, patent or design or relevant, 

Distributi
ons 

Outsourci
 

Milk/

Servi
 

Rent 
Lease 

Figure 4 Business model of vending machine 
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entrepreneur can firstly check information online (such as search keywords like EU design 
protection), and then take corresponding measures. 
 
Nevertheless, as suggested by the consultant, it is wiser for entrepreneurs seeking solid 
partnership with those who can provide or share relevant resources that already exist as 
precedence. This implementation is more efficiency and cost saving for the entrepreneurial 
business establishment in the real situation. 
 
 Value proposition for internal market 
In accordance to the entrepreneurial business situation, the entrepreneurs themselves are self-
employed. That is to say, entrepreneurs are the employees for themselves. As researcher as well 
as entrepreneur, we feel that it is important to be constantly motivated and enthusiastic for the 
innovative business we initiated to keep it alive and being enriched.  
 
 Value proposition for referral market 
As entrepreneur, we noticed that the word-of-mouth effect generated by our close friends and 
acquaintances is powerful, and they could be the potential customer for the entrepreneurial 
business from the start. Moreover, using social network interacting with customers we familiar 
with could also create proactive atmosphere to motive their spontaneously recommendation of 
our innovative products to others. 
 
 Value proposition for recruitment market 
This concerned on if the university cafeteria offers jobs to students, and the cafeteria manager 
usually inform Student Union on helping recruit student for part-time job but not directly give 
student part-time job. Student can apply the job through Student Union. However, as revealed 
from the second round interview with students, none of them knew the cafeteria actually offers 
part-time jobs to university students. 
 

4.2.2. Research question 2: value creation through entrepreneurial marketing 

EM STP as precedence 
As illustrated in the Coding template 2, the eight elements of customer segmentation are sex, 
country, frequency, application, purchase pattern, price sensitivity, brand loyalty, and benefit 
sought. 
 
Segmentation 
(1) Country and sex 
As essential, our thirty interviewees are under different international background. They are 
come from Sweden (16), China (6), Germany (2), Iran (1) Spain (1), Turkey (1), Syria (1), 
Lebanon (1) and Austria (1). In addition, among the thirty interviewees, seventeen (17) of them 
are female while thirteen (13) of them are male. We did not deliberately select particular country 
or sex of our interviewee, these numbers emerged in the nature of convenience sampling 
technique of participant selecting. 
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(2) Frequency  
The frequency implicates two aspects in this study i.e. the frequency interviewee eating the 
milk (yogurt) plus cereal meal in his (or her) daily life and the frequency interviewee buying 
lunch or snack at university cafeteria (excludes buying the coffee, because coffee is popular 
among customer and might influence or collected data to a large degree). This two frequency 
are shown in Table 6. 
 
The left side of the table shows that 26 of our interviewees eat the milk (yogurt) plus milk as 
regular meal. This number is the biggest and we roughly indicate that 87% percent students in 
university frequently might eat this kind of meal in their daily life. Likewise, the right side of 
the table shows that 17 interviewees buy food or snack at university cafeteria frequently while 
13 interviewees seldom buy things at the cafeteria. That is to say, though 57% of the thirty 
interviewees in university (not just students) buy lunch or snack at cafeteria, there is still 43% 
of them barely consuming lunch or snack.  
 
Frequency of eating milk 
(yogurt) plus cereal meal 

Amount 
(percentage) 

Frequency of buying lunch or 
snack at university cafeteria 

Amount 
(percentage) 

Everyday 8 (27%) Everyday 2 (7%) 
Several times a week 18 (60%) Several times a week 15 (50%) 
Several times a month 1 (3%) Several times three month 8 (26%) 
Never 3 (10%) Never 5 (17%) 

Total: 30 (100%) Total: 30 (100%) 
Table 6 Two aspects of frequency 

 
Among the 17 interviewees who buy lunch or snack at cafeteria, three of them just buy 
sandwich eating as lunch because it is fast in eating, convenient and cheaper. Among the 13 
interviewees who seldom consuming things at cafeteria, 3 of them just like to eating their own 
homemade food, 10 of them do not buy things in cafeteria because they think the cafeteria’s 
food or snack are expensive. Within the 10 interviewee, just one Swedish interviewee expressed 
this point, other 9 were all international student from different countries, such as those from 
China.  
 
(3) Application and purchase pattern 
For the point of application, we want to know “how the interviewees normally apply the milk 
and cereal meal in their daily life” i.e. they apply this meal as breakfast, lunch, afternoon extra 
meal (dinner), or snack. For the point of purchase pattern, we intend to know “in which situation 
the interviewees would like to purchase and eat the milk (yogurt) plus cereal meal at university 
(not at home)”. Interviewees usually give us the multiple choices so that the total amount of 
choices is more than 30. Hereby, the amount and percentage of their choice for daily application 
and possible purchase pattern (for the milk plus cereal) is shown in Table 3. 
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Application Amount Percentage 
(amount/30) 

Purchase pattern Amount  Percentage 
(amount/30) 

Breakfast 26 86% Breakfast 21 70% 
Lunch 6 20% Lunch 2 7% 
Dinner  7 23% Dinner 4 13% 
Snack 13 43% Snack 12 40% 

Table 7 Application and purchase pattern 

 
(4) Price sensitivity  
Most of the interviewees who normally buy food in cafeteria considered the food price in 
cafeteria is common price or even cheaper than those of outside restaurant. In contrast, those 
who seldom purchase things at the cafeteria thought the price in university’s cafeteria is 
expensive. After identifying the interviewee belonging to the later kind of customer, we tried 
to ask the follow-up question like “if the cafeteria provides cheap milk (yogurt) plus cereal meal 
around 10kr, will it motive you to buy?” Though answers range from “Yes”, “maybe” to “I 
don’t know”, there are still three of the answer are definitely “Yes, I would like to try”. In 
addition, those interviewees who have international background were more sensitive for the 
price setting due to the price level in Sweden is much more expensive than his or her motherland. 
 
(5) Brand loyalty 
In respect to the brand loyalty, most of the interviewees can address one or two milk or cereal 
brand they familiar with. The familiar brand could be a point that motive customer to purchase 
the meal in university cafeteria such as using Arla’s dairy product (milk or yogurt). Yet, the use 
of local brand could also be a point to motive customer such as using Falköping’s milk. 
Moreover, interviewees actually more emphasize on the cereal brand rather than milk brand. 
Because when we ask question about “your favorite milk brand or cereal brand, which one (or 
both) will give you more motivation to buy the meal in cafeteria”, they gave more votes on the 
cereal brands, many of them said, “I would like to buy the meal if the provided cereal is my 
favorite brand. What is more important is that I know the cereal is delicious from many of my 
previous experience.” 
 
(6) Benefit sought 
Primarily, according to the interviewed customers, comparing to other kinds of meal, the main 
benefits of “milk plus cereal meal” are healthy and fast in preparing (convenient) and more than 
50% of the interviewed customers mentioned these two keywords during the conversation. For 
example, one representative answer is “I think it is healthy and the most important is the meal 
is easy and fast in preparing.” Moreover, the flexibility of selecting different things of “milk 
plus cereal meal” can possibly give customers emotion or self-expressive benefits. Some 
customers feel it is fun and delicious to mix two or more than three things together when eating 
with cereal. Furthermore, the customer would like to seek fair or cheap price benefit as well. 
Such as the interviewees mentioned that “I would like to buy the cereal that having discount in 
the supermarket” or “I would like to buy another cheaper brand’s milk rather than buy Arla’s 
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milk”. These answers reveal the importance of giving customer price benefits when the business 
intends to promote the “milk plus cereal meal” such as giving discount on the cereal product. 
 
Positioning 
We deliberately set several interview questions “how you think the milk-cereal meal?” or “how 
you think about if the milk-cereal meal really realized in university?” for customer to give 
conclusion as the positioning for the ‘milk-cereal meal’ as well as ‘our entrepreneurial 
business’. 
 
 Positioning for the milk plus cereal meal 
As indicated before, many interviewees felt this kind of meal is cheap, healthy, delicious, 
keeping hungry away and fast in preparing. In addition, it is probably fun and interesting to mix 
up whatever cereals the customer want and eat them in one bowl. 
 
 Positioning for the entrepreneurial implementation 
Most of the interviewed potential customers mentioned briefly that it would be a good idea or 
great to have such kind of entrepreneurial implementation. Nevertheless, there are still some 
detailed positive expressions revealed from the interviewee’s side. We therefore quote their 
final comments for the implementation of “using a self-service machine to provide milk 
(yogurt) plus cereal meal at university cafeteria in the future” as follow:  
 
“In general I think the idea could be good, if the cafeteria starts supply such meal I think the 
demand would therefore generate from students side. Also not every student has time to eat 
breakfast at home, breakfast is important in a day; this kind of meal can provide energy to 
student.” 
 
“As a person who seldom buy and eat food in university’s cafeteria, this kind of meal can motive 
me a lot to purchase in cafeteria. Also as a person who really like to try some different 
combination of cereal, oatmeal, with yogurt and milk I would like to try such meal to taste those 
kinds of cereal I have never try before in a very low price. Because this not requires me to buy 
a whole box of cereal but just to have a little bit to try.” 
 
“I think it is good, it might be accepted by people at the beginning, and they will gradually find 
out it is really convenient. It is time saving when there are many people in the queue of getting 
food. Alternatively, such as at 3 p.m. you are hungry you can get something lighter to eat (rather 
than chocolate or cookies); also, it is a lower price option for those students who think the food 
price is expensive in the cafeteria. I will buy it if it is realized in the future.” 
 
Yet, we have also gathered negative answers such as “I won’t use the machine too much”, “I 
think it is not gonna work” or “I don’t know, I just think it is more appropriate to eat this kind 
of meal at home”. 
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EM mix as value creation carrier 
Product 
Besides the machine itself can become a product for other business entities that purchase it as 
customers and also as “milk plus cereal meal” distributors, the fundamental offering of the 
machine has been initially considered as ‘the milk plus cereal meal’ as well. Our university is 
temperately a new market for the ‘fresh milk plus cereal meal’ according to our former 
experience. 
 
 Value proposition of goods 
(1) Product attribute 
The attribute of milk product: two main attributes are identified from customer side i.e. the 
temperature of milk and the ingredient of the milk. 
- Temperature of the milk: the temperature of the milk can still be set in two different 

temperatures. As revealed from the interviews, since most Swedish people eat cereal with 
cold milk, the first temperature can be the same as the milk in the refrigerator (about 5 to 8 
degree), thus there is no need to heat the milk for this temperature. Another temperature 
could be the normal temperature (i.e. 20 degree) for those customers who consider warm 
milk is better for stomach, so there is no need to heat the milk to a very high temperature. 

- Ingredient of the milk: maybe sometimes the machine can provide lactose free milk to 
customers. 

 
The attribute of cereal: the attribute of cereal is its diversity in different types and brands. Yet, 
it is wiser to give customer simpler choices as the cafeteria manager said, ‘it is better to help 
customer buy things without think about choosing things, we make our coffee machines offer 
the most simple function for customer that is ‘just pushing the button’.” 
- The types of cereal: So the machine designed for ‘milk-cereal meal’ can just provide three 

type of cereals i.e. Flakes, Muesli, and Crunchy.  
- The kinds and brands of cereal: such as Flakes have different kinds like corn-flakes or 

chocolate-flakes. Hence, the kinds and brands of cereal can be changed every week, every 
half-month or every month to keep the fresh feeling among customers. And the supplement 
of cereals are initially set as ICA’s products as it is easier to describe our intent of bundle 
sales milk with brands of cereal product or brands that customers in Sweden familiar with; 
that is to say the suppliers of cereals can be flexibly changed according to customer 
preference. 

 
The attribute of flexibly combining different things: besides fresh milk product, two more 
aspects of things can be consider for customer to choose i.e. the equivalent of milk—yogurt and 
other supplements of milk (or yogurt)—cocoa powder, jam or fresh fruit. In this initial stage, 
the milk supplement cocoa powder can at least be considered to provide to customer together 
with the ‘milk-cereal meal’. The fresh fruit might be provided just at breakfast or lunchtime or 
the machine can have a sign to remind students bring their own fruit for the meal and there is 
no need to provide it. For the yogurt and jam they might be implemented in the future after the 
business is well developed. 
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(2) Niche specialist 
What we can identified from the customer side so far contain five aspects as illustrated in the 
Table 8: 
Niche specialist Amount (among 30 interviewees) Percentage 
(1) Boiled oatmeal with milk 4 13% 
(2) Lactose free milk 1 3% 
(3) Homemade muesli 1 3% 
(4) Fil (special Swedish yogurt) 1 3% 
(5) Never eat cereal product 2 7% 

Table 8 Niche specialist identified from customer side 

 
About the first four points, they can be merged into the product attribute point i.e. attribute of 
cereal for ‘boiled oatmeal’ and ‘homemade muesli’, and attribute of milk product for ‘lactose 
free milk’ and ‘Fil (special Swedish yogurt)’. 
 
The fifth is special due to a new possible way of distribute milk is identified. In other word, the 
machine might not only serve customer with ‘milk plus cereal meal’ but also just milk or just 
cereal products. Thus, there could be plastic bottle with seal cover design for those who just 
want to drink fresh milk. 
 
