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Abstract 
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Purpose: The aim of the research is to investigate what successful booksellers provide in store 
that increase interaction and thereby enhance perceived value for the customers. 
Approach: The study is based on a combination of using both quantitative and qualitative data, 
collected through questionnaire and through face-to-face interviews. A deductive approach has 
constituted the paper as the theoretical framework was constructed upon already existing 
theories. 
Findings: The investigated booksellers are working with all of the three interaction facilitators; 
servicescape, shopping event as well as employee competence to create interaction in store that 
thereafter through relating, communicating and knowing increase the customer perceived value. 
The success behind the booksellers is based on their niche and personal approach that is 
thoroughly implemented in their offerings, which will create a community feeling. The personal 
relationship with the customers gives a structural support for the communication that in the end 
increase the knowledge. However, the knowledge renewal was more vital for the employees in 
order to provide personal service. 
Practical implications: Brick-and-mortar stores should fully acknowledge the importance of 
interacting with customers, by implementing servicescape, shopping event and employee 
competence with a personal touch. It is important to be as physical as possible and use the store 
as a social meeting place. The store should create a unique atmosphere, where like-minded 
customers socialize. The employee competence is vital for the brick-and-mortar stores in order to 
provide personal service. 
Theoretical implications: Grönroos and Voima’s (2012) Value creation sphere-model was 
extended by integrating Ballantyne and Varey’s (2006) triangulated value-enable-model into the 
joint sphere of Grönroos and Voima’s (2012) model. Since both of the models were tested 
empirically the paper supplies empirical evidence for both of the theoretical models. 
Keywords: Interaction, Co-creation, Interaction facilitators, Exchange-enablers, Perceived 
value. 
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1. INTRODUCTION 
“Everyone questions if the physical bookstore will exist tomorrow” (Winkler, 28 September, 

2013). The scepticism behind the expression is based on the critical situation the physical 

bookstores are being situated in at the moment. In 2008 the glory days of the book industry 

abruptly turned, and in three years decreased the sales of books with 12 percent (Bohlund and 

Brodin, 2012). The Swedish book market is one out of three where free price setting makes the 

competition even harder for booksellers against supermarkets as well as online stores, for the 

reason that these actors have the possibility to keep lower prices due to lower operating costs 

(Bohlund and Brodin, 2012). Furthermore, the economical crisis affects the brick-and-mortar 

bookstores in the manner that it forces the stores to cut down on employees (Rimm, 2013). The 

lack of capability of giving proper service is argued to be a huge loss, since a comprehending 

interaction between competent employees and customers are an important factor in the 

transaction in the bookstore (Rimm, 2013).  

 

Further, the technical development has changed the book industry in many ways, which has 

increased the competition for the brick-and-mortar bookstores (Bohlund and Brodin, 2012). One 

of the major threats in the development of online booksellers is their ability of distributing books 

to a cheaper price (Bohlund and Brodin, 2012). Books are standardized products, which makes it 

easy for online booksellers to be competitive by providing a wide product assortment but to a 

lower price than brick-and-mortar bookstores (Mehra et al., 2013). Further, the competition from 

the online stores is getting harder (Nordström, 2014). The leading online bookseller Amazon is 

establishing on the Swedish market during 2014, an actor that is expected to be a major threat, 

for the reason that they have shown to collect marketing shares in a high paste when entering 

new countries (Nordström, 2014). In today's interactive retail environment, customers are smarter 

shoppers; due to the advanced technology and that it is more easily accessible doing online 

shopping (Liu, 2013). The lower prices that online stores can hold have resulted in a new 

behaviour among customers (The New York Times, 2011). Many customers benefit by using 

brick-and-mortar bookstores to evaluate products, to then purchase the same product online to a 

lower price (The New York Times, 2011). For instance, 24 percent of the customers who bought 

books online admit that they first evaluated the book in a brick-and-mortar bookstore before 

purchase (The New York Times, 2011). This phenomenon is referred to as “showrooming” 

(Zimmerman 2012) and has been a hot topic among many retailers, due to its strong 156 percent 
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increase since 2012 (Gift and decorative accessories nr 14, 2013). Showrooming causes a 

situation where brick-and-mortar stores are not compensated for the service they provide in the 

brick-and-mortar store, whereas its competing online stores collect the compensation which they 

have not really “earned” (Van Baal and Dach, 2005). Many booksellers have suffered and been 

left behind, due to the showrooming phenomenon. 

 

“As frustrated bookstore owners see it, the practice allows customers to take advantage of the 

stores’ careful selection of books, staff recommendations and warm atmosphere — all while 

spending their money elsewhere” (The New York Times, 5 December 2011). 

  

However, in these times of crisis within the book industry, there are some certain booksellers that 

have shown an increasing volume of business over the last years and headed into a counter 

current flow. For some reasons these particular booksellers have succeeded to attract customers. 

Probably these booksellers provide valuable offering in their stores that their suffering 

competitors do not do. It might be possible that these successful booksellers attract customers 

through the bookstores physical environment, compared to competitors. Maybe successful 

bookstores, compared to their suffering competitors, provide the customer a more valuable 

shopping experience by arrange different activities in store, since events can have a positive 

influence on the customer’s shopping experience (Sand, Oppenwal and Beverland, 2008; 

Normann and Ramirez, 2000). Further, the physical meeting between customer and employee in 

the bookstore have been argued as a settling factor when purchasing books (Svensk Bokhandel nr 

3-2012). The successful booksellers might for that reason be more prosperous in providing good 

service and solving the problem of the customer. 

 

In this paper, two successful booksellers are being investigated in order to find out what it is that 

makes these particular booksellers successful. The two booksellers have some factors in 

common, which have been important in the choice of booksellers. First, they have both existed 

for a long time, at least 18 years. Secondly, they are both uncommitted stores, which means that 

they do not benefit from the possibility to make cheaper buy-ins such as chain stores do (Smedh, 

2013). Further, both of the selected booksellers have a special niche; one of them is focusing on 

selling English books, while the other one is niche on science fiction and fantasy books. The 

reason to why niche booksellers was selected for further investigation, where because niche 
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booksellers have shown to remain successful while chain booksellers seem to disappear from the 

market (Neuman, SvD Kultur, 2014). For that reason it is interesting to find out how the niche 

booksellers particularly have succeeded to stay competitive and what specific actions they do to 

attract and satisfy the customers. It must be something they do differently since these two 

booksellers have shown to be steady operations for many years. The bookstore niche on English 

books is for instance the only bookseller in Sweden that have shown a positive economical 

development for several years and doubled the volume of business in six years (Smedh, 2013). 

While, the bookseller niche on science fiction, in the magazine “Vi Läser” was voted as the third 

best bookseller in Sweden. (Vi Läser, 2012). Further the bookseller has shown a steady growth 

that has generated in an expansion from one to three bookstores (Bookseller A’s webpage, 2014).  

 

In this thesis it is of interest to investigate how these two booksellers have managed to stay 

strong on the competitive book market. The fact that the competition for the brick-and-mortar 

bookstores is becoming even tougher due to the establishment of Amazon on the Swedish market 

in 2014 (Nordström, 2014) makes the topic an up-to-date problem. The conclusion of what these 

two booksellers offer in store that brings value for the customers will further be an advantage for 

stores in different industries as a way to defeat the death of brick-and-mortar stores. The aim of 

the research is to investigate what successful booksellers provide in store that enhance interaction 

and thereby enhance perceived value for the customers. Therefore, this paper will investigate the 

following research question: How do booksellers increase customer perceived value? 
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2. THEORETICAL FRAMEWORK 
Research on how firms can improve the value creation has not been given sufficiently attention 

(Grönroos and Voima, 2012). Therefore, an empirical study among booksellers is conducted in 

order to give a more practical perspective in comparison to the theory-oriented literature of value 

creation.  In this study the focus is on the customer perceived value through interaction, which is 

being enhanced out of three interaction facilitators (1) servicescape (the physical environment of 

the store); (2) shopping event (events that support the core product and enhance the shopping 

experience); and (3) employee competence (the competence hold by the employees). These three 

interaction facilitators are beside the core product; books, the offerings of the firm. The 

interaction facilitators enhance interaction, defined as relating, communicating and knowing that 

together constructs the three exchange-enablers (Ballantyne and Varey, 2006). These exchange-

enablers thereby influence the perceived value of the customer. In order to investigate how 

booksellers create customer perceived value through interaction, it is first needed to focus on 

how booksellers can facilitate the value creation by enhance interaction. Secondly, how 

interaction itself impacts and increases the customer’s perceived value.  

 

The focus is on the direct interaction and the scope on the physical store; in this study the 

interaction term will concern all the direct interaction that occurs in the bookstore, in other words 

“a process by which the customer’s and firm’s resources (personnel, system, servicescape) 

interact through an active and ongoing coordinated dialogical process” (Grönroos and Voima, 

2012:142). A well-defined value creation process enables firms to understand the roles, nature 

and content of the value creation (Grönroos and Voima, 2012; Prahalad and Ramaswamy, 2004). 

Grönroos and Voima (2012) demonstrate a model that explains where value is created and by 

whom. Three value creating spheres are presented, the provider sphere and the customer sphere, 

which together through an interaction create the joint sphere, where the real value for the 

customer is generated.  

 

 The Value creation spheres model by Grönroos and Voima (2012) will work as the framework 

for further exploration of how booksellers can provide interaction facilitators that enhance 

interaction between booksellers and customers, which result in perceived value for the customer. 

Since the focus is on how firms directly can influence the value creation for the customer in 
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store, the provider and the joint sphere are investigated closer. The provider sphere is in focus 

because this is the sphere where the firm produce its offerings and can facilitate the value 

creation by increasing the interaction with the customers. Whereas, the reason why joint sphere 

is in focus is because it is the sphere where interaction occurs and where the customers evaluate 

the interaction that later determine the perceived value (Edvardsson et al., 2010; Pralahad and 

Ramaswamy, 2004). Elaborations of these two spheres help the firms to provide offerings that 

facilitate interaction and thereby enhance the perceived value for the customer.  

 

In order to investigate how booksellers create value to their customers a conceptual model of 

value creation is developed (figure 1). The Value creation spheres model by Grönroos and 

Voima (2012) is used to describe where and by whom customer perceived value is created while 

the triangulated exchange-enabler model by Ballantyne and Varey (2006) is used to describe 

how value is being created. The research is structured into two steps. The first step will introduce 

and investigate the potential interaction facilitators (servicescape, shopping event and employee 

competence) that are most relevant for booksellers to provide in the provider sphere to enhance 

interaction, according to recent literature. The intention is to find out what offerings the two 

selected booksellers provide that enhance interaction and how they provide them. The second 

step of the investigation focus on the joint sphere and is based on Ballantyne and Varey’s (2006) 

reasoning that interaction brings perceived value, which has been placed in the joint sphere. 

According to Ballantyne and Varey (2006) the interaction is formed by relating, communicating 

and knowing therefore the second step will focus on how these exchange-enablers enhance 

customer perceived value, which will be investigated in order to create an understanding for how 

these selected booksellers work with interaction in the store. Consequently, the focus is on how 

interaction facilitators increase perceived value through interaction and prevent the death of 

brick-and-mortar bookstores. However, the exchange-enablers are constructed out of empty 

processes that takes place when the customer interact with the interaction facilitators of the 

bookseller, which makes the offerings of step one necessary for step two to take place 

(Edvardsson et al., 2010).  
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FIGURE	  1.	  CONCEPTUAL	  MODEL	  OF	  VALUE	  CREATION	  (GRÖNROOS	  AND	  VOIMA,	  2012;	  BALLANTYNE	  AND	  VAREY,	  2006)	  

 

Beginning with definitions of the theoretical concepts of this paper, the research will take shape 

into a conceptual model that explain the connection between interaction facilitators and 

interaction as well as between the three exchange-enablers and customer perceived value. 

Further the model will be used for empirical analysis. The empirical analysis will be based on the 

opinions of the customers of the booksellers as well as on conducted interviews with employees 

of the booksellers; this to get both the customers’ perspective as well as the booksellers’ 

perspective of the process of value creation.  The opinions of the customers are necessary in 

order to find out what it is in the offerings of the bookseller the customers finds value in, while 

the perspective of the employees is necessary to understand how the booksellers are working 

with the offerings compared to their competitors.  Finally, the findings will be discussed and 

recommendations given of how booksellers as well as brick-and-mortar stores in other industries 

should operate to reach a successful business.  

 

Interaction facilitators 

 Servicescape 
 Shopping event 
 Employee competence 

 
 

Exchange-enablers 

Communicating 

Knowing Relating 

Provider sphere 
Production 

(potential value) 
 
 
 
 
 

Joint sphere 
Value creation in interaction 

(real value) 
 
 
 
 
 

Customer sphere 
Independent value creation 

(real value) 

Perceived value 
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3. THEORETICAL DEFINITIONS 
In this section definitions of theoretical concepts will be presented. First, a short explanation of 

the function of the provider sphere will work as an introduction followed by the definition of the 

three interaction facilitators and arguments for how these three variables are perceived as 

interaction facilitators. Further, an explanation of the function of the joint sphere will follow and 

continue with the definition of interaction divided into the three components of relating, knowing 

and communicating. The theoretical background will end with a definition of perceived value.  
 

3.1 DEFINING PROVIDER SPHERE – FIRMS FACILITATING INTERACTION 
In the provider sphere the firm is in charge of providing offerings with potential value, which 

customers later turn into real value through interaction (Grönroos & Voima, 2012). Grönroos and 

Voima (2012) see firms as a value facilitator, however the real value emerges when customer 

interacts with the firm’s offerings. Consequently, firms can through its offerings facilitate 

interaction that is later evaluated in terms of perceived value. In order to understand how firms 

can create interaction with the customers it is important to focus on the interaction facilitators the 

firm provide, since they are the foundation for perceived value (Grönroos & Voima, 2012); and 

these interaction facilitators have to align with the customer's value creation process (Grönroos, 

2004). It has shown that three interaction facilitators, servicescape, shopping event and the 

employee competence, are important in enhancing the interaction with the customers. In the 

following section each of the interaction facilitators will be presented.  

 

3.1.1 SERVICESCAPE AS AN INTERACTION FACILITATOR 
The physical surroundings are important when fighting against the death of brick-and-mortar 

stores; these attributes create a design of space that can be modified so that particular emotional 

effects occur in customers’ behaviour (Kotler, 1974). Servicescape is an extensively used term to 

describe the physical surroundings (Bitner, 1992) as well as the atmosphere (Ballantyne and 

Nilsson, 2014) of a service firm. Bitner (1992) describes servicescape as a physical container 

where the interactions occurs, and notify how the whole service environment has a significant 

impact on the customers’ perception of the service experience. Servicescape includes the exterior 

and interior design such as spatial layout and functionality of furniture as well as ambient 

conditions such as temperature, noise and smell (Bitner, 1992) and is argued to have an impact 

on customers as well as employees in store (Rosenbaum and Massiah, 2011). Style of decor can 
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through colours have an impact on the customers emotions and moods while the lightening of the 

store can influence the customers’ perception of the environment, in that sense that it affect the 

time they stay in the store as well as their willingness to shop (Lin, 2004) and interact (Gifford, 

1988).  

 

Servicescape is an important component since it offers a multitude cues to customers in their 

holistic service experience (Reimer and Kuehn, 2005). However, the customer may not always 

be aware about the impact the service has on the wellbeing since the servicescape might operate 

unconsciously in the background (Ballantyne and Nilsson, 2014). Recent literature has included 

employees in the concept of servicescape since human characteristics shape the service 

experience and impacts the overall atmosphere (Tombs and McColl-Kennedy, 2003). However, 

in this study the employees are separated from servicescape to find out how the physical part of 

servicescape and employees separately affect the customer.  

 

Servicescape is seen as an interaction facilitator, since it is something that the bookstore can 

control and modify. Moreover, the value is embedded in the servicescape and realized by the 

customer through an interaction that occurs in the joint sphere (Ballantyne and Nilsson, 2014). 

That is to say that customers’ behaviour depend on the interaction the customers experience with 

the physical environment of the store. When a customer enters a store the environmental cues in 

the servicescape is being evaluated and a holistic perception created (Lin, 2004). The context of 

the servicescape needs to fit the offered service, in order to construct feelings of authenticity for 

the customer (Bitner, 1992). Depending on if the customer visits a discount chain bookstore or a 

niche premium bookstore the customer expects the context to be different (Bitner, 1992). Due to 

the physicality of the servicescape it is possible for the firm to establish shopping event that has 

shown to be an important interaction facilitator as well. 

 

3.1.2 SHOPPING EVENT AS AN INTERACTION FACILITATOR 
Shopping event is defined as: “a structured, retailer-controlled environment in which a retailer 

provides a recognizable temporary activity within the store that creates a memorable experience 

for the participating customers” (Leischnig et al., 2010:218). Typical examples for shopping 

event in bookstores can be lectures held by a famous author, theme nights or book signings and 

cafés, the intention to organise shopping events is to increase the total value of the offering and 
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enhance the shopping experience for the customer (Sand et al., 2008; Normann and Ramirez, 

2000). Shopping event is social oriented, where customers come to the bookstore for a night of 

pleasantries: discussing a good book, meeting new friends and having tea and homemade cake 

(Bookseller B’s Facebook-page, 2014). A good core product together with shopping event 

improve the customer’s perception of the whole service experience, and have a major role in 

customer’s decision of where to purchase products (Navald and Grönroos, 1996). However, the 

shopping event need to be of a creative character as well as fit the retailers core product in order 

to have an effect on customers shopping enjoyment (Leischnig et al, 2011).  

 

Shopping event has proven to increase customers’ value perception (Sand et al, 2008). However, 

value is embedded in the shopping event, meaning that the value emerge when the customers 

participate in events and interact with it (Ballantyne and Varey, 2006). Consequently, shopping 

event is something that firms provide for customers in order to facilitate the value creation 

(Normann and Ramirez, 2000) and therefore it is seen as an interaction facilitator. Shopping 

event is a social activity and in order to take advantage of it in the best possible way, the 

employees need to have the competence to act as expected, since the employee competence in 

general has been shown to be an important interaction facilitator. 

 

3.1.3 EMPLOYEE COMPETENCE AS AN INTERACTION FACILITATOR 
Employees are considered as part of influencing customers holistic service experience 

(Rosenbaum and Massiah, 2011), since there always exist a social relation between employees 

and customers due to the interpersonal nature of the service encounter (Jr. Hightower et. al, 

2002). Harris and Ezeh (2008) state that: “Competence can be defined as the expertise of service 

staff derived from knowledge of the subject” (Harris and Ezeh, 2008:397). Which, means that 

employee competence is based on the knowledge the employees hold about the products and 

offerings provided by the store. This has further been supported in an investigation of Hill (1989) 

who found out that the employee competence is one of the main factors, customers consider in 

the selection of service provider. 

 

Employee competence is further an advantage to be able to help out and serve the customers in 

the most favourable way (Harris and Ezeh, 2008). “The importance of staff competence is all the 

more emphasised within a service environment because the intangibility of the delivered service 
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accentuates the dependence of customers on service staff to “solve their problems”” (Harris and 

Ezeh, 2008:397). Furthermore, employee competence is seen as an interaction facilitator for the 

reason that the employee competence only has potential value, which emerge first when 

customers interact with the employees (Ballantyne and Varey, 2006) but also because the 

employee competence is controlled by the bookseller (Grönroos and Voima, 2012). However, 

value is individually determined by the customers (Grönroos and Voima, 2012) and therefore, it 

is important for employees to have the competence to provide a good service that is translated 

into personal service for customers (Surprenant and Solomon, 1987).  

 

3.2 DEFINING JOINT SPHERE- PERCEIVED VALUE THROUGH INTERACTION 
The joint sphere is created where the customer interacts with the firm’s offerings and where the 

real value occurs (Grönroos and Voima, 2012; Pralahad and Ramaswamy, 2004). Therefore, the 

focus is on direct interaction, however the interaction can occur between people but also with the 

goods as appliances, meaning that goods are seen as a service (Vargo and Lusch, 2004). In the 

joint sphere the firm may get an opportunity to engage in the interaction and in that way 

influence the customer’s value creation (Grönroos and Voima, 2012; Prahalad and Ramaswamy, 

2004). The perceived value is the outcome of the interaction; in other words the perceived value 

that is determined by the customer is based on the evaluation of interaction (Ballantyne and 

Varey, 2006; Pralahad and Ramaswamy, 2004). Ballantyne and Varey (2006) have recognized 

three linked interaction processes and their potential in improving perceived value; relating, 

communicating and knowing, which are further elaborated next. 

 

3.2.1 INTERACTION 
According to Ballantyne and Varey (2006) interaction is formed out of relating (relationship 

development), communicating (informational, communicational and dialogue) and knowing 

(knowledge renewal), which all together work as processes that enable the interaction between 

customer and firm in store (figure 2). These three exchange-enablers are empty processes that 

only take place when customers interact with the firm’s offerings (Edvardsson et al., 2010), 

meaning that without firm’s interaction facilitators, such as the servicescape, shopping event and 

employee competence, no interaction can take place. “Resources become valuable only in the 

social context of resources in action” (Edvardsson et al., 2010:337). The exchange-enablers 

improve the perceived value through relating that provide structural support, useful for 
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sustaining the interaction, whereas the communicative interaction develop these relationships 

and moreover the knowledge needed to improve the customer service experience (Ballantyne and 

Varey, 2006). It is important for firms to look at the whole context of interaction, as customers 

base their evaluation on the entire service experience (Ballantyne and Varey, 2006). Therefore it 

is of importance for firms to introduce and use all three exchange-enablers, in a triangulating 

view of relating, communicating and knowing as a continuous renewal of value.  

 
 

 
 
 
 
 
 
 
 
 
 
 
 

FIGURE	  2.	  EXCHANGE-‐ENABLERS	  MODEL	  (BALLANTYNE	  AND	  VAREY,	  2006)	  

 
3.2.1.1 RELATING AS AN EXCHANGE-ENABLER 
Relating is defined as a process of building a relationship, an open-ended process where 

interactions with customers occur across time and place (Ballantyne and Varey, 2006). 

Customers may sometimes wish to have only single transactions rather than relationships with 

the firm. Nevertheless, even the relatively discrete transaction come with some relational 

meaning, therefore the firm is not free from viewing the customer relationally (Payne et al., 

2008). Gremler and Gwinner (2000) even state that relationship building is necessary to survive 

as a business. “Relationships are an important aspect of doing business, and few businesses can 

survive without establishing solid relationships with their customers” Gremler and Gwinner 

(2000:82).  

 

It is the quality of the relationship that can be ‘managed’, not the relationship per se (Ballantyne 

and Varey, 2006). Consequently, firms need to develop single transactions to a relationship with 

deeper meaning (Ravald and Grönroos, 1996). The relationship specific knowledge helps to 

Knowing 

Communicating 

Relating 

Exchange- 
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build this meaning by constructing a more personal approach (Ballantyne, 2004). Moreover, 

relating can also take place between customers, which is important to notify since the 

relationship with other customers in the store can affect the customers perceived service 

experience (Tombs and McColl-Kennedy, 2003). 

 

Trust is seen as the most powerful tool for developing a relationship (Berry, 1995). Customers 

perceive the relationship more qualitative when they trust the firm's’ credibility and when they 

are confident about that the firm do what is best for its customer (Roberts et al, 2003). Customers 

who feel attached to the firm and choose to continue their future purchase with the firm are 

committed to a relationship, which indicates a qualitative relationship (Meyer et al., 1993). 

Furthermore, when customer has a strong relationship to the firm, the perceived cost of leaving 

the firm is high; consequently they have the propensity to remain in the relationship (Meyer et 

al., 1993). When commitment and trust, not just one or the other is present, the purchase risk will 

be minimized and the costs of being a customer reduced (Grönroos, 2004).  

 

3.2.1.2 COMMUNICATING AS AN EXCHANGE-ENABLER 
Communicating can be conducted through one-way or two-way communication in forms of 

message making, informing or being informed as well as learning together (Ballantyne and 

Varey, 2006). The customers and the employees are inextricably connected due to the 

interpersonal nature of the service encounter (Jr. Hightower et. al, 2002) since a transaction 

always include some degree of social interaction between the firm, its employees and the 

customer. For that reason, communication is an important factor when creating value for 

customers. 

 

According to Ballantyne and Varey (2006) there are three types of communicating; 

informational, communicational and dialogue. Informational intent to convinced message 

making with the function to inform, namely messages coming from the bookstore to customers. 

This type of communication is one-way, and takes place when the bookseller for example sends 

newsletters to customers. On the other hand, communicational is, compared to informational, a 

two way process with the intention to inform, through a process of both listening as well as 

informing. While dialogue, as a two-way communication, is the advanced form of 

communicating between the firm and customers with the purpose of operating as a process of 
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learning together (Ballantyne and Varey, 2006). This learning together will help customers to 

utilize the firm’s services better, which will increase their service experience (Payne et al., 2008). 

It is the two-way communication mode that enables the firm to reconnect with customers and 

learn about them (Prahalad and Ramaswamy, 2004; Gustafsson et al., 2012). Since it is later 

turned into a flow of circulation of information, where both parts acquire knowledge as well as 

an understanding for the other part (Ballantyne and Varey, 2006). It is important to notify that 

the communication may happen between customers as well, which will give a further perspective 

and work as an other source of information (Prahalad and Ramaswamy, 2004) and also have an 

impact on the perceived service experience (Tombs and McColl-Kennedy, 2003). However, most 

important to recognize is the need for a variety of communication as they all have an impact on 

the ability of learning together (Ballantyne and Varey, 2006; Tjosvold and McNelly, 1988). 