(3) Product quality  
The product quality of cereal product can be indicated by the cereal brand. For instance, ‘the 
price of Paulüns’s muesli normally more expensive, I think it tastes better and I just eat this 
brand’s cereal when I feel rich,” said by an interviewee. 
 
 Value proposition for branding strategy 
For the brand strategy element of product, three points from value propositions can be included 
i.e. Being familiar, Being local and product quality.  
 
(1) Being familiar  
Customers normally consider the global brand or the brand that can always be accessed in the 
nearest supermarket as their familiar brand.  
- Being global: Arla is a global brand; 
- Being accessible: milk brands such as Arla, Falköping Mejerier, or Ängens (a German 

brand in Lidl); cereal brands such as ICA, START, GARANT ，Quaker, Coo   

AXA, Kellogg’s, Frebaco, Paulüns or Crownfield; 
 
(2) Being local 
Arla is though a global and familiar brand, Falköping Mejerier is more touchable and more real 
for some of the local people in town. Thus, some local customer may prefer the local milk brand 
rather than the global brand. 
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Process 
The machine is aim to provide self-service process to customer, also intends to give machine 
owner easier process on maintaining. Therefore, the processes should be both easily adapting 
and time saving. 
 
Value proposition of service 
(1) Ease of use and learning 
For machine owner, as expressed by cafeteria manager that the machine can better provide: 
- Simple way of paying money (payment solution): the payment process should be as simple 

as possible say just use the student card, or when using the credit card there is not necessary 
to input password.  

- Easy way of operation: the machine should be easily reserving milk, refilling, cleaning and 
functional checking. 

 
For customer, the process should be easy learning: 
- Payment solution: customers said that besides student card, it is nice that the meal can be 

paid by credit card, because sometime they might forget the student card in home or 
something else, but they would always bring credit card with them. In addition, those 
customers who are not students in university without student card can adopt credit card. 
For mobile phone payment, it might not be that prevailing like student card and credit card; 
also, to simplify the payment process, the mobile payment should not be considered for 
now.  

- Easy way of selecting things: it should be simple for them to select the different 
combinations. 

 
(2) Time value of service 
It is better that customer can finish the whole process in just 10 seconds. To realize the time 
saving point, the machine is designed with three steps and four tangible functions, which can 
be easily perceived by customer: 
 
 Step 1 – inserting the card 
 Step 2 – choosing function 
 Function 1 – pressing out disposable bowl (if necessary) with cover and spoon or 

disposable bottle with seal cover; 
 Function 2 – twisting out cereals: certain 100ml every time; 
 Function 3 – pressing out milk: flexibility on choosing milk temperature and flowing 

volume, as long as the customers keep pressing the button; and the maximal volume 
of flowing out milk is 400ml; 

 Function 4 – automatically taking away the money: every twisting and pressing 
has a price, and the machine will charge the money after every operation of using the 
machine’s function 1 - 3. 

 Step 3 – taking out the card 
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Accordingly, only after inserting the card (e.g. student card) into the machine the four functions 
can be executed; our consideration is that the self-service process can effectively shorten the 
students waiting time in a queue, especially at lunchtime. 
 
 Value proposition for pattern of interaction 
(1) System solution 
The disposable bowl and spoon can be put inside the machine, and customer can buy the bowl 
and spoon from the machine before they buy the meal. Thus the machine can be placed 
anywhere of university (e.g. one of the heating room at third floor or corridor). 
 
Physical aspects 
The physical aspects for the researched business can be revealed from four points of value 
propositions i.e. product attribution, appealing design, transparency and risk assessment, and 
service tips (this is a value proposition point).  
 
 Value proposition of goods 
(1) Product attribute 
For the machine itself, there should be electricity supporting on the refrigerator, charging 
money and lock function of the machine.  
 
(2) Appealing design  
Machine and its assembling design: 
- Appearance design of the machine should deliver a sense of appetite for customer and be 

attractive. 
- Price setting interface: the screen of the machine could better be touching screen that allows 

the machine owner setting price easily for every twisting and pressing of the machine. 
- Easy on assembling: it is more desirable that if every part of the machine can be freely 

removed and assembled. 
- Special design of the machine: the design should let the disposable bowl (500 ml), spoon, 

or the cover of bowl be put inside and in the same time, customers can buy them through 
the machine. 

- Special design for niche market: the machine can provide disposable bottle (330 ml) with 
seal cover for those people who just want to buy and drink the milk.  

Appearance maintaining: the machine should be clean and hygiene anytime. 
 
 Value proposition for pattern of interaction 
(1) Transparency and risk assessment 
- Customer interface: the machine can transparently show how much money has been taken 

and how much deposits remains in the customer’s student card.  
- Sign for the shelf life of the milk (time value of goods): The risk for the fresh milk itself is 

its shelf life, so if selling fresh milk it is better the surface of the machine can show the 
shelf life of the milk (say ‘best drink before 2015-05-17’). 
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- Sign for holding the flowing out milk button: the flowing out volume of milk (or yogurt) is 
uncertain (please see machine design in Figure 5) as long as the customer hold the button 
for flowing out milk. So on the surface of the part of milk machine should remind customer 
to hold the milk machine button as long as they satisfied with the volume of milk. 

 
(2) Service tips  
Besides some basic instruction tips of how to use the machine, it might be good to also give 
customer tips about how to better enjoy the meal 
- Sign of reminding students to bring their own bowl and spoon or bottle: this suggestion 

can help student save their own money. 
- Sign of reminding students to bring their own fresh fruit: this suggestion can help customer 

better enjoy the meal by themselves for the cafeteria cannot always provide fresh fruit to 
customers.  

 
Price 
The price consists of three levels of price indicators ‘the possible price for realize the machine’, 
‘the possible price for milk-cereal meal’ and ‘the product quality indicated by the price’. 
 
 Value proposition of goods 
(1) Value (price) 
- The machine price: As the cafeteria manager mentioned that, his coffee machine cost about 

200,000. This is a very expensive price, for the milk-cereal machine, its price should be 
controlled less than 200,000. Still it depends on the use of the material and the technology 
of the machine.  

- The milk-cereal meal price: We intend to provide customer with lower price of milk and 
cereal comparing to their price in the common groceries (e.g. Lidl, ICA, Willy:s). Reflecting 
from our observation, the local price of cereal product and milk price are illustrated in Table 
9; meanwhile, based on our assumption, we temporarily set the selling prices for our 
business. let us do some simple mathematic problems in Table 9:  

 
Product Average price Assumption and price after division Setting price 
Milk 9kr 1000ml To be extreme, customer can either 

choose not buy milk at all, or just buy 
milk at its maximum volume 400ml, so 
we take the mean 200ml as the volume 
that customer normally buy; so the price 
is 9kr*(200ml/1000ml) = 1.8kr/200ml 

 
 
 
 
 
3kr/0-400ml 

ICA Muesli 24kr 750g 75g = 100ml; 2.4kr/75g = 2.4kr/100ml 2kr/100ml 
ICA Crunchy 22kr 800g 80g = 100ml; 2.4kr/75g = 2.2kr/100ml 2kr/100ml 
ICA Corn Flask 13kr 500g 50g = 100ml; 2.4kr/75g = 1.3kr/100ml 1kr/100ml 

Table 9 Price setting for the offering of the startup business (price data collected at 2015-04-10) 
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Throughout the process, it shows that the setting prices of cereal products are all lower than 
their market price in the local market. That is 2kr/100ml for ICA Muesli: 0.4kr less than its 
market price 2.4kr/100ml; 2kr/100ml for ICA Crunchy: 0.2kr less than its market price 
2.2kr/100ml; 1kr/100ml for ICA Corn Flask: 0.3kr less than its market price 1.3kr/100ml. 
In contrast, for the milk, we deliberately set its price higher than the marketing price (3kr/0-
400ml is 1.2kr more than the marketing price 1.8kr) for the purpose of the business, as well 
as the purpose of the research intention of adding value on existing milk product. Hence, 
the price itself can effectively help add value to the milk product. 
 
Yet, as expressed by the cafeteria’s manager, the cafeteria has its own way of calculate 
profit and profit margin and taking value adding tax (VAT) into consideration is crucial. 
Therefore, the certain price setting would be addressed after an exact calculation and using 
of different measurements. Moreover, the mutual benefits and profits should be met among 
parties through the price setting. 

 
(2) Product quality 
The product quality of milk can be indicated by the price, thus the higher price setting of fresh 
milk can help customer to perceive the fresh milk product in good quality. 
 
Place 
‘Place’ in marketing mix concerned on distribution of product, we have identified two 
possibilities of business model that suitable for the startup, and as correspondence with the two 
models, two ways of distribution have thus been revealed: 
 
 Value proposition for supplier and alliance markets 
- Model 1 - Business franchise: for this model, as entrepreneurs, we have to fundamentally 

create a complete value chain and be legitimacy on doing franchising business (legally 
granting license to franchises); and then serve franchisees on training and marketing 
communication.  

 
- Model 2 - Vending machine business: we can just choose to lease, rent and sell out the 

machine to other business entity and help with their building relationship with milk and 
cereal supplier. Besides weekly or monthly checking the function of machine, there are no 
more marketing plan support and other business facilitators provide from us to them (This 
model was also strategically suggested by small business consultant, and similar company 
with such business model could be identified as Selecta which is a vending machine 
company that prevailing in Sweden contemporary).  

 
More specific in possible places as well as the potential alliances to distribute the milk-cereal 
meal with the self-service machine could be university, hospital or office etc. 
 
 
Partnership 
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So by viewing the case organization (LRF) and its network of milk supply (or dairy products 
supply) as starting point, agile interaction network must build up crossing different sector and 
companies; its possibly partnerships and business network units are revealed by value 
proposition for ‘supplier and alliance markets’, ‘influence market’, ‘recruitment market’ and 
‘referral market’. 
 
 Value proposition for supplier and alliance markets 
- Milk supplier: the potential brands of milk supplier for the business could be Arla, 

Skånemejerier and Falköpings Mejeri. The reason is our university already has milk and 
yogurt supplier that is Arla, but it is going to change into Skånemejerier’s milk product due 
to it provides better milk machine. In addition, Falköpings Mejeri as a milk brand that 
locates at nearest city from Trollhättan (where the university is located), could offer cheaper 
transportation cost of those milk products.  

 
- Cereal suppliers: besides those cereal brand companies can offer cereal product to the 

business, three groceries suppliers of the university cafeteria i.e. Martin-Seruera (in 
Gothenburg), Suewsk Cater (in Uddevalla) and Mewigo (in Halmstad). Also the business 
can identified local producer who can provide homemade cereal (e.g. homemade muesli). 
Good network with cereal supplier will facilitate the flexibility on accommodating with the 
constantly changing of customer preference. This implementation in the same time keeps 
the sense of freshness of customer on purchasing the combining meal.  

 
- Milk-cereal machine manufacturers:  

a) Vending machine Company like Selecta: it may offer the resources or contact 
information of outsourcing manufacturers who have competences on R&D and can 
realize these techniques for vending disposable bowl and spoon, and systematic 
functions of vending machine.  

b) Milk machine manufacturers: as Arla and Skånemejerier providing free milk machine 
to university cafeteria, it indicates that the two milk companies also have sources of 
machine manufacturers which can provide technology on reserving milk (e.g. low 
temperature conservation or something else);  

c) Payment solution related companies: like Student Card Company who can provide 
technology on payment system. Everyone in University West has their own student 
card, thus if the startup business intend to take advantage of time-saving payment 
solution, it must strive on communicating and facilitating cooperation among vending 
machine manufacturers, milk machine manufacture and student card company; through 
which the payment solution by student card will be smoothly developed. 

 
- University cafeteria (or other places that can implement the business model e.g. office, 

hospital): they are strategically crucial on providing new market, places for distribution, 
subsequent managerial channel and personnel support, such as what we already indicated 
before about the various suppliers of university cafeteria:  
a) Milk supplier 
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b) Cereal supplier 
c) Bowl and spoon suppliers  

 
 Value proposition for influence market 
Influence markets are the most essential network or partnership the business should be taken 
great attentions on. LRF as a big small business facilitating organization may already hold these 
sources. 
 
(1) Financial supports 
Such as organizations like ALMI Business, Västra Götalandsregionen (Region Västra 
Götaland) in Sweden can provide financial support for verified entrepreneurs with a certain 
amount of monetary grant.  
(2) Regulatory sectors 
For dealing with legitimacy issues such as how to be granted license for business operation 
(business certificate), seeking for legal protection of brand, patent or design or relevant, 
entrepreneur can firstly check information online (such as search keywords like EU design 
protection), and then take corresponding measures. 
 
 Value proposition for referral market 
(1) Word-of-mouth effect  
It can be generated by entrepreneurs’ close friends and acquaintances. 
(2) Available referral organization (Student Union)  
The Student Union owns the advertising board in every toilet in our university, so for the 
researched business it can utilizes the advertising board to have some short advertising of the 
machine’s offering sometimes. 
 
 Value proposition for recruitment market 
For this point, we can know the cafeteria temperately resort to Student Union to recruit students 
to do part-time job; meanwhile they use Facebook page to publish some full-time job for 
everyone.  
 