 

3.2.1.3 KNOWING AS AN EXCHANGE-ENABLER 
Knowing is described as a process of knowledge renewal through generation, sharing and 

application (Ballantyne and Varey, 2006). The exchange of knowledge can take place between 

different actors and is stated to constitute the ultimate source of competitive advantage (Vargo 

and Lusch, 2004; Argote and Ingram, 2000). “Knowledge renewal process is the willingness of 

people to participate and pass on what amounts to their know-how, that is, their tacit 

knowledge” (Ballantyne and Varey, 2006:340). Further, the sharing of knowledge has been 

defined by Lee (2001) as “Activities of transferring or disseminating knowledge from one 

person, group or organization to another” (Lee, 2001:324). However, what is needed is to make 

the knowledge available to others because it is first then, the spiral of knowledge can take place 

and knowledge can constitute to be a valuable asset (Ballantyne and Varey 2006). According to 

Hendriks (1999) the sharing of knowledge takes place between at least two parties, one that 

possess knowledge and another that acquire knowledge. However, knowledge cannot be shared 

in that sense that it can be passed on between parties. It takes knowledge both to acquire and to 

share knowledge (Hendriks, 1999). Nonaka (1991) differ between explicit and tacit knowledge, 

where explicit is the formal and systematic form of knowledge, while tacit is the informal, 

personal and not easily accessible knowledge.  The knowledge renewal emphasizes the process 

that happen at the micro level, which makes the knowledge more self-sustaining (Ballantyne and 

Varey, 2006).  
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Ballantyne and Varey (2006) are mainly enhancing the knowledge renewal in the business-to-

business context. However, knowledge renewal is central for firms in terms of acquiring 

relationship specific knowledge (Ballantyne, 2004). Relationship specific knowledge is the tacit 

knowledge that helps to deal with one another and it is constantly updated in the interaction of 

new experiences (Ballantyne, 2004). This action brings the firm knowledge about the needs of 

external customers, which makes the firm able to produce the desired interaction facilitators that 

meet the customers’ needs (Ballantyne and Varey, 2006). The sharing of knowledge from 

customer to employee is an advantage for both customers as well as the firm, in that sense that 

the firm get the opportunity to get a better fit to the demands coming from the customers, at the 

same time the customers get the product the way they desire (Ballantyne and Varey, 2006). 

Consequently, knowledge renewal is essential for the customers, since it facilitates the 

consumption process (Ballantyne and Varey, 2006; Grönroos, 2011). The exchange of 

knowledge can also take place in communities of people, meaning between customers who are 

sharing the same interests but are not familiar with each other and can therefore influence the 

service experience (Wasko and Faraj, 2005). Members in such community are willing to share 

knowledge for reasons like that they perceive the action as enjoyable (Wasko and Faraj, 2005).  

 

3.3 CUSTOMER PERCEIVED VALUE 
"Customer value is a customer's perceived preference for and evaluation of those attributes, 

attribute performances, and consequences arising from use that facilitate achieving the 

customer's goals and purpose in use situations" (Woodruff, 1997:142). A statement that shows 

that customer perceived value is a result out of an evaluation of the firm's ability to facilitate the 

desired service experience. According to several authors, value is created out of interaction and 

after the customer’s evaluation of the service experience (Ballantyne and Varey, 2006; 

McDougall and Levesque, 2000). Also, Sánchez-Fernández and Iniesta-Bonillo (2007) insist that 

perceived value implies an interaction between a customer and another actor or object. The 

customers are the ones who determine the value, which is “derived from the service experience 

of the particular actors in interaction” (Ballantyne and Varey, 2006:336). However, the critical 

factor for firms is to identify the facilitators that have an impact on customers’ service 

experience and their future shopping intentions; since customer perceived value is personal and 

vary from customer to customer  (McDougall and Levesque, 2000).	  
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Gounaris et al. (2007) argue that customer perceived value is derived from the intangible service 

aspects, that value is looked for instance in the competence of the employees as well as in other 

processes of the firm. Furthermore, perceived value is formed out of several attributes that 

together create a holistic representation of the service (Sánchez-Fernández and Iniesta-Bonillo, 

2007). Depending on how the customer perceives the value it will have an impact on the 

customer’s purchasing behaviour (Bitner, 1992). This means that the more value customers 

perceive the more likely customers are to stay in the store and purchase the product (Ballantyne 

and Varey, 2006) and thereby refrain from the death of brick-and-mortar stores. A though 

Sánchez-Fernández and Iniesta-Bonillo (2007) agree upon, since "the creation of customer value 

must be the reason for the firm’s existence and certainly for its success" (Sánchez-Fernández and 

Iniesta-Bonillo, 2007:427). 

 

Furthermore, it could be stated that perceived value is the outcome of interaction. Perceived 

value is based on emotional value, social value and functional value (Sweneey and Soutar, 2001; 

Sánchez-Fernández and Iniesta-Bonillo, 2007). The emotional value refer to the utility that 

comes out of the feelings that a offering educe while the social value aims to the utility that 

comes from the offering capability to increase the social self-concept of the customer. The 

functional value can be divided into two categories, which is value for money (price) or value 

derived from performance or quality (Sweneey and Soutar, 2001). The functional value for 

money is the utility the customer experience from the offering due to reduction of the perceived 

price (Sweneey and Soutar, 2001). While the functional value is derived from performance or 

quality and aim to the utility gained from the expected quality and performance of the offering 

(Sweneey and Soutar, 2001; Sánchez-Fernández and Iniesta-Bonillo, 2007). According to 

McDougall and Levesque, (2000) what needs to be in focus for firms trying to increase value is 

an understanding for that the driving force in customer perceived value is service-specific; 

generalisations of interaction facilitators can therefore not be made.  It needs to be developed 

from the customer’s interest, in order for firms to be able to put focus on those resources that 

have an ability to enhance value (McDougall and Levesque, 2000). 
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4. CONCEPTUAL MODEL OF VALUE CREATION 
In this section focus will be on the research model based on the theoretical frameworks of 

Grönroos and Voima (2012) and Ballantyne and Varey (2006). According to recent literature, 

customer perceived value is created out of interaction (Grönroos and Voima, 2012; Ballantyne 

and Varey, 2006). However interaction is empty processes that are being created out of the 

resources of the firm (Edvardsson et al., 2010), which in this thesis are the interaction 

facilitators. For that reason the conceptual model consist of a chain in two steps, from 

interaction facilitators, through interaction and results in customer perceived value (interaction 

facilitator → interaction; exchange-enablers → perceived value)  (figure 3). Hypotheses H1-H3 

measures the relationship between interaction facilitators and interaction, with the purpose to 

find out if the investigated interaction facilitators enhance interaction in store, both between the 

bookseller and the customer as well as between customers. Hypotheses H4-H6 measures the 

relationship between exchange-enablers and customer perceived value with the purpose to find 

out how booksellers are working to create perceived value through interaction and if the 

customer finds value in the process. In this step of the model, interaction has been divided into 

three components, relating, communicating and knowing, which is being symbolised by the 

dashed line between the interaction facilitators and interaction.  
 

 
 
 

 

 
 

 
 

 
 
 

 
 

FIGURE	  3.	  CONCEPTUAL	  MODEL	  OF	  HYPOTHESIZED	  VALUE	  CREATION 
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4.1 SERVICESCAPE ENHANCE INTERACTION 
Bitner (1992) was one of the first to recognize that the physical surroundings influence the nature 

and the quality of the interaction between employee and customer and among customers. This is 

due to the fact that customers’ interactions with the servicescape create certain moods and 

atmosphere (Sharma and Stafford, 2000; Lin, 2004) that later on have an affect on the interaction 

between customer and employee (Fowler and Bridges, 2012). 

 

When customers visit the brick-and-mortar store, an evaluation of the experienced emotions the 

servicescape brings forth takes place (Bitner, 1992). The interaction with the servicescape is a 

process were relating, communicating and knowing take it forms (Ballantyne and Varey, 2006). 

By interacting with the servicescape, customers can either evaluate the emotions as positive and 

feel a commitment as well as trust to the store, or evaluate the emotions negative, which will 

have a negative effect on the interaction (Bitner, 1992; Harri and Ezeh, 2006). Commitment and 

trust are positive emotions that create a stronger relationship between the customers and the firm. 

Customers do more easily relate to firms that have a servicescape that creates positive emotions 

for them. Servicescape can by creating certain emotions and moods also affect the nature of the 

interactions between employees and customers (Bitner, 1992). If the employees experience their 

working environment positive, they are more willing to share recommendations and share their 

knowledge with the customers (Bitner, 1992). The enhanced sharing of knowledge will however 

increase the interaction, since knowing requires an open interaction and communication with the 

firm (Ballantyne and Varey, 2006). 

 

Servicescape does not only create certain moods or atmosphere for the customers, also it 

communicate the meaning of the service (Bitner, 1992; Rosenbaum and Massiah, 2011). 

Servicescape plays a central role in being informative and communicate the image of the store, 

however it is important to communicate a holistic image of the service (Bitner, 1992). This will 

help the customers in the purchase process, which will enhance the interaction process by 

generating knowledge and make the interaction more personal, thereby develop the relationship 

with the store (Ballantyne and Varey, 2006). It has been shown that independent bookstores are 

more successful in its design of the servicescape due to the reason that they often design a 

servicescape that is unique in its character (Miller, 1999). Since each customer evaluates the 
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servicescape individually it is important that the servicescape creates a personal impression that 

will wake positive emotions, which later enhance the interaction (Bitner, 1992; Ballantyne and 

Nilsson, 2014). Therefore, the following hypothesis was formed: 

H1: The greater evaluation of servicescape the more positive influence on interaction. 
 

4.2 SHOPPING EVENT ENHANCE INTERACTION 
Shopping event are activities that take place between the firm and its customers, thereby they are 

always social oriented (Leischnig et al., 2010). When customers enter the shopping event, 

interaction occurs. Shopping event is the platform for interaction and thereby gives the customers 

an opportunity to interact with the employees as well as with other customers. The presence of 

other customers will have an effect on the customers’ behaviour (Tombs and McColl-Kennedy, 

2003). It has been shown that the higher the social density in the store, the more likely there will 

be some form of interaction between customers (Tombs and McColl-Kennedy, 2003). Moreover, 

often shopping event is of a particular theme, which gathers customers that share the same 

interest (Leischnig et al., 2010). Customers who share the same kind of interest experience a 

feeling of belonging to a community (Morgan and Hunt, 1994). This feeling of commitment 

enhances the relating to the bookstore as well as to customers.  

 

Communication that occurs in the interaction does in turn develop the relationship between the 

customer and the firm, by generating knowledge about the store and its offerings (Ballantyne and 

Varey, 2006). The shopping event can be informative by its nature, for instance by informing 

about books and authors through book signings or seminaries (Ballantyne and Varey, 2006). 

Also, the interaction that occurs during the shopping event arouse dialogues, where the 

customers exchange for instance reading experiences between each other in a dialogical process 

of learning together (Ballantyne and Varey, 2006). As mentioned, the shopping event gathers 

customers that share the same interest, but are not familiar with each other. The customers that 

are a part of the shopping event, that create a community feeling, are more willing to share their 

knowledge, since they find it to be enjoyable (Wasko and Faraj, 2005). Consequently, the 

shopping event is a social activity, where the interaction takes place thereby the following 

hypothesis was formed: 

H2: The greater evaluation of shopping event the more positive influence on interaction. 
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4.3 EMPLOYEE COMPETENCE ENHANCE INTERACTION 
Employee competence is required in order to give a good service to the customers (Hill, 1989). 

Since service is a social activity the interaction is an inherently part of the service, due to the 

interpersonal nature of the service encounter (Jr. Hightower et. al, 2002). Therefore, employee 

competence has a central role in enhancing the interaction process. It is important for employees 

to have the competence to provide personal service for its customers (Sandström et al., 2008), 

since the customers evaluate the interaction individually (Grönroos and Voima, 2012). The 

competence to provide personal service makes it easier for the customers to relate to the store, 

since the service is perceived more trustful, which later on have an effect in the level of 

commitment customers feel to the bookstore (Morgan and Hunt, 1994). Even the discrete 

transactions form a relationship between the customer and the store (Payne et al., 2008), 

therefore, it is important that the employees have the competence to be able to help out and serve 

the customer in the most favourable way (Harris and Ezeh, 2006). This will enhance the relating 

and thereafter create a more qualitative relationship (Ballantyne and Varey, 2006).   

 

The competence is defined as the knowledge the employees hold about the products and 

offerings provided by the store (Harris and Ezeh, 2006). Consequently, the more knowledge the 

employee holds, the more informative the interaction can be  (Ballantyne and Varey, 2006). 

Especially, when having a dialogue with the customers, that is to say learning together 

(Ballantyne and Varey, 2006), it is important that the employee have the competence to 

understand the other party’s views and provide a personal service. Moreover, Harris and Ezeh 

(2006) describe the competence of employees as an advantage as the employees possess the 

ability to solve their problems, by applying the knowledge about the assortment. The employees 

need the know-how in order to share their knowledge with the customers as well as to generate 

knowledge among their customers (Ballantyne and Varey, 2006). As mentioned before it is 

important to give personal service to the customers since this will require the application of the 

know-how that the employees hold. Consequently, employee competence is needed in order to 

provide personal service, which will increase the interaction and therefore the following 

hypothesis was formed. 

H3: The greater evaluation of the employee competence the more positive influence on 

interaction. 
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4.4 EXCHANGE-ENABLERS ENHANCE PERCEIVED VALUE 
Ballantyne and Varey (2006) argue for that communicating, relating and knowing are exchange-

enablers that encourage and motivate interaction that further on improve the co-creation of value, 

resulting in emotional, social and/or functional value for the customer.  According to Grönroos 

and Voima (2012) the connection between the exchange-enablers and the perceived value of the 

customer constitutes by the fact that “co-creation is a function of interaction” (Grönroos and 

Voima, 2012:133) in that sense that co-creation constitute of interaction and that value is a result 

of co-creation between the firm and customers in store. It is through these three exchange-

enablers the firm will be able to co-create value together with the customer and the value derived 

from the interaction, is then perceived individually by the customer (Grönroos and Voima, 

2012). Consequently, the more the customer experience relating, communicating and knowing 

the more value the customer perceive (Ballantyne and Varey, 2006). 

 

Relating is defined as an open-ended process of building a relationship where interactions with 

customers occur across time and place (Ballantyne, 2004). All interactions are a part of the 

relationship development, since the value is co-created and the perceived value is derived from 

experience of relating (Ballantyne and Varey, 2006). Consequently, relating is assumed to 

enhance perceived value. Relating brings the customer the feeling of trust and commitment 

(Morgan and Hunt, 1994), which will minimize purchasing risks and reduce the customer’s costs 

(Grönroos, 2004). It is logical to state that the perceived value derived from relating is emotional 

or social, since relating is of a social process consisting of new connections and bonds between 

parties. Therefore, the more relating occurs that is to say the more the relationship develops, the 

more value the customers perceive.  

H4: The greater experience of relating the more positive influence on perceived value. 
 

Communicating is defined as a process of interaction that is informing, communicative and 

dialogical (Ballantyne and Varey, 2006). This implies that the co-creation of value between 

customers and the firm takes place when communication is happening between the firm and the 

customers. Thereby, the perceived value is derived from the experience of interacting, in this 

case communicating together. All the communicating activities enhance the knowledge 

development, co-creation of new and previously unknown knowledge that will enhance the 

perceived value for the customers (Ballantyne and Varey, 2006). Especially dialogue, that is 
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learning together since it supports the co-creation of value and creates relationship specific 

knowledge that will enhance the relationship development even further (Ballantyne, 2004). For 

the reason that value is created out of the process of communicating together, the value could 

have a social or emotional approach, due to the social function of communication. However, 

since dialogue is about learning together, the value might also be of a more functional character. 

Therefore, the more communicating occurs, that is to say the more knowledge is generated, and 

the more value customers perceive.  

H5: The greater experience of communicating the more positive influence on perceived value. 
 

Knowing is described as a process of knowledge renewal through generating, sharing and 

application (Ballantyne and Varey, 2006). The both form, tacit and explicit knowledge, enhance 

the perceived value but differently (Ballantyne and Varey, 2006). Tacit knowledge is applied 

directly when creating value, since it is the know-how knowledge, while explicit knowledge is 

stored knowledge, which can be usefully assessed when creating value (Nonaka, 1991). The 

customers perceive more value when the offerings the firm provide are aligning with their 

preferences, and in order for this relationship specific knowledge needs to be created 

(Ballantyne, 2004). The result of knowledge renewal make it logical to state that knowing brings 

a functional value for the customer, out of performance or quality (Sweneey and Soutar, 2001), 

since it facilitates the consumption process (Ballantyne and Varey, 2006;Grönroos, 2011). 

Moreover, some customers enjoy sharing the knowledge, for instance with other customers 

(Wasko and Faraj, 2005), which will result in enhanced social and emotional value (Sweneey 

and Soutar, 2001). Therefore, the more sharing of knowledge occurs, the more value the 

customer perceive. 

H6: The greater experience of knowing the more positive influence on perceived value. 
 

Hypothesis 1: The greater evaluation of servicescape the more positive influence on interaction. 
Hypothesis 2: The greater evaluation of shopping event the more positive influence on interaction. 
Hypothesis 3: The greater evaluation of the employee competence the more positive influence on 
interaction. 
Hypothesis 4: The greater experience of relating the more positive influence on perceived value. 
Hypothesis 5: The greater experience of communicating the more positive influence on perceived 
value. 
Hypothesis 6: The greater experience of knowing the more positive influence on perceived value. 

	  
TABLE	  1:	  SUMMARY	  OF	  THE	  PRESENTED	  HYPOTHESIS	  
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5. METHOD 
In this section the procedure for this research will be described. A detailed review of the 

qualitative and quantitative investigation will be given and end with an operationalization table 

that describes the connection between the measures of the investigation and the theory. 

 
5.1 RESEARCH DESIGN AND STRATEGY  
The aim of the research is to investigate what successful booksellers provide in store that 

enhance interaction and thereby the perceived value for its customers. Two booksellers, one 

niche at science fiction books (Bookseller A) and one niche at English books (Bookseller B), 

were selected as an investigation area for this paper. Together, these two booksellers constitute 

of five bookstores. The booksellers have shown to be steady economically and popular among 

customers (Smedh, 2013 and Vi Läser, 2012). It is therefore of interest to find out what make 

these two booksellers successful. At the early stage of the study a third bookseller, niche on 

children’s books, was approached however this bookseller were not included as a result of a too 

low response rate in the questionnaire and was therefore not considered to be representative. 

 

Since dividing value creation in different spheres is a relatively new theory, established in 2012 

(Grönroos and Voima, 2012), there are not many empirical studies that have been conducted on 

the topic. Consequently, it has been needed to understand the market of books and the process of 

value creation, and review it in a new light of interaction process, to address the research 

problem. For that reason an exploratory study took place (Saunders et al, 2009:139). A deductive 

approach has underlie the paper, as the theoretical framework was based upon already existing 

theories and thereafter tested to assure its accuracy (Saunders et al, 2009:124,153). Later, the 

theory section with its hypotheses was transferred into operational terms in order to answer the 

research question (Bryman and Bell, 2011:11). The theory worked as the base for the creation of 

the theoretical model of value creation, and is grounded on two main theories from; Grönroos 

and Voima (2012) and Ballantyne and Varey (2006).  

 

The study is based on a combination of using both qualitative and quantitative data and was 

collected through questionnaire from the population at one specific point in time, thus made it to 

a cross-sectional study (Saunders et al, 2009:155). Data was also collected through face-to-face 

interviews. A major advantage of using two methods is that it helps to address the most 
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important issues as well as improving the extent to which the result can be applicable in other 

studies (Saunders et al, 2009:153). The quantitative data aimed to test the hypotheses to find out 

how customers perceive value in real life. While the qualitative data have emphasized how 

booksellers provide and interpret offerings that facilitate for co-creation of value to occur. Using 

two methods in the collection of data, create a more complete picture of the phenomenon, 

making it more significant. Using more than one source in the collection, also allows for a more 

objective view of the research phenomena as well as that it set forth interesting findings (Bryman 

and Bell, 2011:27 p, 35). 

 

5.2 REVIEW OF QUALITATIVE STUDY 
To understand how the booksellers provide value for its customers through the offerings of 

servicescape, shopping events and employee competence, face-to-face interviews (qualitative 

method) were held, either with the owner of the bookseller or an employee. The interaction 

facilitators of servicescape, shopping event and employee competence are variables that all 

booksellers can use in their business. The purpose with the interviews was to get more insight 

into how specifically the selected bookseller work with the interaction facilitators compared to 

their suffering competitors to enhance interaction and co-create value with the customers in the 

store. For that reason was semi-structured interviews performed, since it through open 

discussions reveal findings that helps to clarify the research problem (Bryman and Bell, 

2011:482). 

 

The asked questions discussed the same subjects and areas as the theory and the questions in the 

questionnaire directed to the customers (table 2). The interviews were held for about 45-60 

minutes, and mediated the booksellers’ perspective of the retail book industry. Except from the 

data collected from the questionnaire and interviews, secondary data was used, mainly based on 

a report of the Swedish book industry 2012 from the Swedish bookstore association and the 

Swedish publisher association as well as from an interview with Jan Smedh at the book-fair in 

Gothenburg 2013.   
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Function Construct Theory Operational definition Items 

Interaction-
facilitator 

Servicescape The environment has an impact on the 
customer's willingness to stay, shop and 
interact. The environmental cues create a 

specific atmosphere. An environment that is 
unique in character is highly evaluated. The 
context of the servicescape needs to fit the 

offered service in order to construct a feeling 
of authenticity. 

The bookstore's physical environment, including 
exterior and interior design (Bitner, 1992) 

However, excluding employees and customers. 

Can you tell us a bit 
about how the store 

work with the physical 
environment? Are you 

thinking about it, in 
what way? 

 
What message of the 

store's physical 
environment do you 

want to mediate to the 
customers visiting the 

store? 
Interaction-
facilitator 

Shopping event Shopping events significantly increases 
consumer-shopping experience. Creative 

shopping events significantly increase 
customers shopping enjoyment. Shopping 

event that fits well with the retail is an 
important predictor in customers' shopping 

enjoyment. Shopping event has a significant 
effect on the value perception of the store's 

offerings. 

A temporary activity within the store that creates 
a memorable experience for the participating 

customers (Leischnig et. al, 2011) 

Can you tell us a bit 
more about the events 
the store organizing? 

 
What is the purpose 

with arranging 
shopping events? 

 

Interaction-
facilitator 

Employee 
competence 

Competence is important to be able to help out 
and recommend the most suitable product. 

Competence is important in order for 
employees to solve customer's problems. 

Competence enables to serve the customers in 
the most favourable way. Personalized service 

significantly influences customer’s 
evaluations of the service quality. Employee 
competence is based on the knowledge the 

employees hold about the products and 
offerings provided by the store. 

The expertise of how the employees apply their 
knowledge (Harris and Ezeh, 2008) 

Can you tell us a bit 
more about the 

employees? E.g. What 
attributes are you 
looking for when 

hiring new employees? 
 

Are you considering 
employees competence 

to be an important 
factor? 

 
 

Interaction-
enabler 

Relating Trust in firm's credibility influence customers 
perception of the relationship. Trust in how 
much firm is concerned about the welfare of 

the customer influence the customer's 
perception of the relationship. Commitment is 

the most qualitative level of relational 
bonding. The presence of other customers 

influences the customers' service experience. 
Affective commitment i.e. the desire to stay 
with the firm examines the strength of the 

relationship. Continuance commitment i.e. the 
propensity to remain in the relationship 

examines the strength of the relationship. 

Process of building a relationship that is an 
open-ended process where 

interactions with customers occur across time 
and place (Ballantyne, 2006) 

Can you tell us a bit 
more a typical 

customer? Do you 
have a lot of returning 

customers? Or is it 
spontaneous visits? 

 
 

Are you experiencing 
that customers are 

bonding with 
employees in the store 
as well as with other 

customers? 
Interaction-

enabler 
Communicating Informing and getting informed through other 

customers influence the perceived service 
experience. Informing and getting informed 

indicates communicative interaction. 
Persuasive message making indicates 

communicative interaction. Learning together 
indicates communicative interaction. 

Process of interaction that is message making, 
informing and learning together. Can be 
conducted through one-way or two-way 

communication. (Ballantyne and Varey, 2006) 

How does you 
communication with 
the customers look 

like? 
 

Is the store active on 
social media? E.g 

Facebook, Twitter, 
Instagram. 
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Interaction-
enabler 

Knowing Knowledge sharing occurs between customers 
and influences the perceived service 

experience. The willingness of customers to 
participate and pass on their know-how 
creates knowledge renewal. Knowledge 
sharing occurs between customers and 

influences the perceived service experience. 
People are willing to share knowledge since 

they perceive it enjoyable, therefore it is 
assumed that people who perceive it enjoyable 
share knowledge. Knowing is described as a 

process of knowledge renewal through 
generation, sharing and application. What is 

needed is to make the knowledge available to 
others because it is first then knowledge can 

constitute to be a valuable asset. 