People 
‘People’ in marketing mix mainly concerns two units: ‘skillful customer’ and ‘approachable 
and helpful employee’; the interactions between customer and employee are based on the 
principle of courtesy, friendliness and respect.  
 
 Value proposition for pattern of interaction 
(1) Personal interaction 
There might be necessary to have someone to guide students (customers) when they use the 
machine for the first time. Entrepreneur can be self-employed, thus we can serve as the role of 
employee to help customers who have difficulties on using the machine.  
 
 Value proposition for internal marketing   
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(1) Skillful entrepreneur 
The second thing that needs to be considered is the skillful entrepreneurs (employee) who can 
support on the weekly or monthly checking the function of machine, and repair the broken 
machine. As indicated by the cafeteria manager, he can confidentially repair coffee machines 
by himself. This is what we should learn from him as entrepreneur. 
 
Promotion 
The promotion in the researched entrepreneurial business can be identified from different angles 
i.e. interaction pattern and channel.  
 
 Value proposition for the pattern of interaction  
(1) Traditional pattern of interaction 
- For the ‘milk plus cereal meal’ offering: we can resort to a traditional sales promotion way 

of ‘discount’, say ‘every Friday 12:30-13:30 price of every 100ml cereal will be just 1kr’ 
etc. 

- For the cereal or milk suppliers: they can promote their new product by supplying those 
new cereal products freely to the machine for some trial selling. Thus, the machine can 
flexibly serves our business partners on product promotion.  

 
 Value proposition for the channel of interaction 
(1) Use of social network 
- For the startup business: as a entrepreneurial business, our goal is always to minimize cost, 

thus promotion support by online social network is always the best channel for the 
promotion of our innovative offering. Such as, we can use some way to facilitate and 
motivate more customers (or students) to subscribe the Facebook page of university 
cafeteria that supports our further interaction with customers to chase or manipulate their 
preference. In addition, the manager has replied that it is possible for the Facebook page to 
publish the (monthly, weekly etc.) milk-cereal menu of the machine.  

 

4.3. Summary of empirical data  
In this section, the most important results of empirical evidence are summarized, which are 
organized by the two research questions.  

4.3.1. Research question 1: value proposition framework 

Research question 1 enquires, “How value proposition framework acts as the source of value 
creation in entrepreneurial marketing?” the value creation activities in value proposition 
framework in EM concern on two units (i.e. customer and stakeholder) and three facets i.e. 
customer as value creator, customer as value co-creator and non-customer stakeholder as value 
co-creator. 
 
As for customer the first facet of research question 1 consists of three aspects i.e. value 
proposition of goods, value proposition of serve and value proposition for branding strategy. In 
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the value proposition of goods aspect, six specific value propositions are addressed, they are 
‘product attribute’, ‘product quality’, ‘emotion/self-expressive benefits’, ‘niche specialist’, 
‘appealing design’ and ‘value (price)’. About product attribute, interviewed customers prefer 
cold milk when eating with cereal especially people from Sweden. Yet there are still customers 
prefer warm or even hot milk when eating with cereal. And there are different preference of 
cereal types and combination recipes of milk-cereal meal among customers. About product 
quality, customers normally associate good quality with famous or familiar brand and higher 
price. About emotion/self-express benefits, there is possibility for customer to have fun when 
mix different combination of milk-cereal meal. About the niche specialist, answers are 
including oatmeal and homemade muesli as cereal options, lactose free milk as milk option, 
and Fil yoghurt as alternative of yogurt option. Also customer might just buy milk or cereal. 
About appealing design customer emphasized on the hygiene and clean of the machine. About 
value (price), customers thought the price of the milk-cereal meal should be appropriate and 
better be more economical than those prices in supermarket. In the value proposition of service, 
two specific value propositions are addressed, they are ‘ease of use and learning’ and ‘time 
value of service’. About ease of use and learning, customer focus on the payment solution the 
machine can provide different option of combination and easy way of payment way (i.e. student 
card and credit card). About time value of service, most of the customers regard milk-cereal 
meal is fast in preparing; also there are possibility for the machine not just being placed in 
cafeteria but other spots in the building of university. In the value proposition for branding 
strategy aspects, two specific value propositions are addressed, they are ‘brand familiarity’ and 
‘being global’. About brand familiarity, there are differences familiar brands among customers 
from Sweden and other countries. About being global, Arla is a recognized global brand.  
 
As for customer the second facet of research question 1 consists of two aspects i.e. value 
proposition for pattern of interaction and value proposition for channel of interaction. In the 
value proposition for pattern of interaction, one specific value proposition is addressed i.e. 
‘virtual interaction’. About virtual interaction, most of the customer are involving social 
network. In the value proposition for channel of interaction, one specific value proposition is 
addressed i.e. ‘use of Facebook’. About this point, customers value the Facebook page 
containing fun and innovative contents or the Facebook page they would like to work with. In 
addition, some interviewee had also follow the Facebook page of university cafeteria in order 
to check different information, but still many of them did not follow this page. 
 
As for stakeholder the first facet of research question 1 consists of three aspects i.e. value 
proposition of goods, value proposition of serve and value proposition for branding strategy. In 
the value proposition of goods aspect, four specific value propositions are addressed, they are 
‘product attribute’, ‘appealing design’, ‘value (price)’, and ‘time value of good’. About product 
attribute, the manager of cafeteria firstly concerned about coffee and milk machine should be 
easy of use as well as functioning well. Also the payment solution offer by the machine need 
be simple and timesaving. In addition, the manager thought it is better to just provide three 
types of cereal i.e. Flakes, Muesli, and Crunchy. About the appealing design, for the cafeteria’s 
manager, it is desirable that if disposable bowls and spoons can be put inside the machine and 
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customers can buy these accessories through the machine by themselves. About value (price), 
the price setting is not that simple, it also concerned on profit margin and VAT. About time 
value of goods, this mainly focuses on the shelf life of fresh milk product i.e. 8 to 9 days of the 
milk provided by the university cafeteria. In the value proposition of service aspect, two specific 
value propositions are addressed, they are ‘ease of use and learning’ and ‘time value of service’. 
About ease of use and learning, the manager quite agreed with using student card as payment 
solution. About time value of service, it is better the whole process of buying the milk-cereal 
meal in 5-6 seconds. In the value proposition for branding strategy aspect, the addressed brands 
of the manager are almost in correspondence with those addressed by customers. 
 
As for stakeholder the second facet of research question 1 consists of two aspects i.e. value 
proposition for pattern of interaction and value proposition for channel of interaction. In the 
value proposition of goods aspect, four specific value propositions are addressed; they are 
‘system solution’, ‘providing customer service interface’, ‘transparency’, and ‘personal 
interaction’. About system solution, still it is desirable if the machine can provide system 
solution for machine owner on putting disposable bowls and spoons inside and vending system 
for those accessories. About ‘provide customer service interface’, there should be a screen of 
the machine on providing deposit information to customer as well as provide system solution 
for machine owner flexibly setting price. About ‘transparency and risk assessment’, first, there 
is shelf life for the provided fresh milk; second, there are two risks of the machine itself when 
customers use it i.e. automatically taking away money and keep press the button for flowing 
out milk. About personal interaction, the might need personnel to help customer who use the 
machine for the first time. 
 
As for stakeholder the third facet of research question 1 consists of five aspects i.e. value 
proposition for supplier and alliance markets, value proposition for influence market, value 
proposition for internal market, value proposition for referral market, and value proposition for 
recruitment market. In the value proposition for supplier and alliance markets aspect, a vending 
machine business model is firstly depicted, then there are possible supplier network the cafeteria 
can provide for our entrepreneurial business idea. In the value proposition for influence market 
aspect, financial and legitimacy issue should be primarily concerned, inter value proposition 
for internal aspect, entrepreneurs should keep motivating and persistent in acting 
entrepreneurially. In the value proposition for referral market aspect, the personal network of 
entrepreneur concerning on word-of-mouth and interacting with acquaintances. In the value 
proposition for recruitment market aspect, the existent recruitment network of partners can be 
utilized. 
 

4.3.2. Research question 2: value creation through entrepreneurial marketing 

Research question 2 enquires, “How to create value through entrepreneurial marketing?” which 
emphasized on two perspectives of EM i.e. EM STP and EM mix (8Ps). Two aspects of EM 
STP have been addressed in empirical evidence chapter i.e. segmentation and positioning, while 
eight factors have been addressed for EM mix i.e. product, price, place, promotion, process, 
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people, physical aspects and partnership. 
 
As for EM STP, the customer segmentation revealed from semi-structured interviews contains 
six points i.e. ‘country and sex’, ‘frequency’, ‘application and purchase pattern’, ‘price 
sensitivity’, ‘brand loyalty’ and ‘benefit sought’. About ‘country and sex’, besides local 
Swedish people, there are still half of the interviewed customers (thirty in total) have different 
international background; and the sex among male and female reveals in the nature of 
convenience sampling within which the amount of female is four more than the amount of male. 
About ‘frequency’, two third of them eat milk- or yogurt-cereal several times a week, while 
half of them eat lunch or snake at university cafeteria. About ‘application and purchase pattern’, 
most of the customers would like to apply and buy the milk-cereal meal as breakfast and snack. 
About ‘price sensitivity’, most of the customers thought the price of cafeteria is in common 
level but still some of them think the food price in cafeteria is very expensive; also there are 
customer who would like to buy the milk-cereal meal if it being implemented in a lower price. 
About ‘brand loyalty’, the familiar brand would mostly motives customers to the milk-cereal 
meal. About ‘benefit sought’, the benefits of the milk-cereal meal customers perceive are 
convenient in nature, health, delicious, fun in mixing different kinds of thing, and cheap in 
nature. The positioning revealed from semi-structured interviews consists of two sub-aspects 
i.e. positioning for the milk product and positioning for the entrepreneurial implementation. For 
the first sub-aspect, customers mostly position the milk-cereal meal as convenient and fast in 
preparing. For the second sub-aspect, most customers gave positive positioning while a few of 
them still feel negative for the entrepreneurial implementation. For instance, the positive 
positioning can be the implementation can give customer a cheaper and more convenient option 
of meal; also, it might help cereal supply to promote their cereal products. The neutral or 
negative thoughts of customer could be “I don’t know” or “I think it is not gonna work”.  
 
As for the first 4Ps in EM mix, value creation in ‘Product’ factor can be generated from two 
aspects of value proposition i.e. value proposition of good and value proposition for branding 
strategy. In value proposition of good aspects, three specific value propositions are addressed 
i.e. product attribute, niche specialist and product quality. These three specific value 
propositions help us identify the strategy of choosing different types of cereal and milk for the 
entrepreneurial business idea. In the value proposition for branding strategy, two specific value 
propositions are addressed, by which many specific milk and cereal brands are identified for 
the entrepreneurial idea. Value creation in ‘Process’ factor can be generated from two aspects 
of value proposition i.e. value proposition of service and value proposition for pattern of 
interaction. In the value proposition of service aspect, two specific value propositions are 
addressed i.e. ‘ease of use and learning’ and ‘time value of service’. These two specific value 
propositions help us clarify the necessity of timesaving process and payment for both customer 
and machine owner, and system solution of easy operation method for machine owner. Value 
creation in ‘physical aspects’ factor can be generated from two aspects of value propositions 
i.e. value proposition of goods and value proposition for pattern of interaction. In the value 
proposition of goods aspects, two specific value propositions are addressed i.e. product attribute 
and appealing design. These two specific value propositions help us find the technique that the 
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milk machine reserving milk by putting a refrigerator inside, the design of touching screen of 
the machine, the design of putting disposable accessories inside the machine, and the 330 ml 
bottle design of the disposable accessories for customer who just want to buy and drink milk. 
In the value proposition for pattern of interaction, two specific value propositions are addressed 
i.e. ‘transparency and risk assessment’ and ‘service tip’. These two specific value propositions 
help us understand the importance of exposing potential risks to customer as well as giving 
them tips on better enjoying the milk-cereal meal. Value creation in ‘Price’ factor can be 
generated from one aspect of value proposition i.e. value proposition of goods. In the value 
proposition of goods aspects, two specific value propositions are addressed i.e. ‘value (price)’ 
and ‘product quality’. These two specific propositions revealed the price setting for our 
entrepreneurial business idea and it reminds us to consider the price setting in different stance 
of customer as well as stakeholders.  
 