Process of knowledge renewal through 
generation, sharing and application (Ballantyne 

and Varey, 2006) 

Are you experiencing 
that customers are 

chatty? Are they often 
talking with employees 

in the store? 
 

Do you experience that 
customers are talking 
with other customers, 

e.g. pass on book 
recommendations? 

	  
TABLE	  2:	  OPERATIONALIZATION	  TABLE-‐	  INTERVIEWS	  

5.3 REVIEW OF QUANTITATIVE STUDY 
The opinions and behaviours of the customers of the booksellers had to be investigated in order 

to find out if it is the interaction facilitators, offered by the booksellers, that bring value for the 

customer when buying books. This was made through a questionnaire that supported the study to 

obtain statistically information and test the hypotheses in order to clarify if the hypothesis was 

rejected or significant (Bryman and Bell, 2011:166 p). The aim with the questionnaire was to test 

how the customers perceived the offerings provided by the bookseller. Many perceive 

questionnaires as trustful since it with help of statistical software can generate representative 

findings that may also be applicable to other booksellers (Saunders et al, 2009:144).  The 

quantitative data also aim to test the hypothesis.  

 

The questionnaire contained a number of validated scales and demographic questions. In total, 

35 questions were conducted. The questionnaire was divided into the constructs of servicescape, 

shopping event, employee competence, relating, knowing, communicating and perceived value. 

The questions were constituted as statements and were answered by the respondent on a scale 

from 1-7 where 1 represented “disagree” and 7 “agree”. The purpose of the scale was to 

measure the customers’ perception of the firm’s interaction facilitators and the exchange-

enablers as well as to receive a representative reality (Saunders et al, 2009:382). 

 

Further the questionnaire was shared electronically on the booksellers Facebook-pages. To se the 

entire questionnaire as it was delivered see appendix A. An assumption was drawn that people 

who had liked the Facebook-page also had visit the bookstores and sometime bought a book in 

one of the stores. The population was counted as likes on the both booksellers’ Facebook-page, 

and were in total 20 159 likes, that is to say respondents. The questionnaire was available to 
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answer for four days, 650 responses were generated, with a response rate of 3,2 percent. The 

response rate was considered appropriate due to the large sample size and the nature of Internet 

surveys, were the response rate usually are low (Zhang, 2000). However, since Bookseller A has 

16 487 likes and Bookseller B has 3672 likes the response rate was equal distributed (3,0-3,3 

percent). 83 percent of the responses were from Bookseller A, while the rest of the responses 17 

percent were from Bookseller B (appendix B). Moreover, the focus on the sampling procedure 

was to gain a sample of customers that was roughly proportional in terms of gender and age 

distribution, thereby representative for the population. The age distribution was representative 

with 63 percent in the age 15-30 and 30 percent with an age between 31-40 (appendix B). Due to 

the strong critic of gender binary from the respondents, it was decided to remove the question 

about gender. However, the people who had liked the Facebook-pages were reviewed and it 

turned out that approximate half of the population were men and half women. Therefore, it was 

assumed that the result is representative in terms of gender.  

 
5.3.1 QUESTIONNAIRE DEVELOPMENT AND MEASURES 
The measures were developed based on a literature review and two focus groups with customers. 

The customers of the booksellers were informed about the focus groups through the booksellers’ 

Facebook-pages as well as face-to-face in store. Each focus group were in groups of four 

customers, held during 30-45 minutes and controlled by a moderator. In the following section the 

focus groups will be referred to as focus group 1 and focus group 2. 

 

After the focus groups, questions for the questionnaire were constructed based on what has been 

discussed on the focus groups as well as reviewed in the theory part. The majority of the 

questions have been taken from earlier studies and are more detailed described in the 

operationalization table (table 3). In order to collect accurate data, the questionnaire was pre-

tested as a pilot survey, online at different book societies on Facebook, to assure the internal 

validity and reliability of the data (Saunders et al, 2009:371). Another reason was to control that 

people do not misinterpret the questions (Bryman and Bell, 2011:507). Data from the pilot 

survey was analysed, reliability was tested through Cronbach alpha in order to control an 

acceptable internal consistency for all the variables, the scales' overall Cronbach alpha were 

above 0.7 and each of the items' values above 0.3 (Pallant, 2010:100). However, the two 

following items I often communicate with the employees in the bookstore and Visiting the 
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bookstore would make a good impression on others had values below 0.3, indicating that the 

item measured something different from the scale. The first item was remained, but re-

formulated whereas the other item was removed. These adjustments also improved the overall 

Cronbach alpha (appendix C). Moreover, two more items were added Q14 The product 

assortment in the store is very good and Q28 Employees in bookshops are happy to share their 

book recommendations to get a better picture of employee competence and knowing. 

 
Function Construct Theory Operational 

definition 
Item source Items 

The environment has an impact on 
the customer’s willingness to stay, 

shop and interact. 

Constructed based on Lin 
(2004) and Gifford (1988). 

Q1 The bookstore is a very 
nice place to shop. 

The environmental cues create a 
specific atmosphere. 

Constructed based on Lin 
(2004) and Bitner (1992). 

Q2 The bookstore has a very 
nice atmosphere. 

The context of the servicescape 
needs to fit the offered service, in 

order to construct a feeling of 
authenticity for the customers. 

Constructed based on Bitner 
(1992). 

Q3 The environment of the 
bookstore fits the assortment of 

the bookstore very well. 

Interaction-
facilitator 

Servicescape 

An environment that is unique in 
character is highly evaluated. 

The bookstore's physical 
environment, including 

exterior and interior 
design (Bitner, 1992) 
However, excluding 

employees and 
customers. 

Constructed based on 
Rosenbaum and Massiah 

(2011); Bitner (1992); Miller 
(1999). 

Q4 The bookstore gives a very 
personal impression. 

  Q5 Have you ever participated 
in one of the bookstore's 

shopping event? 
Creative shopping event significantly 

increases customers shopping 
enjoyment. 

Extracted from Leischnig et al., 
(2011) 

Q6 The shopping event of the 
bookstore are very inspiring. 

Shopping events significantly 
increases customers shopping 

experience. 

Constructed based on 
Christopher et al (1991); 

Normann and Ramirez (2000) 

Q7 The shopping event of the 
bookstore increase my 

shopping experience to a great 
extent. 

Shopping event that fits well with the 
retail is an important predictor in 
customers’ shopping enjoyment. 

Extracted from Leischnig et al., 
(2011) 

Q8 The shopping event of the 
bookstore fit the image of the 

bookstore very well. 

Interaction-
facilitator 

Shopping event 

Shopping event has a significant 
effect on the value perception of the 

store's offerings. 

A temporary activity 
within the store that 
creates a memorable 

experience for the 
participating customers 
(Leischnig et. al, 2011) 

Constructed based on Sand et 
al., (2008); Christopher et al 

(1991) ; Leischnig et. al (2011) 

Q9 The shopping event of the 
bookstore are an important part 

of the bookstore's offerings. 

Competence enables to serve the 
customers in the most favourable 

way. 

Extracted from Harris and 
Ezeh (2008) 

Q10 I am very satisfied with 
the service I am given in the 

bookstore. 

Competence is important to be able 
to help out and recommend the most 

suitable product. 

Extracted from Harris and 
Ezeh (2008) 

Q11 The employees of the 
bookstore are very helpful. 

Competence is important in order for 
employees to solve customers' 

problems. 

Extracted from Harris and 
Ezeh (2008) 

Q12 The employees of the 
bookstore have very good 

knowledge to solve my 
problems. 

Interaction-
facilitator 

Employee 
competence 

Personalized service significantly 
influences customers’ evaluations of 

the service quality. 

The expertise of how the 
employees apply their 
knowledge (Harris and 

Ezeh, 2008) 

Constructed based on Miller 
(1999); Sandström et al. (2008) 

Q13 The service I am being 
given in the bookstore is very 

personal. 
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  Employee competence is based on 
the knowledge the employees hold 
about the products and offerings 

provided by the store. 

 Constructed based on Harris 
and Ezeh (2008) 

Q14 The product assortment in 
the store is very good. 

Trust in firm's credibility influence 
customers perception of the 

relationship. 

Extracted from Roberts et al 
(2003) 

Q15 I strongly trust the advices 
I am given from the employees 

of the bookstore. 

Affective commitment i.e. the desire 
to stay with the firm examines the 

strength of the relationship. 

Extracted from Roberts et al 
(2003) 

Q16 I feel a strong connection 
to the employees of the 

bookstore. 

Commitment is the most qualitative 
level of relational bonding. The 

presence of other customer 
influences the customers' service 

experience. 

Constructed based on Roberts 
et al., (2003);(Tombs and 
McColl-Kennedy, 2003); 
Morgan and Hunt (1994) 

Q17 I feel a strong connection 
to other customers of the 

bookstore. 

Trust in how much firms are 
concerned about the welfare of the 
customers influence the customer's 

perception of the relationship. 

Extracted from Roberts et al 
(2003) 

Q18 I strongly believe that the 
employees of the bookstore are 

doing their best to help me. 

Interaction-
enabler 

Relating 

Continuance commitment i.e. the 
propensity to remain in the 

relationship, examine the strength of 
the relationship. 

Process of building a 
relationship that is an 
open-ended process 

where 
interactions with 

customers occur across 
time and place 

(Ballantyne, 2006) 

Constructed based on Meyer et 
al.(1993);Roberts et al (2003) 

Q19 I will absolutely continue 
to shop in this bookstore. 

Informing and getting informed 
through other customers influence 
the perceived service experience. 

Constructed based on Tombs 
and McColl-Kennedy (2003); 
Ballantyne and Varey (2006) 

Q20 I think it's very nice to 
communicate with other 

customers in the bookstore. 

Informing and getting informed 
indicates communicative interaction. 

Constructed based on 
Ballantyne and Varey (2006) 

Q21 It is very easy to 
communicate with the 

employees in the bookstore. 

Persuasive message making indicates 
communicative interaction. 

Constructed based on 
Ballantyne and Varey (2006) 

Q22 The marketing material of 
the bookstore is very 

informative. 

Interaction-
enabler 

Communicating 

Learning together indicates 
communicative interaction. 

Process of interaction 
that is message making, 
informing and learning 

together. Can be 
conducted through one-

way or two-way 
communication. 

(Ballantyne and Varey, 
2006) 

Constructed based on 
Ballantyne and Varey (2006) 

Q23 It is very instructive to 
talk with other people in the 

bookstore. 

Knowledge sharing occurs between 
customers and influences the 
perceived service experience. 

Constructed based on 
Ballantyne ad Varey (2006) 

Q24 I often give advices to 
other customers in the 

bookstore about books I have 
read. 

The willingness of customers to 
participate and pass on their know-
how creates knowledge renewal. 

Constructed based on 
Ballantyne and Varey (2006) 

Q 25 I often give advice to the 
employees in the bookstore 

about books I think they should 
include in the assortment. 

Knowledge sharing occurs between 
customers and influences the 
perceived service experience. 

Constructed based on 
Ballantyne and Varey (2006) 

Q26 Other customers in the 
bookstore give me often advice 

about books. 

People are willing to share 
knowledge since they perceive it 
enjoyable, therefore it is assumed 

that people who perceive it enjoyable 
share knowledge 

Wasko and Faraj (2005) Q27 I enjoy sharing knowledge 
with other people. 

Interaction-
enabler 

Knowing 

Knowing is described as a process of 
knowledge renewal through 

generation, sharing and application. 
What is needed is to make the 
knowledge available to others 

because it is first then knowledge can 
constitute to be a valuable asset. 

Process of knowledge 
renewal through 

generating, sharing and 
applicating (Ballantyne 

and Varey, 2006) 

Constructed based on 
Ballantyne and Varey (2006) 

Q28 Employees in bookshops 
are happy to share their book 

recommendations. 
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Quality value aim to the utility 
gained from the expected quality and 

performance of the product. 

Extracted from Sweneey and 
Soutar (2001) 

Q29 The bookstore keeps a 
high quality. 

The emotional value aims at the 
utility that comes out of the feelings 

that a product educes. 

Extracted from Sweneey and 
Soutar (2001) 

Q30 A visit in the bookstore 
derives a very positive feeling. 

Money is the utility the consumer 
experience from the product due to 

reduction of the perceived price. 

Extracted from Sweneey and 
Soutar (2001) 

Q31 The bookshop offers a 
very great value for the money. 

 Perceived value 

Value can be regarded as a 
“consumer’s overall assessment of 

the utility of a product. 

Perceived value is 
regarded a consumer’s 

overall assessment of the 
utility of service based 

on perceptions of what is 
received and what is 

given. Zeithaml (1988 

Extracted from Sweneey and 
Soutar (2001) 

Q32 I would absolutely 
recommend this bookstore to 

friends and family. 

	  
TABLE	  3:	  OPERATIONALIZATION	  TABLE-‐	  QUESTIONNAIRE	  

 

The questionnaire constructed of 35 questions, where the first three question described the 

sampling population. One question aimed to get an overview over the distribution of customer 

between the booksellers, one on gender and one on age. In order to reduce measurement errors 

Factor analysis was conducted to test the construct validity as well as to check the 

multicollinearity and Cronbach’s alpha coefficient to test the reliability of the scales (Pallant, 

2010:97, 158) To see all the relevant statistical tables for Factor analysis, see appendix D 

respective for reliability analysis appendix E. 

 

Questions Q1-14 were measuring how the respondents perceived the interaction facilitators that 

the bookstores offer. This category consisted of three different scales: servicescape, shopping 

event and employee competence (figure 4). Principal components analysis was conducted of the 

servicescape, shopping event and employee competence. The suitability of the data for factor 

analysis was assessed. Inspection of the correlation matrix revealed the presence of many 

coefficients of 0.3 and above. The KMO value for all the variables exceeded the recommended 

value of 0.6 (Kaiser 1970,1974) and Bartlett’s Test of Sphericity (Barlett 1954) reached 

statistical significance, supporting the factorability of the correlation matrix. Principal 

components analysis revealed the three components that were expected with the eigenvalues 

exceeding 1. To aid the interpretation of the three components, oblimin rotation was conducted. 

Rotated solution revealed that all the variables loading substantially on only one component 

(Pallant, 2010:185). Therefore, it was proven that the data has construct validity and was suitable 

for further analysis. 
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FIGURE	  4.	  THE	  CONSTRUCT	  OF	  THE	  INDEPENDENT	  VARIABLES:	  SERVICESCAPE,	  SHOPPING	  EVENT	  AND	  EMPLOYEE	  COMPETENCE	  

 

The questions Q1-4 concerning servicescape aimed to measure to which extent respondents 

evaluate servicescape. The questions were supported from the focus groups since it through these 

were shown that the servicescape has an important function of how long customers stay in the 

bookstore. “In some way it is a bookstore that is easy to walk around in since there is such a 

great supply, it is possible to spend lots of time here. I mean the longer you stay in the store, the 

chance for buying something becomes bigger” (Focus group 1, 2014). Also focus group 2 (2014) 

explained that the servicescape was important for the feeling and impression when visiting the 

bookstore. The Coefficient alpha for the four items was 0.86. The servicescape was judged to be 

reliable and the scale value was composed as the mean of the four item scores.  

 

The questions Q5-9 aimed to measure to which extent respondents evaluate shopping event and 

was supported by focus group 1 (2014) as an appreciated factor since it creates the feeling of 

community and gives the bookstore the function of a gathering point. “It is like a gathering 

point”  (Focus group 1, 2014). Further, focus group 2 (2014) thought that shopping event is a 

good compliment to the core product. In order to get proper responses concerning shopping 

event it was important that only those respondents that had been at shopping event evaluated the 

attractiveness of them. Therefore, the question Q5 was conducted and those respondents who 

answered NO to the questions were automatically skipped through the questions concerning 

shopping event. This resulted in 390 missing values and total of 260 responses. The Coefficient 

alpha for the four items was 0.81. Shopping event was judged to be reliable and the scale value 

was composed as the mean of the four item scores.  

 

The questions Q10-14 aimed to measure to which extend respondents evaluate the employee 

competence. The questions were constructed out of the theory and the focus groups made it clear 

that the employee competence is an important factor in the choice of store since it is settling for a 

Servicescape Employee 
competence 

Shopping event 
 

Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10
  

Q11 Q12 Q13 Q14 
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good assortment as well as service (Focus group 1, 2014). The aim of the questions is to find out 

if the competence of the employees is of such importance as the theory states when it comes to 

selection of booksellers and creation of value.  The Coefficient alpha for the five items was 0.89. 

The employee competence was judged reliable and the scale value was composed as the mean of 

the five item scores. 

 

The exchange-enablers were measured in the questions Q15-28 and consisted of three different 

scales; relating, communicating and knowing. Relating, communicating and knowing are three 

individual constructs that form the construct of the dependent variable. Therefore, the questions 

measured the interaction variable as well. In other words, the dependent variable interaction is 

formed by two dimensions (figure 5). 

 

 

 

 

 

 

 

 
FIGURE	  5.	  THE	  CONSTRUCT	  OF	  THE	  DEPENDENT	  VARIABLE	  INTERACTION	  

 

This aggregation is validated because the interaction scale is well established by relating, 

communicating and knowing. It is not surprising that Factor analysis was not able to provide a 

good solution with regard to construct validity between the items in line with Selnes and Sallis 

(2003). Therefore Factor analysis was not conducted. The theory support strongly that interaction 

is constructed by relating, communicating and knowing, which at the same time reduces 

measurement errors. Further, the high level of the coefficients and the finding that deletion of 

items would reduce the coefficient led to the conclusion that all the scales were acceptably 

reliable. The Coefficient alpha for the fourteenth items for the scale interaction was 0.89. The 

interaction was judged reliable and the scale value was composed as the mean of the fourteenth 

item scores. The questions Q15-19 measured to which extent respondents experience relating. 

The Coefficient alpha for the five items was 0.82. Relating was judged reliable and the scale 

value was composed as the mean of the five item scores. Further, the questions were supported 

Interaction 

Communicating Knowing Relating 

Q15 Q16 Q17 Q18 Q19 Q20 Q21 Q22 Q23 Q24 Q25 Q26 Q27 Q28 



   

 
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   

 
36 

of the focus groups in that sense that the participants stated that they feel a connection to the 

bookseller as well as to other customers since they share the same interests (Focus group 1, 

2014). “You feel it is more like home here than in other bookstores” (Focus group 1, 2014). 

 

The questions Q20-23 aimed to measure to which extend respondents experience the 

communicating. These questions were of importance since focus group 1 (2014) made it clear 

that communication, mainly between employee and customer, could take place as a social action 

of discussing common interests. The Coefficient alpha for the four items was 0.73. The 

communicating was judged reliable and the scale value was composed as the mean of the four 

item scores. The questions Q20-28 aimed to measure to which extent respondents experience 

knowing. The attendances at focus group 1 (2014) experienced Bookseller A as a community 

where customers share the same kind of interests. In that sense information and book suggestions 

was shared between customers as well as between customer and employee. The Coefficient alpha 

for the five items was 0.82. The knowing was judged reliable and the scale value was composed 

as the mean of the five item scores. The perceived value was measured in the questions Q28-31 

to measure to which extent respondents perceive value (figure 6). The Coefficient alpha for the 

four items was 0.85. The perceived value was judged reliable and the scale value was composed 

as the mean of the four item scores.  

 

  

 

 

 
FIGURE	  6.	  THE	  CONSTRUCT	  OF	  THE	  DEPENDENT	  VARIABLE	  PERCEIVED	  VALUE	  	  

 

The distribution of scores on the variables is ‘normal’, however many scales and measures in the 

social science have scores that are skewed and not normally distributed due to the underlying 

nature of the construct being measured (Pallant, 2010:64). All the independent variables were 

reasonably ‘normal’, considering the large sample. The dependent variable interaction indicated 

normality with the sig. value of more than 0.05. The other dependent variable perceived value 

had rather high kurtosis value of 1,819, however after removing an extreme outlier (ID:179) the 

kurtosis was improved to the value of 1,475, which is approved considering the large sample size 

(Pallant, 2010:64). (appendix F) 

Perceived  
value 

Q29
  

Q31 Q30
  

Q32 



   

 
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   

 
37 

5.3.2 STATISTICAL APPROACH 
The data of the questionnaire was analysed using the SPSS 17 package for Windows as well as 

statistical guidelines of Pallant (2010). First, a preliminary analysis were conducted in order to 

ensure the reliability and construct of the data, then the relationships between the variables were 

analysed using correlation analysis. Multiple regression analysis were used in order to obtain the 

entirety of the effects between the independent variables and the dependent variable, which is 

necessary to overcome the limitations of correlation analysis. The analysis was made in two 

steps. Step one was to explore the relationship between the independent variables: servicescape, 

shopping event and employee competence and the dependent variable interaction. Step two was 

to explore the relationship between the independent variables: relating, communicating and 

knowing and the dependent variable perceived value. Since two multiple regression analysis 

were implied, two dependent variables were constructed, interaction and perceived value (figure 

7). Accordance to the literature, relating, communicating and knowing is three individual 

variables that construct interaction. Therefore, it can be investigated how interaction facilitators 

(servicescape, shopping event and employee competence) through interaction have an impact on 

customer perceived value. In other words, the following chain will be investigated; interaction 

facilitators  interaction  exchange-enablers  perceived value. In order to perform statistical 

analysis the chain will be divided into two steps. The first step will investigate the relationship 

between interaction facilitators and interaction, while the second step will investigate the 

relationship between exchange-enablers and customer perceived value. 

TABLE	  7.	  CONCEPTUAL	  MODEL	  OF	  HYPOTHESIZED	  VALUE	  CREATION	  
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6. EMPIRICAL FINDINGS 
In this section the empirical findings will be presented, structured into qualitative and 

quantitative data. First the empirical findings from interviews with employees from the two 

booksellers will be presented with the purpose to get an understanding of what offerings the two 

booksellers provide to the customer, that they believe is the reason for their success. The 

booksellers will be divided into Bookseller A, which is the bookseller with the niche of selling 

Science Fiction, and Bookseller B, which is the bookseller of English books.  Further, secondary 

data will be presented in forms of a report concerning the Swedish book industry as well as a 

YouTube clip from the book fair in Gothenburg 2013 with Jan Smedh, owner of Bookseller B. 

The quantitative results from the questionnaire will be presented based on the perspective of the 

customers of Bookseller A and B. The empirical findings will be presented in two steps, first the 

step of presenting the empirical data of the interaction facilitators and second the empirical data 

of the exchange-enablers.  
 

6.1 REVIEW OF QUALITATIVE FINDINGS: STEP ONE- HOW BOOKSELLERS USE 
INTERACTION FACILITATORS TO ENHANCE INTERACTION 
The qualitative findings are based on the conducted interviews with the employees of the 

booksellers and will be presented from the perspective of the booksellers. Further these findings 

are necessary to understand how the booksellers are successfully working with the interaction 

facilitators as well as exchange-enablers to create customer perceived value compared to their 

suffering competitors.  

 

6.1.1 ENHANCEMENT OF INTERACTION THROUGH SERVICESCAPE 
The intention with the servicescape of Booksellers B (2014) is to get the customer to experience 

the feeling of that he or she has been invited to a familial living room. "There are customers who 

come in and think it feels so cosy here" (Bookseller B, 2014). Further, Bookseller B (2014) 

explained that the employees think it is important that the customers feel comfortable in the store 

so that they can take their time to have a look at the 30 000 book titles in the assortment. 

Bookseller B (2014) also mentioned the importance of transmitting personal feelings to the 

customers. Threadbare armchairs are one of the aspects that Bookseller B (2014) uses to give the 

customers the right feeling inboard. “Threadbare armchairs, factors that are personal, it is 

supposed to be like entering a living room, full of books and experience a great atmosphere” 
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(Bookseller B, 2014). Further, Bookseller B (2014) serves tea and home-baked bread during 

events to enhance the feelings of that the customer is at home. One element Smedh (2013) 

mentioned, as a success factor is to try to be as physically you possibly can, to really think about 

the design of the store, what chairs you use, because all the physical in a servicescape adds value, 

and that is what needs to be in focus. 

 

Bookseller B  (2014) stated that if the customer has a good feeling when entering the store, that 

is a sign of that he or she like the atmosphere, which is a factor that the physical store can offer 

that online bookseller cannot. Customers often come in to the store and say things like: “This 

store is absolutely amazing”. Moreover, it is important that the employees like the atmosphere 

and the store image as well. Bookseller B (2014) stated that the employees enjoy working and 

interact with the customer in the bookstore, since they easily can associate and feel passion 

towards the bookstore.  

 

Bookseller A (2014) mentioned that they are thinking about the stores environment to suit their 

image and that the bookseller has invested a lot in the design of the servicescape. They have been 

renovated from the ground and professional fantasy painters have been hired. Customers can in 

one of the stores see a time machine designed after a popular TV series (Bookseller A, 2014). 

“You go into the time machine and come to another floor. Just like the one you can see in Doctor 

Who” (Bookseller A, 2014). 

 

6.1.2 ENHANCEMENT OF INTERACTION THROUGH SHOPPING EVENT 
Bookseller B (2014) stated in the interview that another important component of the offerings of 

the bookstore is to invite customers to the store by arranging events. Bookseller A (2014) 

mentioned that their great advantage, was the benefit of having a physical store, a meeting place 

where people can come and meet other customers as well as take advantages of advices given 

from employees. Furthermore, the bookstores of Bookseller B have several different visits of 

authors and poetry experts who are signing books and having lectures. Further, Bookseller B 

(2014) mentioned about the three different magazine subscription clubs the bookseller arranging 

on regular basis, gathering customers together in the store to have tea and home-baked cake. 