As for the last 4Ps in EM mix, value creation in ‘Place’ factor can be generated from one aspect 
of value proposition i.e. value proposition for supplier and alliance market. In this aspect, we 
therefore identify possible business model i.e. franchise or vending machine, and other possible 
distributing location for the business idea e.g. hospital and office. Value creation in 
‘Partnership’ factor can be generated from four aspects of value proposition i.e. value 
proposition for supplier and alliance markets, influence market, referral market, recruitment 
market. In the value proposition for supplier and alliance market aspect, various possible 
partnerships are identified and thus the resources of each partner can be shared to the 
entrepreneurial business. In the value proposition for influence market aspect, entrepreneurs 
should mostly pay attention to the financial and legitimacy issues at the beginning. In the value 
proposition for referral market aspect, entrepreneur can utilize their personnel network to 
embrace word-of-mouth effect generated by acquaintances or partners can share their network 
to entrepreneurs. In the value proposition for recruitment market aspect, entrepreneur can also 
utilize the recruitment network of partners. Value creation in ‘People’ factor can be generated 
from two aspects of value proposition i.e. value proposition for pattern of interaction and value 
proposition for internal market (as well as value proposition for entrepreneur). In the value 
proposition for pattern of interaction aspect, one specific value proposition is addressed i.e. 
personal interaction. Entrepreneur must be helpful on assisting customer purchasing the meal. 
In the value proposition for internal marketing, it requires the entrepreneurs should be 
competence and helpful for customer who using the machine or customer who buy the milk-
cereal milk from the machine. Value creation in ‘Promotion’ factor can be generated from two 
aspects of value proposition i.e. value proposition for the pattern of interaction and value 
proposition for the channel of interaction. There two value propositions help we clarify the 
possible marketing communication plan for the future business implementation. 

5. Analysis 
This chapter intends to analyze the empirical evidence in connection to pre-identified theories 
and frameworks in the aim to answer the two proposed research questions. In addition this 
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chapter is divided into three sections i.e. structure of analysis, presentation of analysis and 
summary of analysis content. 
 

5.1. Structure of analysis 
The presentation of analysis is structured by the two research questions as well as the analysis 
model. Thus, the analysis regarding to research question 1: “How value proposition framework 
acts as the source of value creation in entrepreneurial marketing?” is presented first, which is 
then followed by analysis concerning research question 2: “How to create value through 
entrepreneurial marketing?” 
 
Research question 1 consists of three facets of value creation i.e. customer as value creator, 
customer as value co-creator and non-customer stakeholder as value co-creator within the value 
proposition framework (Coding template 1). Each facet has its own aspects of value 
propositions, and every aspect can address various specific value propositions. To be in 
correspondence with the Coding template 1, the analysis for research question 1 contains three 
levels of heading, i.e. the first level of heading is the facet of value creation, the second level of 
heading is the area of value proposition, and the third level of heading is the specific value 
proposition. For research question 1, this section also intends to integrate the value propositions 
emerging from both customer and stakeholder side in order to formulate a value proposition 
framework of value creation for our entrepreneurial business idea. In addition, differences 
between the theoretical framework (Coding template 1) and the empirical framework are 
indicated in the summary at the end. 
 
Research question 2 consists of two aspects of EM i.e. EM STP and EM mix. Within EM STP, 
segmentation, targeting and positioning for our entrepreneurial idea are structured by utilizing 
Coding template 2, while 8Ps are structured by combining Coding template 1 and 3 to reveal 
the way of adapting value propositions in EM thus to imply the value creation activity in EM. 
In the final summary, a framework of value proposition in EM is portrayed.  
 

5.2. Presentation of analysis 

5.2.1. Research question 1: value proposition framework 

Customer as value creator 
When customers as value creator, the supplier just provide value facilitators to customers, thus 
customers should generate value by themselves by utilizing those value facilitators. Customers 
normally integrate goods and services together as ‘offering’ and the brand effect is a very 
special aspect of the ‘offering’. Hence, it is understandable to divide this section into three 
aspects i.e. goods, service and brand. 
 
 Value proposition of goods 
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(1) Product attribute 
Both the products provided by the machine and the machine itself can reveal the product 
attributes of goods. For customer they more focus on the products provided by the machine 
which including the attributes of the milk and cereal as well as their different ways of 
combination. For the machine owner (e.g. manager of the university cafeteria), they more 
emphasize on the attributes of the machine and how they can be profitable and benefited from 
it. The machine owner is more realistic on the timesaving and easy maintaining of the machine. 
 
(2) Product quality 
This point is more concerned by customer side. For the milk and cereal product, customers 
normally perceive the products with higher prices as in better quality, or the product of famous 
brand or their familiar brand as in good quality. Therefore, the product quality is normally 
associated with the value (price) and brand of goods. 
 
(3) Niche specialist 
As indicated from the empirical evidence, the niche specialist revealed from customer side 
could not only give inspiration on the provided products but also the provided service for the 
business such as innovatively designing a disposable bowl with seal cover for those customer 
who just want to drink milk. In addition, one customer mentioned that her family could make 
muesli by themselves (i.e. homemade muesli) which might imply that some local family who 
can make muesli by themselves can also be the potential cereal supplier for our entrepreneurial 
business idea. 
 
(4) Appealing design  
The appealing design for the researched business can focus on the machine itself and the 
accessories it can provide. About the machine design, for customer, the machine can be 
designed to have superior in ‘being accessed in 24 hours’, ‘being accessed anywhere in the 
university building’, “easily paying money’, ‘flexible on selecting things’, ‘timesaving on 
selecting’ and ‘delivering appetite (e.g. clean and seem like delicious)’. To make the machine 
appealing and give customer sense of appetite, it probably necessary to put the machine at the 
place where light is better and let customer see what is inside of the machine e.g. different types 
of delicious cereal inside. 
 
For the manager of cafeteria (the potential machine owner), his intension is that the machine 
design can not only provide timesaving meal solution to customer but also desired system 
solution to the machine owner themselves, for which his advice is more practical on the design, 
the most inspiring three are:  
- Disposable bowl and spoon should be put inside the machine and customer can buy the 

bowl and spoon through the machine by themselves; (this can realize the machine’s 
accessibility of 24 hours and anywhere);  

- The payment should be as simple as possible such as the machine can be just paid by 
student card or if use credit card there is no need for customer to input password; 
(timesaving);  
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- The provided cereal should be dry and easier preparing other than boiled oatmeal (wet and 
taking time in preparing), because the design of the machine would be more complex if 
provide wet oatmeal; 

- About the accessories of the machine, as indicated in the niche specialist, besides 
disposable bowl and spoon, the disposable bottle with seal cover (say a 330 ml bottle) can 
be also designed and provide by the machine to fulfill the need of the customer who would 
just like to drink fresh milk.  

 
(5) Value (Price)  
The value (price) can be considered from the angle of customer and stakeholder. For customer, 
their price sensitivity is considerable for the price level might reverse their purchasing behavior. 
Though the total price of such meal should be cheap for them, the business can still try to add 
value on the milk product by just raising the selling price for per 0-400ml (please see the price 
setting in Table 9), also the higher price can help customer to recognize the good quality of the 
fresh milk. For stakeholder or machine owner, the factor of setting price involving many factors, 
such as the VAT, the profit and the risk of loss. Therefore, the price would be set after an exact 
calculation. 
 
(6) Emotion/self-expressive benefit 
Not like Apple’s products, which help people to express their lifestyle, for the researched 
business, people might feel fun when combine different things to eat together. This could imply 
that the flexibility of combination can help some customer express their habit on eating things.  
 
(7) Time value of goods 
What considered in this factor is that the value of the provided good is limited by time. 
Especially for the fresh milk product, its shelf life is short within just 8 to 9 days. Yet, there is 
a problem on whether to expose this information to customer. If the explosion of this kind of 
information, customer may more trust on the provided product is in fresh and health condition. 
Therefore, it is better for our entrepreneurial machine to also exposure these kinds of 
information to customer. 
 
 Value proposition of service 
(1) Ease of use and learning 
This point can be indicated from the appealing design factor. For customer, they more focus on 
the easier payment solution and flexibility on selecting things. While machine owner consider 
more about the system solution the machine can provide, such as helping them solve the 
problem of customer furtively taking away those disposable bowl and spoon. 
 
(2) Time value of service 
Primarily, the nature of this kind of meal has already adhered with the concept of time saving. 
In addition, there is usually a long queue at lunchtime in the cafeteria, and then this kind of 
meal can provide students another meal option when they are reluctant to wait for so long in 
the queue. 
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For customer, they not only consider the quick payment but also the place they can access the 
machine, such as the machine might not only be placed in cafeteria at the first floor but also be 
placed at third floor of the university building. For machine owners, they may argue on the 
whole meal purchasing process being timesaving, from the inserting card, selecting things to 
the final taking away of the card (please see the three-step process of the machine in empirical 
evidence chapter).   
 
 Value proposition for branding strategy 
Regard to the brand aspect, we need alter the ‘being global’ and ‘being accessible’ as the sub 
aspects of ‘brand familiarity’ due to the customers have ambiguous cognition on the global 
brand concept, but still the global brand could be their unfamiliar brand. Hence, it is more 
appropriate to position Arla as a familiar brand rather than a global brand in people’s mind 
since buying Arla’s product has already become a spontaneous habit of most consumers in 
Sweden as well as customers in our local market. Meanwhile, as indicated before the new 
category emerging for the brand strategy is ‘being local’ as for the customer might perceive the 
local brand more trust worthy and touchable.  
 
Customer as value co-creator 
The co-creation between customer and supplier concerned the pattern and channel of 
interaction. 
 
 Value proposition for the pattern of interaction 
(1) System solution 
The system solution of the machine provided to the cafeteria should be the vending system of 
selling disposable bowl and spoon. Because originally like the offering of the coffee in 
university cafeteria, students should buy the coffee cup through the cashier, then they can use 
the coffee machine to get their own coffee, cocoa or milk. This situation makes the service of 
coffee be not accessible sometimes and the coffee machine cannot be put anywhere. Hence, the 
system solution can change the customer-to-cashier interaction into customer-to-machine 
interaction, thus alter the pattern of interaction between the cafeteria and customer, which can 
save human resources and realize the idea of ‘placing the machine anywhere’.  
 
(2) Provide service interface 
The service interface can provide a virtual interactive pattern for both customer and machine 
owner. Customer can see their remaining money in the student card, while machine owner can 
set price for the provided product. 
 
(3) Transparency and risk assessment 
The transparency of risk is necessary to enhance the overall customer experience. For the 
researched business, there are two main aspects of risk: (1) the risk of the provided product (the 
shelf life of fresh milk); and (2) the system risk of the machine (a. explicitly show the amount 
of money taken by the machine; b. remind customer to hold the pressed milk button). 
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To deal with the risk (1), it is better the surface of the machine can show the shelf life of the 
milk (say ‘best drink before 2015-05-17’). To cope with the risk (2)a, the machine should 
explicitly show how much money has been taken away on the screen. Moreover, to prevent 
customer from bad purchasing experience, the surface of the milk machine (or a special sign 
besides the machine) should have son information ato remind customer to hold the milk 
machine button as long as they satisfied with the volume of milk. 
 
(4) Personal interaction 
Although the self-service machine has its superior, but the biggest obstacle is not the technology 
itself, but convincing customer to use it, especially for the first time. Thus, there might be 
necessary to have someone to guide students (customers) when they use the machine for the 
first time.  
 
 Value proposition for pattern and channel of interaction 
(1) Use of social network 
The new interactive channel for the modern world is obviously the virtual communication 
channel supporting by Internet, such as the Facebook page. As indicated in empirical evidence, 
besides innovative or the Facebook page that a customer want to work with, one customer 
subscribe the university cafeteria’s Facebook page due to his thought the manager was funny. 
Thus, the personality of a company’s manager could probably motive people to subscribe the 
Facepage page of the company. 
 
In addition to make the Facebook page of university cafeteria more fun, gain more subscribers, 
and be more international, the staffs who charge on updating the Facebook page can upload 
more information with the picture of cafeteria’s dishes not just the picture of black and white 
menu; more information of English can be uploaded. Also on the daily menu blackboard, the 
sentence like “Follow Reataurang Västan page on Facebook to check information!” 
(Reataurang Västan is the name of university cafeteria) can be written to inform students that 
the restaurant actually has a Facebook page and they can follow it to check information of the 
cafeteria. 
 
Non-customer stakeholder as value co-creator 
The section is divided by following the elements of stakeholder model. In the same time, the 
entrepreneur is as the centre of stakeholder model. 
 
 Value proposition for supplier and alliance markets 
The entrepreneur should primarily consider the business model, then clarify the upstream 
manufactures and product suppliers the business needed and next is the entrepreneur identifies 
the way to gain profit from the business; the final step is to calculate profit margin carefully for 
both the business and stakeholder from the alliances.  
 
 Value proposition for influence market 
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For the entrepreneur it is important to consider the ‘financial supports’ and ‘legitimacy and 
regulatory related issue’. Sufficient capital is the essential to realize the business, and doing 
business legally is the precedence. The machine design also combine different patents of other 
people or companies, so before produce the machine, producer should ensure all the activity 
are be done in the legal monitoring.  
 
Nevertheless, in ‘value proposition for influence market’ of Coding template 1, the empirical 
evidence concerning on the for ‘competitor’ is missing. This situation occurs due to our 
researched business idea is inexistent and has no competitor in the market so far. This point is 
acctually consistent with the statement of Morrish et al. (2010) that the target market created 
by entrepreneurs might have no direct competition. Yet, we can change the code ‘competitor’ 
into ‘potential competitor’ and put it into the ‘value proposition for supplier and alliance’ aspect, 
for entrepreneur can proactivlly identify their potential business competitor in the future and 
establish partnership (e.g. alliance) with them to avoid the future competition. 
 
 Value proposition for referral market 
It is efficient for entrepreneur to take advantage of the word-of-mouth effect from their friend 
or acquaintances. In addition, they can utilize the resource of partner, such as the researched 
business can use the resource of Student Union to promote the products.  
 
 Value proposition for recruitment market 
For the initial stage, it is wiser for entrepreneur resort to her/his personal or partners’ network 
to recruit people that trustworthy. Another chose is to resort to recruiting website like linkedIn 
or other prevailing websites.  
 
 Value proposition for internal market (entrepreneur) 
The internal market is concerned on the entrepreneurs themselves as employee if in the 
entrepreneurial business. They need equip with knowledge and competence on the area the 
business is concerned about. They should cognize the world entrepreneurially. Moreover, they 
ought to be passion and communicative. In addition, the intimate network (family, 
friend/acquaintance, partnership, collaboration) hold by the entrepreneur themselves is 
strategically crucial. 
 

5.2.2. Research question 2: value creation through entrepreneurial marketing 

EM STP as precedence 
Segmentation 
As illustrated in empirical evidence chapter, seven segments have been pointed out for the 
researched business i.e. (1) country and sex, (2) frequency, (3) application, (4) purchase pattern, 
(5) brand loyalty and (6) benefit sought. The most representative patterns is going to be 
addressed for each of the seven segmentations.  
 
(1) Country and sex 
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Due to the convenience sampling technique and the small sample size (30 participants) of the 
customers, the ‘sex’ is not representative enough. Yet, what indicated from the country 
segmentation is that more than half of the interviewees are from Sweden, and the others are 
having different country backgrounds. Thus the Swedish and international country background 
might be related to the targeting of the researched business but so far due to the small sample 
the different country effect is not obvious, still some niche market has been identified such as 
some Swedish customer prefer Fil yogurt. 
 
(2) Frequency 
The frequency for the researched business contains two aspects, first is the frequency 
interviewee eating in cafeteria, and second is the frequency interviewee eating the milk-cereal 
meal. For the first frequency, 57% of the interviews eat at cafeteria frequently, but 43% of them 
sill seldom eat food in cafeteria. For the second point, 87% eat the milk-cereal meal frequently, 
and 13% of them seldom eat this kind of meal. The gap between 57% and 87% indicates that 
there are still potential to transform 43% of the customers who seldom eat food to purchase 
food more frequently in the cafeteria if implement this kind of milk-cereal meal. Our sample 
size is not big enough, but still it reveals problem. The problem thus emerges i.e. how can the 
cafeteria attract the other 43% customers in university to buy things of cafeteria more 
frequently. This point is also related to the price sensitivity segmentation discussed later. 
 
(3) Application and purchase pattern 
It is corresponding between the customer’s application and purchase pattern of the milk-cereal 
meal. The most representative application and pattern is they eat the meal as breakfast; the 
second is as snack; then is as dinner and lunch. So the business can target on customer who 
view this meal as breakfast and snack. Also there are still customer can apply and purchase this 
meal as dinner and lunch, so it is reasonable if the machine can be accessed 24 hours or at least 
from 7:30 a.m. to 8 p.m. every day (Saturday and Sunday might also be included). 
 
(4) Price sensitivity  
The price sensitivity is considerably representative among the 43% interviewees who seldom 
consuming things in the cafeteria, also most of them have international background i.e. from 
other countries rather than Sweden. Thus, there are potential they try to buy this milk-cereal 
meal if it implemented with cheaper price than those food price in cafeteria. Therefore, it is 
wiser to set the price more economical for those students who just focus on the price factor and 
want to save money. It could be quite helpful if our researched entrepreneurial business attaches 
great importance to the value proposition of price. 
 
(5) Brand loyalty 
Revealed from the empirical evidence, customers more focus on the milk and cereal brand they 
familiar with also the brand that easily accessible in the nearest supermarket. Therefore, for the 
researched business it is better the machine can provide the milk and cereal brands that customer 
familiar with, then their decision making process of buying the milk-cereal meal would be more 
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spontaneous. This point of segmentation again confirms the value proposition of brand (both 
milk and cereal brand) is very influential and strategically beneficial for the business. 
 
(6) Benefit sought 
Five points for benefit sought of the milk-cereal meal are identified, they are ‘healthy (e.g. 
ecology)’, ‘convenience and fast in preparing’, ‘cheap’, ‘delicious’ and ‘fun in mixing different 
stuff’. The most representative benefit of the meal revealed from our empirical finding is 
‘convenience and fast in preparing’. Thus, the timesaving benefit of the meal is acknowledged 
by most of the customer through which the efficiency selecting process of the machine is more 
crucial for both customers as well as the machine owner (as the manager mentioned that it is 
better the whole process can be done in 5 to 6 seconds). 
 
Targeting 
By following the discussion of the segmentation, the target customers of the researched business 
can be divided into four possible groups of customers in university: 
 Group 1: customers who always apply milk-cereal meal as breakfast and snack 

(application); 
 Group 2: customers who regard milk-cereal meal is convenient and fast in preparing 

(benefit sought – time saving); 
 Group 3: customers who desire a cheaper meal option and most of them probably come 

from other country rather that Sweden (price sensitivity); 
 Group 4: customers who would like to purchase their familiar brand (brand loyalty). 
 
Positioning 
The positioning should be simply recognizing and be in accordance with the identified target 
groups. Hence, the milk-cereal meal of the researched business can be positioned as: 
 ‘Best choose for breakfast and snack instead of cookies or chocolate bar’ to target on 

customer in Group 1; 
 ‘Timesaving’ to target on customer in Group 2; 
 ‘Providing cheaper meal option’ to target on customer in Group 3; 
 
In addition, one customer has mentioned that she would like to try a cereal brand that she never 
ate before by using the machine. Some the position of the designed machine of the researched 
business for cereal companies or providers could be: 
 A new way to promote or do market research for your new cereal product; 
 
EM mix as value creation carrier 
This section is structured by EM mix i.e. product, process, price, place, people, physical aspects, 
partnership, and promotion. As implied by the empirical evidence chapter, the EM mix is 
processed by value propositions identified from customer and stakeholder side. Hence, this 
section analyzes on how value creation act in each EM mix. 
 
Product 
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‘Product’ focuses on value proposition of goods (product attribute; niche specialist; product 
quality) and value proposition for brand strategy (being familiar; being local). These two areas 
of value proposition are all generate by customers themselves, i.e. when customer as value 
creator. Therefore, for ‘product’, the most important activity is the suppliers provide value 
facilitator to customer and let customers generate value by themselves.  
 
Process 
‘Process’ focuses on value proposition of service (ease of use and learning; time value of 
service). This area of value proposition belongs to the facet of ‘customer as value creator’. 
Therefore, for ‘process’, the most important activity is the suppliers provide value facilitator to 
customer and let customers generate value by themselves.  
 
Physical aspects 
‘Physical aspects’ concerned on three areas of value propositions i.e. (1) value proposition for 
the pattern of interaction (transparency and risk assessment; service tips); (2) value proposition 
of good (product attribute; appealing design); (3) value proposition for brand strategy. Among 
the three areas, the first one belongs to ‘customer as value co-creator’, and the last two belong 
to ‘customer as value creator’, Hereby, ‘physical aspects’ concerned on both the customer 
generated value and the co-create value between customer and supplier.  
 
Nevertheless, the value proposition for brand strategy is not identified from the empirical 
evidence. As for the definition of ‘physical aspect’, it refers to the physical reminders such as 
the elements provided to make the service more tangible which can enhance the overall 
customer experience, such as the familiar logo of Google may give the reassurance necessary 
for customer to use a service in a foreign market. Thus, creating the logo and brand name of the 
entrepreneurial business is necessary for further facilitating brand familiarity in customers’ 
mind in the future. Therefore, a new value proposition is identified for the ‘value proposition 
for brand strategy’ i.e. ‘brand name and logo’. 
 
Price 
‘Price’ inevitably focuses on the value proposition of price (value) (product price; product 
quality) which is the facilitator provided by supplier to let customer generate value. Therefore, 
for ‘price’, the most important activity is the suppliers setting price and let customers generate 
value by themselves. Yet, supplier should do customer value research to reveal customers’ 
perception of the price. 
 
Place 
‘Place’ emphasizes on the value proposition for supplier and alliance, that is to say the 
entrepreneur should build up solid relationship with the potential distributors of the 
entrepreneurial business. 
 
Partnership 
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‘Partnership’ emphasizes on the value proposition for supplier and alliance, influence markets, 
referral markets and recruitment markets. The main activity for ‘partnership’ is co-creating 
value with non-customer stakeholders. Also the entrepreneurs themselves play the central role 
of the business. 
 
People 
‘People’ as the core actors in a transaction is concerned on value proposition for the pattern of 
interaction (personal interaction) and value proposition for internal marketing (entrepreneur as 
self-employed). The first area is concerned on customer as value co-creator and the second area 
is concerned on non-customer stakeholder as value co-creator. Thus, for the point of ‘people’, 
the main activities are supplier and customer interaction and the entrepreneur themselves being 
competent and knowledgeable to indirectly create value for customers. 
 
Promotion 
‘Promotion’ concerns on the value proposition for the pattern (transitional pattern of 
interaction) and channel (use of social media) of interaction between supplier and customers. 
In other word, it is important for suppliers co-create value with customer through different 
patterns and channels of communication. 
 

5.3. Summary of analysis 

5.3.1. Research question 1: value proposition framework 

Table 10 is illustrated to summarize and organize the elements generated by the value 
proposition as source of value creation for our entrepreneurial business idea. Three facets of 
value creation are emerged again similar in Coding template 1, and aspects of value proposition 
as well as specific value propositions identified from the empirical evidence are included in this 
empirical value proposition framework. 
 
There are four main differences between the empirical framework and theoretical framework 
(Coding template 1). The first is in the ‘value proposition for branding strategy’ aspect, in 
Coding template 1 the specific value proposition for branding strategy are ‘brand familiarity’ 
and ‘being global’. But in the empirical framework, the ‘being global’ is appeared as the sub-
category of ‘brand familiarity’, and new sub-category ‘be accessible’ for ‘brand familiarity’ is 
put forward as well as a new specific value proposition for branding strategy is revealed from 
customer i.e. ‘being local’.  
 
The second difference is in the ‘value proposition for supplier and alliance markets’ aspects, 
one new specific proposition is emerge from stakeholder side (consultant and cafeteria’s 
manager in this study) i.e. ‘Profit margin calculation’.  
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The third difference is that ‘competitor’ as a specific value proposition in influence market has 
been changed into ‘potential competitor’ and put into ‘value proposition for supplier and 
alliance markets’ aspect in the empirical value proposition framework for EM, 
 
The fourth difference is the value proposition for internal market merging with the value 
proposition for entrepreneur in the empirical framework, because in entrepreneurial marketing, 
the entrepreneurs are normally self-employed. They are the employer as well as employee. In 
addition, there are some value proposition in coding template are not identified form empirical 
evidence might due to the entrepreneurial marketing is adhered with simpler and superior value 
creation way. 
 
Value creation activity Value proposition aspect Specific value proposition 
1. Customer as value 

creator 
Value proposition of goods Product attribute 

Product quality 
Niche specialist 
Appealing design 
Value (Price) 
Emotion/self-expressive benefit 
Time value of goods 

Value proposition of 
service 

Ease of use and learning 
Time value of service 

Value proposition for 
branding strategy 

Brand familiarity 
- being global 
- being accessible 
Being local 

2. Customer as value 
co-creator 

Value proposition for the 
pattern of interaction 

System solution 
Provide service interface 
Transparency and risk assessment 
Personal interaction 

Value proposition for 
pattern and channel of 
interaction 

Use of social network 

3. Non-customer 
stakeholder as 
value co-creator 

Value proposition for 
supplier and alliance 
markets 

Clearly define business model 
Resource sharing: supplier, 
manufacturer 
Potential competitor 
Profit margin calculation 

Value proposition for 
influence market 

Financial support 
Regulatory issues 

Value proposition for 
referral market 

Word-of-mouth effect 
Recommendation of partner 
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Value proposition for 
recruitment market 

Personal network 
Partner network 
Social network 

Value proposition for 
internal market 
(entrepreneur) 

Knowledge and competence 
Distinguish cognition  
Motivational behavior  
Resource from intimate network 

Table 10 An empirical value proposition framework in entrepreneurial marketing 

 

5.3.2. Research question 2: value creation through entrepreneurial marketing 

The summary in Table 11 aims to integrate the entrepreneurial marketing and value proposition 
together to recognize the entrepreneurial marketing as closely related to value creating process. 
The value propositions as source of value creation, in the same time, they are the essential 
elements that construct EM mix systematically. Table 11 is similar to the Table 10, which has 
been divided into three levels of title. The first level of title concerns on the EM mix and the 
value creation activities among customers and stakeholders, the second level is the value 
proposition aspect, and the third level title indicates the specific value proposition for each 
aspect.  
 