”We also have three different magazine subscription clubs, where we are gathering interested 

customer together, and discusses books while having tea and eating home-baked cake” 
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(Bookseller B, 2014). Moreover, Smedh (2014) talked about the importance of using the 

bookstore as a local venue and arrange events regularly. Such activities are important in order to 

create a connection to the community as well as attract people that are not regularly customers. 

(Smedh, 2014) According to Bohlund and Brodin (2012) book signings, book clubs and other 

events are important in building relationships with customers and tie them closer to the store.  

 

Also Bookseller A (2014) arranged shopping events on a regular basis. They mentioned that 

there are lots of customers visiting, but there are various customers attending different events 

depending on their interests. Bookseller A (2014) explained that sometimes they have an author 

in the store signing books, and further he gives cinema as another example of events that have 

been arranged lately. Like the event of the jubilee episode of Doctor Who, is one of the cinema 

occasions. Since SVT decided to not show this episode on TV, Bookseller A took the initiative to 

arrange an event to show the episode together with “Folkets bio”. “Our store sold the tickets 

since we were the ones who took the initiative. We got very happy customers. While waiting on 

the show, a Doctor Who night was arranged in the store before we had an official cortege out of 

the store with 200 happy geeks” (Bookseller A, 2014). Bookseller A (2014) explained that such 

initiatives is very appreciated and gives a lot in return from the customers.  

 

Also, Bookseller B (2014), mentioned that it comes situations when the customer share ideas and 

wishes with the employees in the store. The bookseller sees it as importance to try to understand 

what customers think is of interest and what type of events etcetera they want (Bookseller B, 

2014). “For instance, asked a customer if we could not arrange an event with Steam punk as 

theme. It is a genre we have seen is becoming bigger and bigger and once we got our thought 

confirmed, it just said chop and we decided a date directly” (Bookseller B, 2014).  

 

6.1.3 ENHANCEMENT OF INTERACTION THROUGH EMPLOYEE COMPETENCE 
“What to keep in mind is that we can not compete with price” (Bookseller B, 2014) This 

quotation comes from Bookseller B (2014), who explains that booksellers have to find other 

competitive factors than price in order to compete against online commerce. One of the factor’s 

they can compete with is competence of the employees and providing a good service. 

“Competitive factors to keep in mind, is service, and to have knowledgeable employees. That 

employees actually know and have knowledge about books and like to read, that is actually 



   

 
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   

 
41 

extremely important” (Bookseller B, 2014). Bookseller B (2014) further explained the 

importance of having a personal choice of books in the assortment and the importance of sure 

instinct, to be able to buy-in the kinds of books that the customers for this particular store 

demand and appreciate. Bookseller B (2014) highlighted the importance of knowledge, 

engagement and the fortitude to perform the extra for the customers. This factor was also 

mentioned in the report concerning the book industry by Bohlund and Brodin (2012). One of the 

problems in the book industry today, is that the employees in the bookstores are not nearly as 

communicative and knowledge oriented as previously (Bohlund and Brodin, 2012). Further, 

Smedh (2013) prioritise employee competence and is always conscious about recruiting the right 

kind of person. “The meeting between customer and the employees is really important. If people 

want to come and work with us, there are three qualities we are looking for. You have to love 

books because it is then you can passionately pass on book recommendations to other people, 

you have to love people and be the kind of person that likes to pass on recommendations as well 

as being well-educated, and maybe have a humanistic or academic education, so called 

Jeopardy knowledge, because it is a greater chance that you can help a customer who does not 

know what he or she is looking for. There are the three qualities I look for” Smedh (2013). 
 

Also Bookseller A (2014) sees service as an important factor to satisfy the customers’ need. 

Bookseller A (2014) explained that they among other things helps customers by ordering books 

that can not be find in the assortment even if the desired book is in another category than science 

fiction or fantasy. “We have ordered very weird books. It is a bit strange because many 

customers comment on that they have got rejected when they have visit other booksellers and 

asked about books lacking in the assortment. Few booksellers seem to provide this kind of 

service” (Bookseller A, 2014).  

 

6.2 REVIEW OF QUALITATIVE FINDINGS: STEP TWO- HOW BOOKSELLERS USE 
EXCHANGE-ENABLERS TO ENHANCE PERCEIVED VALUE  
 

6.2.1. ENHANCEMENT OF PERCEIVED VALUE THROUGH RELATING 
Bookseller B (2014) has several stories that describe how strong the relationship actually is 

between Bookseller B (2014) and its customers. “It is almost like a family. Our customers are so 

cute, they make me so happy” (Bookseller B, 2014). Bookseller B (2014) tells a story that really 
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shows the customers commitment and how they seem to enjoy being a part of Bookseller B 

(2014). The story took place one midsummer when one of the stores of Bookseller B (2014) was 

relocated. At the Midsummer Day, 25-30 customers unexpected showed up to help the 

employees with the dislocation of the store. “It was amazing! We were so touch afterwards so 

we invited them to a great pub night of dinner and beer” (Bookseller B, 2014) Further, 

Bookseller B (2014) continued by explaining how customers show up in the store with cookies 

for the employees, and customers who asks if they are aloud to clean the shelves and arrange the 

books. Bohlund and Brodin, (2012) highlighted that it is of importance to see customers not as 

passive ones, because many customers perceive themselves as part of a network.  

 

Also Bookseller A (2014) stated that there exists a strong commitment between the customers in 

the store. “It is always happy faces and you can notice that everyone experience a connection 

and enjoy talking with other customers” (Bookseller A, 2014). According to Bookseller A 

(2014), can the community customers experience be a result of that many customer shares the 

interest for science fiction books. Further Bookseller A (2014) described how the customers use 

the stores of Bookseller A (2014) as a meeting place after school or during weekends. “You can 

suddenly hear customers in the store calling other customers asking where they are” (Bookseller 

A, 2014) 

 

Bookseller B (2014) stated that the relationships with the customer have made many customers 

to trust the judgements and advices of the employees. “The right book, to the right customer, in 

the right hand at the right moment, that is a mantra and it feels very good when someone leave 

the bookstore with a book they did not know they wanted” (Bookseller B, 2014). Further, 

Bookseller B has a magazine subscription club where the bookseller chooses the book for the 

participants to read every month. “People trust us enough since we have shown to be sufficiently 

responsive to have the skills, that is pretty exciting and fun” (Bookseller B, 2014). 
 

6.2.2 ENHANCEMENT OF PERCEIVED VALUE THROUGH COMMUNICATING 
When communicating with customers Bookseller B (2014) are trying to hold a personal 

approach instead of a mass-produced commercial expression “It is about having a personal 

approach, not just coldly stating what is happening this month” (Bookseller B, 2014). Further 

Bookseller B (2014) as well as Smedh (2013) talked about the incredibly importance to be seen 
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on the digital platform, have a living webpage as well as being active on social medias, like 

Twitter, Facebook and Instagram. Bookseller B (2014) mentioned uploading pictures of news in 

the store at social media, as another typically thing the bookseller does to draw attention, and 

show customers that things are happening in the store. "When it comes new books to the store, 

take a photo and upload it. Tempt, tempt! Are they not lovely?” (Bookseller B, 2014). According 

to Bookseller B (2014), allowing the stores personality to shine through is what needs to be in 

focus. 

 

Further, Smedh (2013) mentioned that many booksellers forget that it is important to keep the 

communication from the bookstore intact when they are working with their brand online, it needs 

to be of the same nature as when customers visit the store. Further he states that what to really 

keep in mind is that it should not feel stereotyped or mass produced, it should be like speaking to 

the customer personally (Smedh, 2013). Booksellers emphasized as well the face-to-face 

communication being important, since it is something that the online bookstores cannot offer. 

Moreover, through direct interaction and communication with the customers booksellers can 

create a more personal relationship with the customers.   

 

Bookseller A (2014) stated that their stores for instance have 16 000 followers on Facebook and 

that it is a perfect occasion to reach out to people. “Also, we have noticed that there is a very nice 

sense of community on our Facebook”. (Bookseller A, 2014) Further, Bookseller A (2014) 

explained that people recommend books while other asks questions, those questions are often 

answered by followers beating their wise heads together. The communication that takes place 

between customers on the Facebook-page of Bookseller A (2014), is personal and of a very 

openhearted character.  

 

6.2.3 ENHANCEMENT OF PERCEIVED VALUE THROUGH KNOWING 
Bookseller B (2014) stated that personal recommendations about books and to possess the 

instinctive feeling to be able to recommend books to customers is really important. For instance, 

when customers asking about a good book, the employees of the bookstore have to use their 

knowledge about books and base their recommendations on books the customers have read 

previously in order to find out what in particular that was good with the book, like the type of 

language, genre etcetera. Further, Bookseller B (2014) explained that all employees in the 
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bookstore are reading a lot for the reasons that they have a huge interest in books and to gain 

expertise about the assortment.  

 

Bookseller A (2014) explained that there is very common that customers recommend books to 

other customers on the social media channels of the bookseller, like if someone has a question, 

there are always customers willing to help other customers and answer their questions. 

According to Bookseller A (2014), customers seem to search for contact with other customers.  

 

It is not uncommon that customers are looking at products and do not know which one to choose. 

Bookseller B (2014) explained that in such situations it is common that customers in the 

bookstore are recommending books to other customers, like "Oh I should have chosen that one if 

I were you" (Bookseller B, 2014). Customers are also coming to the store screening for books, in 

such cases is it important that the employees in the store are available to help the customer since 

knowledge is one of the bookseller’s competitive advantage (Bookseller B, 2014). Bohlund and 

Brodin (2012:43) state that in order to survive in the tough competition, it is required to know 

what the customers wants in order to provide unique value for the customers since local markets 

generally differs in terms of, for example, the type of customers and buying patterns.  

 

To sum up the qualitative empirical findings revealed that all the interaction facilitators were 

perceived important. Moreover, what turned out to be most important was how they worked with 

them, that was by having a personal touch in every interaction facilitator. Servicescape was 

perceived as an important factor in order to create personal impression that is in the line with the 

bookstore's niche image. The personal perspective was also important in the shopping event 

since those events enables to create a community feeling and gather customers who share the 

same interest. However, employee competence was according to the bookseller the most 

important factor, since giving a personal and knowledgeable service is vital for the physical 

bookstore. The booksellers had many stories that reflected the strong relationship between the 

bookstore and the customers. Moreover, it was important to provide both one-way and two-way 

communication that is not targeted for the mass audience. Finally, knowledge renewal was vital 

within the booksellers, since the knowledgeable employees could provide better and more 

personal service.  
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6.3 REVIEW OF QUANTITATIVE FINDINGS: STEP ONE- HOW CUSTOMERS 
PERCEIVE INTERACTION FACILITATORS  
The interaction facilitator variables have a strong relationship with the dependent variable 

interaction with values of 0.445, 0.501 and 0.587, the obtained correlation values are in the 

expected direction of being positive (table 4). All the values were significant with a p-value of 

0.00. The variable with the largest correlation with interaction, with a value of 0.587 was 

employee competence. The other major association with interaction was servicescape with a 

value of 0.501. Furthermore, due to the large sample (N=650) and to ascertain the statistical 

significance the amount of variance shared by each interaction facilitator variables and 

exchange-enablers were calculated. The coefficient of determination (COD) values were 

obtained by squaring individual r-values and multiplying them by 100. The percentages of 

variance shared were the following: servicescape: 25,1 percent, shopping event: 19,8 percent and 

employee competence: 34,45 percent. This is quite a respectable amount of variance explained, 

in comparison with researches conducted in the social sciences (Pallant, 2010). 

 

 
TABLE	  4.	  CORRELATION	  BETWEEN	  INTERACTION	  FACILITATORS	  AND	  INTERACTION	  

 
6.4 REVIEW OF QUANTITATIVE FINDINGS: STEP TWO- HOW CUSTOMERS 
PERCEIVE EXCHANGE-ENABLERS  
The exchange-enablers variables relating and communicating have a strong and positive 

relationship with the other dependent variable perceived value with values of 0,670 and 0,536 

(p< 0.01) (table 5). However, knowing had a smaller correlation with a value of 0,296 with the 

perceived value. The COD value to the respective exchange-enablers variables were for relating: 

44,90 percent, communicating: 28,73 percent and knowing: 8,80 percent. Relating and 

communicating helps to explain the relatively large amount of variance in the respondent’s 

scores on the perceived value scale. 
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Correlations 

  Perceived Value Relating Communicating Knowing 

Perceived Value Pearson Correlation 1 ,670** ,536** ,296** 

Relating Pearson Correlation ,670** 1 ,682** ,485** 

Communicating Pearson Correlation ,536** ,682** 1 ,635** 

Knowing Pearson Correlation ,296** ,485** ,635** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
	  

TABLE	  5.	  CORRELATION	  BETWEEN	  EXCHANGE-‐ENABLERS	  AND	  PERCEIVED	  VALUE	  
 

Based on the findings of the correlation analysis, tentative evidence is found for support of H1-

H6 (table 6), which represents the proposed linear relationships. Meaning that the greater 

evaluation of interaction facilitators the greater interaction. As well as, the greater experience of 

the exchange-enablers the greater perceived value. 