Thus, these value propositions are utilized in EM to reveal how to create value through EM in 
a specific way for entrepreneurial business or company who desire to act entrepreneurially. The 
eight factors in EM mix can contain different value proposition aspects, and each aspect helps 
EM identify the participants (i.e. just customer create value, customer and supplier co-creator 
value, or various stakeholders co-create value) for a particular value creation implementation 
as well as the specific value propositions for such implementation (in the third level title: 
specific value proposition). Entrepreneur or company acting entrepreneurially can formulate 
value creation strategy through the specific value propositions for each marketing activity (i.e. 
the 8Ps). If the value creation objective is ambiguous for an entrepreneurial business idea or 
implementation, the Table 11 can therefore serve as a checklist for business entity to identify 
the specific factor of EM mix and aspect of value creation they intend to tackle and target. 
 
One point should be highlight in Table 11 in comparison with Table 10 and Coding template 1, 
is that in the ‘value proposition for brand strategy’ in ‘Physical aspects’ a new specific value 
proposition ‘brand name and logo’ has been revealed after the analysis process in combination 
with theory. This point within our entrepreneurial idea could be the machine might need to arm 
with its own brand name and designed logo or even mascot; because in the future, there might 
be other derivative products after the machine business being well developed. There must be 
familiar physical reminder for customer to accompany with the development of the 
entrepreneurial business constantly. 
 
Level 1 EM mix Level 2 value proposition aspect specific value proposition 
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1. Product  
(customer create value) 

Value proposition of goods Product attribute 
Niche specialist 
Product quality 

Value proposition for branding 
strategy 

Being familiar 
Being local 

2. Process 
(customer and supplier 
co-create value) 

Value proposition of service Ease of use and learning 
Time value of service 

3. Physical aspects 
(customer and supplier 
co-create value; 
customer create value) 

Value proposition for the pattern of 
interaction 

Transparency and risk 
assessment 
Service tips 

Value proposition of goods Product attribute 
Appealing design 

Value proposition for brand 
strategy 

Brand name and logo 

4. Price 
(customer create value) 

Value proposition of goods Product price 
Product quality 

5. Place  Value proposition for supplier and 
alliance markets 

Partnership network 

6. Partnership 
(non- customer 
stakeholders co-create 
value) 

Value proposition for supplier and 
alliance markets 

Manufacturers and 
suppliers 

Value proposition for influence 
markets 

Financial support 
Regulatory issues 

Value proposition for referral 
markets 

Word-of-mouth 
Recommendation of 
partner 

Value proposition for recruitment 
markets 

Partner’s network 
Social media 

7. People 
(non- customer 
stakeholders co-create 
value; customer and 
supplier co-create 
value) 

Value proposition for the pattern of 
interaction 

Personal interaction 

Value proposition for internal 
marketing (entrepreneur) 

Knowledge and 
competence 

8. Promotion 
(customer and supplier 
co-create value) 

Value proposition for the pattern of 
interaction 

Traditional pattern of 
interaction 

Value proposition for the channel of 
interaction 

Use of social network 

Table 11 Value creation through entrepreneurial marketing 
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6. Conclusion 
This chapter addresses a conclusion to the research, within which the two research questions 
are answered as well as the two purposes of the research are fulfilled. Then, reflection over the 
realization of the study and suggestions for continued studies are discussed. 

6.1. Research question and purpose justification  
This section provides the results and conclusions we have arrived. Hereafter, the two research 
questions are answered as well as the two purposes are fulfilled. 
 

6.1.1. Research question 1: value proposition framework 

Research question 1 has enquired, “How value proposition framework acts as the source of 
value creation in entrepreneurial marketing?” This question has been addressed to support the 
research question 2 as well as to assist in fulfilling the first purpose of the research to formulate 
a holistic value proposition framework in connection with value creation under an 
entrepreneurial condition. Therefore, a holistic value proposition framework (Coding template 
1) has been formulated through theories as well as been testified by an empirical framework 
(Table 10) formed after data analysis by adapting an entrepreneurial marketing approach. Thus, 
some new specific value propositions have emerged as well as some exiting codes have been 
merged with others, or changed the level of title.  
 
In brief, the answer to this research question is that value proposition framework reveals the 
specific strategy on value creation for entrepreneur or company who intends to act 
entrepreneurially. In addition, the value proposition framework can serve business entity (e.g. 
entrepreneur or company) as checklist on estimate the completeness of value creation activity 
for their whole business from upstream stakeholder to downstream customer. In other word, the 
value proposition framework provides a holistic vision on value creation in entrepreneurial 
implementation. Hence, a value-creating business might be established by resorting to the value 
proposition framework. 
 
Whereupon, the value proposition framework in EM concerns on two units (i.e. customer and 
stakeholder) and three facets (i.e. customer as value creator, customer as value co-creator and 
non-customer stakeholder as value co-creator). The first and the second facet concern on the 
value creation activity of both units, within which the first facet of value creation is realized by 
supplier providing value facilitator as well as the customer utilizing such facilitator to generate 
value by themselves, while the second facet of value creation is realized through the close 
interaction between supplier and customer. Moreover the third facets concerns on the value 
creation activity of non-customer stakeholders as well as entrepreneurs themselves in EM. Thus, 
the third facet of value creation is realized by stakeholder (e.g. entrepreneur, partners and 
networks) supporting each other and creating value for customer indirectly. 
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Furthermore, the first facet of value proposition framework (i.e. customer as value creator) 
consists of three aspects i.e. value proposition of goods, value proposition of serve and value 
proposition for branding strategy. The second facet of value proposition framework (i.e. 
customer as value co-creator) consists of two aspects i.e. value proposition for pattern of 
interaction and value proposition for channel of interaction. Meanwhile, the third facet of value 
creation framework consists of five aspects i.e. value proposition for supplier and alliance 
markets, value proposition for influence market, value proposition for internal market, value 
proposition for referral market, and value proposition for recruitment market. In entrepreneurial 
marketing, the value proposition for internal market has been merged with value proposition 
for entrepreneur, as entrepreneur probably has the dual role as employer as well as employee at 
the initial stage.  
 
In addition, among every aspect of value proposition, several specific value propositions can 
be implied, such as in value proposition of goods, six specific value propositions can be 
addressed i.e. ‘product attribute’, ‘product quality’, ‘emotion/self-expressive benefits’, ‘niche 
specialist’, ‘appealing design’ and ‘value (price)’. As indicated, in the value proposition for 
branding strategy, the ‘being global’ has been changed from a main level heading into the sub-
level heading of ‘brand familiarity’ as well as a new specific value proposition was emerge i.e. 
‘being local’ for our entrepreneurial business idea. In addition, the value proposition of 
‘competitor’ in influence market has been changed into ‘potential competitor’ and placed as a 
value proposition in ‘supplier and alliance markets’. Therefore, the value proposition 
framework can be applied flexibly in a particular implementation in EM. Practitioner can adjust 
the value proposition framework for value creation according to their specific needs. Hence, 
the research question 1 and the first purpose have been justified. 
 

6.1.2. Research question 2: value creation through entrepreneurial marketing 

Research question 2 has enquired, “How to create value through entrepreneurial marketing?” 
This question has been formulated to reveal the way creating value through EM. Thus, a 
framework combining value proposition and EM mix has been portrayed as in Table 11. 
Furthermore, this framework has been applied to materialize our entrepreneurial business idea 
into detail description and design figure on paper by imagining ourselves as entrepreneurs. 
Hereby, the materialization of the business idea is a result of value creation in the aim of 
identifying new pattern of selling and adding value to existent milk product in Sweden.  
 
In brief, the answer for this research question is that value can be created though EM with value 
proposition as medium in between; in other words, the value creation activity can be realized 
by resorting to value proposition framework in EM. Every value proposition can serve as 
essential elements for constructing entrepreneurial marketing mix (8Ps) (such as in Table 11). 
As precedent, it is also strategically vital to identify the segmentation and targeting of the 
benefit receivers of value creation, in this study, they are the customer in the target market 
(university) of our entrepreneurial business idea. In addition, the positioning of the business can 
be revealed after the target segmentation being clearly defined. Accordingly, the identifying of 
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EM STP (segmentation, targeting, and positioning) is the precedence when creating value 
through EM due to the value creation targets (e.g. customers) create or co-create value as well 
as build better purchasing experience for themselves. Furthermore, in comparison to the 
classical 7Ps in marketing theory, the eighth ‘P’ stands for ‘partnership’ has been emerged in 
accordance to the statement that value cannot be create solely by a single firm; in truth, the 
networks are strongly valued by entrepreneurial marketing. Hence, the non-customer 
stakeholder as value co-creator facet of value creation has counterpart in EM mix i.e. 
partnership.  
 
As for our entrepreneurial business idea, this research has implicated that the value can be add 
to Swedish milk product by providing both meal solution to customer and system solution to 
stakeholder (in this study the stakeholder is the machine owner like the manager of university 
cafeteria); also the easier way of payment solution for both sides is practically important. The 
precedent entrepreneurial idea of ‘using a self-service milk-cereal machine to distribute the 
milk-cereal meal in university’s cafeteria’ running through the whole research process is 
illustrated in Figure 5 (detail description is in empirical evidence chapter). The machine can be 
either provided to university cafeteria for free (what Arla and Skånemejerier have already done), 
or be rented, leased and sold to the cafeteria. What is strategically crucial is that the machine 
should be developed together with the student card company to realize the easy payment 
solution for customer. In addition, the research and development (R&D) costs of the machine 
should be controlled under an applicable and suitable level.  
 
Nevertheless, the machine owner still needs system solution on vending disposable bowl with 
cover and spoon, or the disposable bottle with seal cover for customers who just buy milk (the 
bottle is what we design after identifying the niche specialist of customers who do not eat cereal). 
Therefore, if there is a vending machine (in low price) that can vend four things i.e. the 
disposable bowl, the cover for the disposable bowl, the disposable spoon and the disposable 
bottle with seal cover, the machines can therefore provide system solution to the milk-cereal 
machine owner. Likewise, student can just insert student card or credit card (without input 
password) to directly press the button to buy these four accessories from the vending machine. 
Hence, the machine owner can confidently place the milk-cereal machine and the accessory 
vending machine (this could also be a part of the milk-cereal machine) anywhere in the 
university building to serve students’ consumption.  
 
Whereupon, the total offering of the meal should be economical for student especially targeting 
on international students who consider the food or snack price is very expensive in university’s 
cafeteria. So if selecting a value proposition for our entrepreneurial business idea, it should be 
the specific value proposition of price i.e. economical price of the meal. This proposition can 
deliver a cheaper-price perception to our target customer in university, thus to motive them to 
purchase the meal. Yet, the machine can set the milk price higher than its marketing price or 
the price in groceries as we illustrating in Table 9. Hence, the value can be added to the milk 
product by supporting customer and business owner meal and system solution. Whereas, the 
total price of the meal is better lower than its marketing price. In the same time, the milk demand 

92 



 

might increase in the university as well; due to the milk-cereal meal requires a larger volume 
of milk supply. Moreover, marketing communication plan resorting to social network should 
be drafted to support the business. 
 
Furthermore, comparing Table 11 with Table 10 and Coding template 1, a new code ‘brand 
name and logo (or even mascot)’ has been revealed for ‘value proposition for brand strategy’ 
in ‘Physical aspects’. This point within our entrepreneurial idea is the machine might need to 
arm with its own brand, which can last long in customer’s mind. This point indicates that EM 
theories can enhance and supplement the value proposition framework to some degree. Thus 
entrepreneur or company who act entrepreneurially should again flexibly utilize the ‘value 
creation in EM’ framework (such as Table 11) to make adjustment of the framework for their 
own entrepreneurial implementation. Hence, the research question 2 and the second purpose 
have been justified. 
 

 
Figure 5 Entrepreneurial idea on the milk-cereal meal solution 
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6.2. Reflection over the realization of the study 
This section intends to make a methodological assessment of the thesis and address the 
limitations and merits of techniques that utilized by the study. In general, the two research 
questions, and the two purpose of the research have been answered and justified. As indicated, 
the research has adapted an abductive and qualitative approach. A single embedded case study 
has been conducted based on the Swedish milk industry. In addition, data of the research have 
been collected by mostly utilizing semi-structured interview with various people in different 
positions. Meanwhile, some principles of observation method of data collection have been 
employed. Participants of the research have been selected based on purposive sampling and 
convenience sampling techniques. Moreover, a template analysis adhering with the principle of 
grounded theory has been applied as analysis method in the study. The following content 
intends to evaluate those research methods in detail. 
 
Qualitative approach: the study has followed a qualitative approach, which indicates a small 
sampling involving in this study, yet the superior of this approach is that we conduct in-depth 
interaction with participants (interviewees). To deal with the small sampling limitation, we have 
tried to reach more participants as possible as we could to enrich the collected data in the aim 
of ensuring the transferability of the research conclusion. Thus, a 36-participant sample size is 
the result of such implementation. Yet, for this entrepreneurial business implementation, there 
should be more participants involved regardless the customers or other relevant stakeholders.  
 
Embedded single case study design: the transferability (external validity) of single case is 
weaker than multiple case study design. Thus, it is better that the study continuously researches 
on milk industry in other geographically similar country or utilizes and tests those frameworks 
in other industries by conducting multiple case studies. In addition, the ‘embedded’ concept of 
case study has enabled us to identify two units i.e. customer and stakeholder to conduct the 
research. This utilization of ‘embedded’ concept of case study has made the research more 
comprehensive and complete. 
 
Abductive approach/grounded theory/template analysis: it is worthwhile to discuses an 
abductive approach and template analysis have functioned well when served by some principles 
of grounded theory. Abductive approach requires a pre-defined theoretical framework as well 
as template analysis needs pre-determined codes adapting from existing theories, while 
grounded theory demands no priori theoretical framework or codes. Likewise, grounded theory 
is time consuming, which need transform the initial-rich interview data into codes and 
categories, while abductive approach can also utilize codes or variables identified from 
respondents of initial interview to enhance the precedent framework. Meanwhile, abductive 
approach and template analysis can result either in ‘adapting existing theory’ or in ‘presenting 
alternative theoretical framework’, in contrast, grounded theory dedicates to generate new 
theory, new framework, new category or codes.  
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In respect to this study, firstly, the abductive approach and template analysis has provided 
possibility for us to adapt previous and existent theories to formulate theoretical framework 
(Coding template 1, 2 and 3). Based on abductive approach and grounded theory, the coding 
framework has been modified after some initial interviews. Whilst, in accordance with abdutive 
approach and principle of grounded theory, the new element in EM mix ‘partnership’ (see Table 
3) has been addressed. In addition, based on grounded theory, we have tried to conduct several 
rounds of data collection in the aim of reaching data saturation; moreover, during data collection 
and data analysis period, we have devoted to follow the iterative process of moving back and 
forth between data collection and analysis. As consequence, the framework in Table 10 and 
Table 11 has been put forward as alternative theoretical framework by this study in 
consideration with abductive approach and template analysis. 
 
Convenient sampling: when it came to the real conducting of the second round data collection, 
we found the convenience sampling technique has served us as a smart and flexible way in 
identifying potential interviewee. That is to say, as researcher we walked around in the building 
of campus and randomly scanned people sitting at proper place (e.g. quiet place) for conducting 
interview, and after short observation of the potential individual interviewee, we came over to 
the target interviewee and asked permission for conducting interview. The problem was our 
selected interviewees might not be our proactive target customer i.e. students. Some of them 
were people who working nearby or the people in other positions but not students; we therefore 
have identified some new segments of customer who purchasing things in university cafeteria.  
 
Semi-structured interview: there has been hardness to formulate our interview guide by fully 
following the requirement of semi-structured interview question and it is time required, 
especially when we conducting interview with customers selected through convenience 
sampling technique without any appointment with them in advance. Due to their lack of 
knowledge on our inexistent entrepreneurial business idea, we needed to explain our idea to 
them somehow to let them focus on our theme. Therefore, though we have used semi-structured 
technique and open question, in the same time, we have provided some possible structured 
choices for interviewee to choose or changed some open question in to close question, and let 
them to clarify the reason why they choose a specific option. Therefore, the interviews 
conducting with customer were around 10 to 15 minutes (rather than 30 minutes to 1 hour) on 
average.  
 

6.3. Suggestion for continued study 
As reflected from the limitations when realizing the study, there are seven suggestions in total 
for continued study. First, to cope with the small sampling size limitation, the study can further 
conduct quantitative study with larger sampling size of customer by utilizing questionnaire. 
Second, for single case study design of the research, it should continuously conduct multiple 
case study concerning on milk industry in other geographically close or similar countries (like 
like Demark and Finland). Third for the entrepreneurial idea, the continued research can be 
conduct within other target markets such as hospital or office.  
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Fourth, as for the semi-structured interview criterion not being fully followed, the continued 
study can be genuine semi-structured with target customer by having appointment with them in 
advance. Fifth, there are still many potential stakeholders existing and have been left out by this 
research due to the time restriction. Thus, continue interview with those potential stakeholders 
is considerable. The remaining questions in Appendix II for stakeholders can be therefore 
enquired. 
 
Sixth, regard to the important frameworks portrayed by this research i.e. Table 1 (Coding 
template 1: theoretical value proposition framework), Table 3 (Coding template 3: EM mix), 
Table 10 (empirical value proposition framework for EM), and Table 11 (value creation through 
EM), continued studies can be conducted to test them. For instance, future researcher can adapt 
Table 3 under a condition of other industry (rather than milk industry). Likewise, if a company 
intends to act entrepreneurially to establish value-creating business, its internal researcher can 
also conduct study on utilizing the Table 11 to entrepreneurially outline a value-creating 
business.  
 
Seventh, a further study can strive to extent the value proposition framework to other alternative 
marketing approaches rather than entrepreneurial marketing (EM), such as value creation 
through expeditionary marketing, guerrilla marketing, disruptive marketing, radical marketing, 
counterintuitive marketing, buzz marketing, viral marketing or convergence marketing. 
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Appendix I: Data collection schedule 
C1: Customer1 etc. Year: 2015  

Date 

Customer Stakeholder Descriptio
n 

Title 
Siz
e 

Time  Location Title 
Siz
e 

Location 

02-20     LRF experts 2 Group room Initial 
round of 

interviews 
(Pilot 
cases) 

02-27 C1 1  Private office    

03-22 C2 1  Group room    

03-25     
Small 
business 
consultant 

1 Group room 

 

04-22 
C3,C4,
C5,C6,
C7 

5 
10:30 -
14:50 

Quite corridor; 
private apartment  

   
Second 

round of 
interviews 

04-23 

C8,C9,
C10,C
11,C12
,C13 

6 
10:00-
16:00 

Quite corridor; 
Cafeteria; 
Library; Private 
apartment 

   

04-24 
C14,C
15,C16 

3 
10:30 -
12:30 

Cafeteria, quiet 
corridor, Free 
eating area 

   

04-26 C17 1 
20:00-
20:10 

Private apartment    

04-27 

C18,C
19,C20
,C21,C
22 

5 
10:00 -
12:00 

Quiet corridors, 
free eating area 

   

04-28 
C23,C
24,C25
,C26 

4 
10:15-
11:50 

Free eating area, 
quiet corridors 

   

04-29 
C27,C
28,C29
,C30 

4 
10:00 -
12:00 

Quite corridors, 
Free eating areas 

   

04-30 
C31,C
32 

2 
13:15 -
14:30 

Private apartment    

 

05-08     
Manager of 
university’s 
cafeteria 

1 
Sitting in the 
cafeteria 

Third 
round of 
interviews 

I 



 

 
 

Appendix II: Interview guide 
 

1. For customer (A) 
 
Introduction:  
 
Hi, my name is Alan (Mengting) and this is Mengting (Alan). We are master students studying 
international business and working on a thesis project. 
 
We have an idea for our university’s cafeteria to supply ‘milk plus cereal meal’ (show the 
picture to indicate what is ‘milk plus cereal meal’) to student in the future. And we try to get 
some data from the students (we might ask “are you a student in University West”?). So do you 
mind if we have a short interview with you? It will take about 10 minutes. 
 
If he or she says ok →Then we would respond→Thank you very much. 
- You have rights to not answer a particular question if you feel it’s hard to describe; 
- Then we ask for permission of using tape recording 
- And highlight the tape will be only used to easier our transcription and the tape itself will 

be destroyed afterwards. 
 
→If he or she feels good, then we would start the interview 
→If he or she says ok but refuse being recorded →Then we show our understanding and 
promise that we will just taking notes during the interview. Then we would start the interview. 
 
Preparation: 
- One of us (interviewer A) charges on asking question, while the other (interviewer B) is 

responsible for taking notes and recording, also B should help A on question supplement 
to ensure the questions are delivered in a accurate and complement way. 

- Both Interviewer A and B have a copy of the interview guide during the interview 
 
Before start: 
- Well put the interview guide and pencil for taking notes 
- Telephone as record device 
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1. Which country are you from? (segmentation; customer as value creator) 

1.1. If from Sweden, ask could you describe how Swedish people normally eat cereal with 
milk? 

- As breakfast, lunch, dinner or snack. (segmentation) 
- What the frequency you eat such meal? Every day, several times a week or never. 

(segmentation) 
- When you eat cereal with milk, you prefer warm milk or cold milk? Or it depend on the 

season (summer, winter are different)? Why cold or warm milk?(customer as value 
creator) 

- You prefer drink milk with which kind of cereal (or oatmeal)? (show picture of Corn 
Flakes, Muesli, Crunchy etc.) or several of them. (customer as value creator) 

- Do you drink milk not only combining with different kinds of cereal, and also mix with 
(or others): 
 Cocoa powder 
 Jams 
 Coconut powder 
 Canned fruit   

- Is there other thing you prefer eat with milk? (customer as value creator) 
- When you eat cereal you prefer yogurt or milk? (customer as value creator) 
- What kind of cereal you prefer eating with yogurt? (show picture) (customer as value 

creator) 
 

1.2. If from other countries, then ask could you tell us how are the ways eat cereal or drink 
milk in your country, is that similar to Sweden’s? if yes then same questions as above; 
if not, ask what the way you eat cereal product when you live in Sweden. 

 
2. How you think about the meal of ‘milk plus cereal’ or ‘milk plus oatmeal’ is more 

health? (positioning) 
- Health, helpful on lossing weight, keeping hungry away, best meal before exercise, fast 

in preparing (convenient) etc. 
- How you think putting different kind cereal, jams, cocoa powder, canned fruit, in one 

bowl eating with milk or yogurt? Say how about “yogurt + Jam”, “milk + cereal + 
coconut powder”, “yogurt + muesli”, or “oatmeal + milk + muesli + fresh apple”? (fun, 
delicious, disguisting or unacceptable) 

 
3. What the frequency you buy snack or eat lunch in the university cafateria? 

(segmentation; positioning; customer as value creator) 
3.1. If the university cafateria supply a cereal and milk buffet which point will motive you 

to buy such meal (multiple choice) 
 The total price of the meal (say around 10kr) is lower than those in the supermarket; 
 Some cereal’s brands are your favorate 
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 The milk brand is your favorate 
 It can be taken away anywhere 
 When you just want to keep fit 
 When you just feel hungry and can eat the meal as snack 

 
 

3.2. In which situation you would like to eat ‘milk plus cereal’ meal in university (not at 
home)? (multiple choice)  

 as normal breakfast; 
 as normal lunch  
 at afternoon or night as extra meal when you are hungry;  
 just as snack 

 
3.3.  (not the question for those who buy things frequently in cafeteria) If as a student who 

barely buy food or snack in university cafeteria, will this kind of supplying of meal 
motives you to try to eating in cafeteria? 

 
4. If the university cafeteria wants to use a self-service machine to provide the ‘cereal 

plus milk’ meal (like a self-service coffee machine), do you think the following points 
are important for the machine? 
 It can be accessed in 24 hours  
 Easy way of paying the money (by student card, bank count or mobile phone account: 

e.g. Swedbanks’ Swish) 
 Flexible on selecting different cereal, jams, cocoa etc. and milk or yogurt 
 Time saving: When there is a long queue at lunch time in the cafeteria, it is better there 

is no queue around the machine 
 Clean (hygeian) 

 
5. Something about milk and cereal brands 

5.1. What brand of cereal you or your family purchasing the most frequently? (e.g. 
kellogg’s, Start) if you don’t know the brand name please answer the question 5.2 
 

5.2. which kind of cereal? (show picture) 
 

5.3. why you choose such brand?  
 Famous brand 
 Your most familiar brand (family tradition) 
 Ecology 
 More health than others (e.g. low calorie);  
 Delicious 
 Just accessible for you in the nearest supermarket 
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5.4. What brand of milk you or your family purchasing the most frequently? (e.g. Arla) if 
you don’t know the brand name please answer the question 5.5 
 

5.5. why you choose such brand? 
 Famous brand 
 Your most familiar brand  
 Ecology 
 More health than others (e.g. low fat);  
 Just accessible for you in the nearest supermarket 

 
6. In which way you would like to subscribe a Facebook page of a company?  
((1) It is a global company; (2) a company that you want to work with; (3) an innovative and 
fun company) or something else? 
6. (NEW) Have you followed the Facebook page of university’s Facebook page 
(Restaurang Västan) why follow or why not follow, or you even don’t know they have a 
Facebook page. (or it is in Swedish and you don’s understand) 
6.1 if the university’s cafeteria offering part-time job to university’s student will you think about 
to apply that? 
 
7. In general how you think if the university cafeteria really provides the cereal plus 

milk (or yogurt) meal to students in the future? 
 
(8. Record the Sex (male of female) of interviewee) 
 

At the end: expressing our grateful for the interviewee’s attribution!! 
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The picture shown to customer while the interview 

2. For customer (B) 
 
1. Which country are you from? 

1.1. If from Sweden. Could you describe how you normally eat cereal with milk? 
- Normally you eat such meal as (multiple choose): 
 Breakfast 
 Lunch 
 Dinner 
 Snack 
 

- What the frequency you eat such meal?  
(e.g. Every day; 3-5 times a week; 1-2 timea a week; or never) 
 

- When you eat cereal with milk, you prefer: 
 warm milk 
 cold milk 

- Why cold or warm milk? 
 

- Which kinds of cereal (or oatmeal) you prefer eat with milk? (Show picture) 
 Flakes (corn, chocolate, etc.) 
 Havrefras (Quaker) 
 Muesli (with fruits, nuts etc.) 
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 Crunchy (strawberry etc.) 
 Oatmeal  

 
- Do you drink milk not only combining with different kinds of cereal, and also mix with 

(or others): 
 Cocoa powder 
 Jams 
 Coconut powder 
 Fresh or canned fruit 

 
- When you eat cereal you prefer yogurt or milk? 

 
- What kinds of things as follow you prefer eating with yogurt? (show picture) 
 Muesli 
 Crunchy 
 Jams 
 Fresh or canned fruit 

 
1.2. If from other countries, then ask could you tell us how are the ways eat cereal or drink 

milk in your country, is that similar to Sweden’s? if yes then same questions as above; 
if not, ask what the way you eat cereal product when you live in Sweden. 

 
2. How you think about the meal of ‘milk + cereal’,‘milk + oatmeal’or ‘yogurt + cereal”? 

 Health 
 Best meal before exercise (also keep fit) 
 Keep hungry away 
 Convenient (fast in preparing) 
 Total price of such meal is cheap  

 
3. Which kind of combination(s) you normally do? 

 Milk + Flake 
 Milk + Muesli 
 Milk + Boiled oatmeal 
 Milk + Havrefras 
 Milk + Crunchy 

 
 Yogurt + Muesli 
 Yogurt + Crunchy 
 Yogurt + Jam 
 
 Milk + Oatmeal + Sugar (e.g. Risgryngröt) 
 Milk + Oatmeal + Cocoa powder 
 Milk + Jam + Cereal 
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 Milk + Muesli +Oatmeal + Fresh fruit 
 Yogurt + Muesli + Fresh friut + Jam 
 
 Other? Please write down the recipe  

 
4. How you think about this kind of combining more than two different things together 

(like the last four above)? 
 Delicious 
 Fun 
 Disgusting and unacceptable 
 Others 

 
5. What the frequency you buy snack or eat lunch in the university cafateria? How you 

think about the food price in university cafeteria? 
5.1. How you think about the food price in the cafeteria (e.g. cheap, common price, 

expensive)? 
 
6. If the university cafateria supply a cereal and milk buffet which point will motive you 

to buy such meal (multiple choice) 
 The total price of the meal (say around 10kr) is lower than those in the supermarket; 
 Some cereal’s brands are your favorate 
 The milk brand is your favorate 
 It can be taken away anywhere 
 When you just want to save time 
 When you just feel hungry and can eat the meal as snack 

 
7. In which situation you would like to eat‘milk plus cereal’ meal in university (not at 

home)? (multiple choice)  
 as normal breakfast; 
 as normal lunch 
 at afternoon or night as extra meal when you are hungry; 
 just as snack 

 
8. If the university cafeteria wants to use a self-service machine to provide the ‘cereal 

plus milk’ meal (like a self-service coffee machine), which point(s) you think is 
important for the machine? 
 It can be accessed in 24 hours (at least to 8 p.m. everyday) 
 Easy way of paying the money (by student card, bank count or mobile phone account: 

e.g. Swedbanks’ Swish) 
 Flexible on selecting different cereal, jams, cocoa etc. and milk or yogurt 
 Time saving: When there is a long queue at lunch time in the cafeteria, it is better 

there isno queue around the machine 
 Keep clean (hygiene) in every second 
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9. Something about milk and cereal brands 

9.1. What brand of cereal you or your family purchasing the most frequently? (e.g. 
kellogg’s, Start) if you don’t know the brand name then which kind of cereal? (show 
picture) 

 
9.2. why you choose such brand or type of cereal?  
 Famous brand 
 Your most familiar brand (family tradition) 
 Ecology 
 More health than others (e.g. low calorie);  
 Delicious 
 Good and fair price 
 Just accessible for you in the nearest supermarket 

 
9.3. What brand of milk you or your family purchasing the most frequently? (e.g. Arla) if 

you don’t know the brand name please answer next question 
 

9.4. why you choose such milk brand? 
 Famous brand 
 Your most familiar brand  
 Ecology 
 More health than others (e.g. low fat) 
 Delicious 
 Good and fair price 
 Just accessible for you in the nearest supermarket 
 

10. Have you followed the Facebook page of university’s Facebook page (Restaurang 
Västan)？ Why follow or why not follow？ 

 
6.1 If the university’s cafeteria offers part-time job on the Facebook page for students will you 
think about to apply that? 
 
11. In general how you think if the university cafeteria really provides the cereal (oatmeal) 

plus milk (or yogurt) meal to students in the future? 
 
(12. Record the Sex (male or female) of interviewee) 
 

3. For managers and staffs of university cafeteria 
We are students of university west and writing a master thesis for LRF (Lantbrukarnas 
Riksförbund) about Swedish milk industry. The aim of writing the thesis is to support Swedish 
milk farmer, we want to explore if there is possibility to sell fresh milk in university restaurant. 
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We therefore have designed a self-service machine to carry out our idea (shown in picture 1). 
Initially LRF is an organization that can provide the source of fresh milk supplier. 
 
The idea is similar to provide cereal and milk buffet to students, but the normal way to provide 
buffet actually cost much more human-effort and shorten the service time (e.g. just at breakfast 
or lunch time). So using a self-service machine requiring less human resources and can enable 
customer to purchase this kind of meal anytime. Moreover, we think about the cafeteria can 
distribute fresh milk in the same time provide a cheaper meal option to students by using the 
machine. 
 
During the least three weeks, we have interviewed 30 people in university (not only student), 
16 of them are from Sweden, and 14 of them are from other countries. We find out that in the 
university, 57% people buy food or snack at cafeteria, and 43% of them almost do not buy food 
or snack in the cafeteria. Therefore, we wish the cafeteria could attract more customers from 
the 43% to purchase things in the cafeteria (not just the everyday coffee).  
 
Next are our questions about this business: 
- Maybe you need more time to consider the following questions then we can conduct the 

interview later. However, we can go through the question first; 
- We will tape record during the interview; 
- You have right to not answer the questions you do not want to answer or cannot answer; 
 
- Check and open the tape record; 
- Check pencil and notebook are well placed; 
---------------------------------------------------------------------------------------------------------------- 
Product attributes 
 
1. Something about the milk and coffee machine of the restaurant: 
1) The milk machine is using milk powder or fresh milk. 
2) The milk machine requires electronic or not? 
3) How the staffs of the restaurant maintain the milk and coffee machine every day? 

(Cleaning, refilling cocoa and milk powder, etc.) 
4) How you buy or rent the milk and coffee machine? 
5) What is the name of the machine provider (a company; a brand)? 
 Do you have their contact information? 

6) If the coffee or milk machine is broken, is there someone come to fix it?  
 If there are, then how quick of them come to fix it? 

7) Is it headache for you that many students use many times of the coffee cup to get free 
coffee? (What we know is that students could even use more 20 times of the cup within 
several weeks)  
 How do you think about to deal with the problem? 

8) How the restaurant calculates the profit and the profit margin of the coffee and the milk 
machine?  
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2. In your opinion how the milk-cereal self-service machine should be? Alternatively, do 

you agree with the following points? Why agree or why disagree? (we should explain 
every point) 
 The machine can provide two different temperatures. (Normal temperature 20 degree 

and 40 degree); 
 It can be accessible in 24 hours (or from 7:30 a.m. to 8 p.m.); 
 Flexible on selecting milk (or yogurt) and different cereal (maximum four kinds, but 

in the future it could be more; flakes, muesli, crunchy, oatmeal); 
 Easy way of paying money (student card, bank account, mobile phone); 
 Easily reserving milk and keep the milk fresh; 
 Easily handling on refilling; 
 Good design with easy functional checking and cleaning; 
 It can be placed not only at cafeteria but also other place of the university building (e.g. 

one of the heating room at third floor); 
 What else? 

 
3. Something about the product the machine can sell: 
1) Which kinds of cereal you think the machine can provide? (show picture 2) 

(Flakes, Crunchy, Muesli, or boiled oatmeal) 
2) Which milk product do you think could be more profitable for your business? Why? 
 Yogurt 
 Fresh milk 
 Both are OK. 

 
Design 
4. How much is the cost of the disposable bowl with cover and spoon (show picture 2)? 
 Can the restaurant provide the disposable bowl and spoon for the milk-cereal meal if 

really doing the milk-cereal meal business in your restaurant? 
 Could you provide some contact information of the supplier? 

 
Price 
5. How you feel the price of the milk-cereal milk should be if sold in your restaurant? 

(Explain how we set the price of milk and cereal for the machine; show picture 1) 
 
Brand 
6. Please tell us some cereal brands you familiar with or the one your family eats on the 

daily basis (Quaker, Coop änglemark, AXA, Kellogg’s, Frebaco, Paulüns, ICA, START, 
Crownfield, or GARANT). 
 

7. Please tell us some milk brands you familiar with or the one your family drinks on 
the daily basis (Arla, Falköping Mejerier, or Lactose free milk brand: Valio Eila, 
GARANT). 
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Interaction  
8. Something about the Facebook page of Reataurang Västan 
1) What are the purposes of having the Facebook page for the restaurant? 
2) How often does the restaurant upload information on the Facebook page? 
3) Who charged on the Facebook page and give the feedback ？ 
4) Why not offer part-time job to university students? 
5) If your restaurant really use the milk-cereal machine, is that possible to use the Facebook 

page to publish the menu of the machine for a week or for several weeks?  
 
(Not a question) Three suggestions for the Facebook page after 30 interviews:  
- Upload more information with the picture of cafeteria’s dishes not just the picture of black 

and white menu;  
- More English information can be uploaded;  
- Also on the daily menu blackboard (show picture 2), the sentence like “Follow Reataurang 

Västan page on Facebook to check information!” can be written to inform students that the 
restaurant actually has a Facebook page and they can follow it to check information of the 
cafeteria. 

 
Non-customer stakeholder: 
 
9. If your restaurant really use the milk-cereal machine what kinds of network supports 

you need? Alternatively, do you need the network supports as the following points? 
What else support you need? 
 The cereal and milk suppliers; 
 The expert who can support on checking and fixing the machine; 
 Business consultant; 
 Marketing plan suggestion; 
 Financial support; 
 Legal support; 
 What else? 

 
Segmentation and emotion (positioning) 
 
10. How you define the types of your restaurant customers (local students, international 

students, teachers, or people who work nearby etc.)? 
 
11. How you think your customers will react on the milk-cereal meal if the restaurant 

really sells the meal to customer? 
 
Summary 
 
12. How do you think about the milk-cereal meal self-service machine business in 
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general?  
1) Is it possible to use it in your restaurant if the machine really realized in the future? 
2) Do you think it will create profit to your restaurant or not? Why? 
 

4. For consultant 
1. (Suppler/Alliance market) We have the source of supply chain on milk (or yoghourt) and 

the suppliers on cereal still need to be identified (the thesis will working on this);  
2. (Referral market) dose there similar market exists and how are their operation? 
3. (R&D) We probably need some technological consultant on the innovative machine, like to 

evaluate the cost of producing the machine and some technical support; 
4. (R&D) If we have a detail design of a franchise machine in a low cost, then how to realize 

it like who can really help us produce the machine? 
5. (Brand) If the machine can be realized, then establishing a brand for the franchising business 

is necessary. How to register a brand is another problem? 
6. (Influence market-financial) How to get financial support? 
7. (Influence market-political) What the government rules on applying a franchise business as 

a franchisor in Sweden? 
8. (Influence market-media) Some marketing communication information, such as where can 

we print an A1-size poster in Trollhättan?  
9. How can we get residential permission (VISA) if we what to really implement the 

entrepreneurial business and stay in Sweden? 
10. (Legitimacy) How to protect the design patent? 
11. Does there other possibility to implement the business rather than just school? 
12. Does there other available business model for the entrepreneurial implementation rather 

than franchising? 
 

5. Other potential questions for further study 
For LRF  
1. Besides milk, can those dairy producers and suppliers also supply yoghourt? 
2. Do Demark, Finland or other European countries have the same milk supply chain as in 

Sweden? 
3. Dose the transportation cost is high if supply unpacking fresh milk and yoghourt to 

University West? 
4. How can the cafeteria of University West reserve those remaining milk, which can fill into 

the machine when milk is almost run out (milk inventory)? 
5. Are there any financial support sectors in your organization? 
6. Are there experts on consulting legitimacy issues (issues that generated from regulatory 

and governmental sectors) for startup business in your organization? 
7. Does your organization have technological consultant on supporting product development? 
For schools IT support 
1. Is there a supplier of ‘student card product and technologies’? 
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2. Can university provide an easier way for the student card charging system? 
For student union 
1. How to do advertising on the Student Union’s advertising board (show picture) in every 

toilet in University West?  
For vending machine, company like Selecta (answered by consultant) 
1. The business model of Selecta coffee machine; 
2. Selecta's network with (1) machine manufacturers; (2) the suppliers of coffee powder, milk 

powder and coffee beans etc., and (3) the customer of Selecta coffee machine; 
3. The existent payment solutions of Selecta coffee machine offers to coffee customers (by 

coin, by cash, by electronic bank account etc.); 
4. What kinds of services that Selecta provide to those machine buyer, leasee 

or borrower? (Technical support, businesses consultant, and marketing plan etc.). 
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