 

6.5 MULTIPLE REGRESSION ANALYSIS 
Two multiple regression analysis were conducted, first the relationship between the three 

interaction facilitators and interaction (Step 1) and then the relationship between the three 

exchange-enablers and perceived value (Step 2). To see all the relevant statistical tables see 

appendix G. A preliminary analysis was conducted to ensure no violation of the assumptions of 

normality, linearity, multicollinearity and homosedasticity. Particularly, the multicollinearity 

results revealed that the existing relationship among the interaction facilitators’ variables as well 

as among the exchange-enablers variables were not characterized by large correlations. This is 

reflected in the VIF scores and tolerance values, which are less than 10 and greater than 0.10, 

respectively. Results further reveal high values for r2 for the both multiple regression analyses, 

0.40 for analysis 1 and 0,47 for analysis 2. Indicating that a strong amount, (40 percent and 47 

percent), of the variance in the dependent variables is explained by the respective regression 

model. In addition, after been testing the null hypothesis multiple R in the population equals 0, 

the both regression models attains very high statistical significance with values of 0.000. 

Therefore, the null hypothesis was rejected. 
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6.6 STEP ONE: MULTIPLE REGRESSION ANALYSIS FOR INTERACTION 
FACILITATORS AND INTERACTION 
For Multiple regression analysis one the findings in table 6 showed that of the three possible 

linear relationships between interaction facilitators and interaction, only two, shopping event and 

employee competence were found to be significantly and directly related to interaction with a t-

statistic of 3.698 and 6.515 (p-value<0.05). As expected, all the regression coefficients were in 

the expected direction (positive). This means that when shopping event and employee 

competence increases, increases interaction as well. The employee competence makes the 

strongest and the most unique contribution in explaining the interaction with Beta value of 0.421 

while the Beta value for shopping event was 0.209, whereas servicescape had a least unique 

contribution with Beta value of 0.121.  

 

Coefficientsa 
Unstandardized 

Coefficients 
Standardized 
Coefficients 

Collinearity 
Statistics 

Model B β t Sig. Tolerance VIF 

Servicescape ,132 ,121 1,785 ,075 ,509 1,965 

Shopping Event ,192 ,209 3,698 ,000 ,734 1,362 

1 

Employee 
Competence 

,487 ,421 6,515 ,000 ,562 1,778 

a. Dependent Variable: Interaction 

	  
TABLE	  6.	  COEFFICIENTS	  TABLE	  FOR	  INTERACTION	  FACILITATORS	  AND	  INTERACTION	  

 

However, the servicescape was found to have a relatively high positive correlation with 

interaction in the correlation analysis, but it was insignificant in the regression analysis (t-

statistic 1,785;p>0.05). Therefore further analysis was conducted. Due to the fact that the other 

independent variables may have an affect on the statistical significance level of servicescape in 

the multiple regression analysis, it was decided to conduct a separate regression analysis for 

servicescape (table 7). This analysis revealed servicescape to be statistically related to interaction 

(t-statistic 14.729;p<0.05). Consequently, the greater evaluation of the interaction facilitators, the 

more positive influence on interaction. Based on the results of step 1 presented above, further 

support is found for H1, H2 and H3. 
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Coefficientsa 
Unstandardized 

Coefficients 
Standardized 
Coefficients 

Model B β t Sig. 

1 Servicescape ,545 0,5 14,729 ,000 
a. Dependent Variable: Interaction 

 

TABLE	  7.	  COEFFICIENTS	  TABLE	  FOR	  SERVICESCAPE	  ONLY.	  
 

6.7 STEP TWO: MULTIPLE REGRESSION ANALYSIS FOR EXCHANGE-ENABLERS 
AND PERCIVED VALUE  
Findings from multiple regression analysis two, shown in table 8, indicated that the relationships 

between the relating and perceived value as well as communicating and perceived value were 

significant with t-statistics of 14,764 and 4,951 (p-value<0.05) and positive as expected. 

Meaning that the greater the experience of relating and communicating the more positive 

influence on perceived value. Relating makes the strongest unique contribution to explaining the 

perceived value with a Beta value of 0.581, communicating the second strongest with a Beta 

value of 0.220 while the least contribution was knowing with a Beta value of -0.126. 

 

Coefficientsa 
Unstandardized 

Coefficients 
Standardized 
Coefficients Collinearity Statistics 

Model B β t Sig. Tolerance VIF 

Relating ,489 ,581 14,764 ,000 ,531 1,884 

Communicating ,165 ,220 4,951 ,000 ,414 2,417 

1 

Knowing -,072 -,126 -3,374 ,001 ,591 1,691 
a. Dependent Variable: Perceived Value 
 

TABLE	  8	  COEFFICIENTS	  TABLE	  FOR	  EXCHANGE-‐ENABLERS	  AND	  PERCEIVED	  VALUE	  
 

The relationship between knowing and perceived value had a more complicated nature. The 

relationship is significant (t:-3.374;p<0.05), however the unstandardized coefficient value was 

not positive -0.072 as expected. The hypothesis 6 expected a positive relationship between 

knowing and perceived value, which was not supported by the negative coefficient values. This 
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was surprising since it was shown that knowing has a significant positive correlation with the 

perceived value (r-value 0.296). This could be explained by the fact that knowing is being 

effected by the other variables. The independent variables construct the dependent variable, 

meaning that there exists a relatively high correlation between the independent variables. For 

knowing the correlation between the other independent variables (r-values: 0.485 and 0.635) is 

higher than with the dependent variable, the correlation was small with perceived value of a 

value below 0.3. This could have an effect in the regression analysis therefore further analysis 

were conducted.  

 

The result of conducting a regression analysis with only knowing revealed a significant (t-

statistic 7.884;p<0.05) positive coefficient B-value of 0.168. Moreover, when conducting 

regression analysis in pairs it revealed that knowing did not have statistically significant 

relationship with perceived value (p>0.05) (table 9). This also supports the assumption that there 

exists overlap with the other independent variables. Concluding that knowing was shown to be 

affected by relating and communicating, which might be the reason why the coefficient value 

was negative, thus hypothesis 6 was tentatively supported.  

 

Relationship Independent B β 

 

t Sig. 

Knowing 
 → perceived value 

Knowing 0.168 0.296 7.884 0.000 

Knowing -0.022 -0.038 -1.135 0.296 Knowing and relating  
→ perceived value Relating 0.580 0.688 20.644 0.000 

Knowing -0.043 -0.075 -1.757 0.079 Knowing and communicating 
 → perceived value Communicating 0.437 0.032 13.633 0.000 
 

TABLE	  9.	  SUMMARY	  OF	  THE	  RESULTS	  OF	  REGRESSION	  ANALYSIS	  FOR	  KNOWING	  IN	  TOGETHER	  WITH	  RELATING	  AND	  
COMMUNICATING	  
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Consequently, the greater experience of exchange-enablers, the more positive influence on 

perceived value. However, knowing have a relatively small contribution to the perceived value. 

Consequently, based on the results of multiple regression analysis presented above, further 

support is found for H4, H5 and tentatively for H6. The results of the multiple regression testing 

results are presented in table 10. 

 

 
Hypothesis Sustained r² β t 

H1: Servicescape enhance interaction Yes 0.251 0.121 14.729 

H2: Shopping event enhance interaction Yes 0.198 0.209 3.698 

H3: Employee competence enhance interaction Yes 0.344 0.421 6.515 

H4: Relating enhance perceived value Yes 0.449 0.581 14.765 

H5: Communicating enhance perceived value Yes 0.288 0.220 4.951 

H6: Knowing enhance perceived value Tentatively 0.088 - 0.126 7.884 

	  
TABLE	  10.	  SUMMARY	  OF	  MULTIPLE	  REGRESSION	  RESULTS	  
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7. ANALYSIS 
The analysis is made out of a comparison between the theoretical base and the empirical data 

and will be presented in two steps. The first step reveals the connection between the theoretical 

part and empirical data of how interaction facilitators enhance interaction, whereas the second 

step analyze how exchange-enablers increase perceived value.  
 

7.1 STEP ONE:INTERACTION FACILITATORS ENHANCE INTERACTION  

 
7.1.1 SERVICESCAPE ENHANCE INTERACTION 
The hypothesis H1 for how servicescape enhance interaction is fully supported by the 

quantitative study, meaning that: The greater evaluation of servicescape the more positive 

influence on interaction. Further the qualitative data complement the supported H1 by showing 

that the booksellers use servicescape as an interaction facilitator to enhance interaction.  
 

Servicescape has a positive relationship with interaction (b-value 0.132), however it was shown 

to contribute least, compared to shopping event and employee competence. The fact that the 

customer is not always aware of that he or she is being affected by the servicescape that is 

operating in the background (Ballantyne and Nilsson, 2014), could explain why servicescape 

contributed least to interaction. Moreover, customers perceive the servicescape holistically, 

making it hard for the customers to evaluate the servicescape separately (Bitner, 1992). The 

booksellers took this into account by creating servicescape that was in line with their book genre. 

For instance bookseller A (2014) hired fantasy painters to create the atmosphere of a fantasy 

world, which is in line with the science fiction genre, whereas Bookseller B (2014) had been 

inspired of the style in old traditional bookstores in England reflecting their English book niche.  

 

The importance of creating a holistic service experience was also supported by the fact that 

servicescape reached statistically significance when removing shopping event and employee 

competence from the regression analysis. All the interaction facilitators are reasonably strongly 

correlated (r-values: 0.416, 0.502 and 0.654), meaning that there exists shared variance. 

According to recent literature the servicescape should consist, in addition to the physical 

environment, also of the social factors. Since it impacts the overall service experience (Tombs 
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and McColl, 2003) in this case these social factors could be employee competence and shopping 

events. The overlap between servicescape and the employee competence (r-value: 0.654) could 

be explained by the fact that servicescape directly affect the employees. Since it makes the 

employees feel more comfortable, thereby they are more willing to share their knowledge with 

customers (Bitner, 1992). For instance Bookseller B (2014) explained that the employees enjoy 

working and helping the customers, since they appreciate the bookstore's atmosphere. Therefore, 

it is not surprising that servicescape was not significant when having all the interaction 

facilitators in the same analysis. This demonstrates the importance to understand the wholeness 

of the service that customers’ experience.  
 

When ignoring the effects of other factors, it was shown that servicescape had a large correlation 

with the interaction (r-value:0.501), explaining 25,1 percent of the variance in interaction 

(compared to shopping event COD: 19.8 percent). The booksellers had understood the 

importance of servicescape, taking customers' personal expectations into account. For instance, 

Bookseller B (2014), serves tea and has decorated with threadbare armchairs in the store to make 

the customer experience the feeling of being at “home”. These positive moods make the store 

perceived as trustworthy, which makes the customers feel committed to the store and increase 

relating to the bookseller (Morgan and Hunt, 1994). Further, Bookseller A (2014) transformed an 

elevator to look like a time machine in order to create personal a feeling and enhance their niche 

character, in other words the servicescape was used to communicate the meaning of the service 

(Bitner, 1992; Ballantyne and Nilsson, 2014). Consequently, it has shown that servicescape 

enhance interaction which can conclude that it is an important factor for the booksellers to create 

value for customers. 
 

7.1.2 SHOPPING EVENT ENHANCE INTERACTION 
The hypothesis H2 for how shopping event enhance interaction is fully supported, meaning that: 

The greater evaluation of shopping event the more positive influence on interaction. Further, the 

qualitative data complement the supported H2 by showing that the booksellers use shopping 

event as an interaction facilitator to enhance interaction. Shopping event has a medium 

correlation (r:0.445) with interaction that is positive, meaning that the more customers appreciate 

the shopping event the more interaction takes place. Compared to other interaction facilitators, 

shopping event made the second largest contribution to the interaction (Beta:0.209). This was 
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expected since shopping event facilitates the interaction of being a social activity that gathers 

customers together (Tombs and McColl-Kennedy, 2003).  
 

Shopping event had a relatively large impact on interaction as one unit increase in shopping 

event will cause 0.209 increase in interaction. The booksellers also recognized the importance of 

shopping event and both of them arrange several personal shopping events. Bookseller A (2014) 

explained that different visitors attend different events, depending on what interests them. For 

that reason, customer at the same event often share the same kind of interest, which creates 

feelings of commitment to the store and to other customers as well as belongingness of being 

part of a community (Morgan and Hunt, 1994). Therefore, it is important to offer creative and 

personal shopping event for customers (Leisching et al, 2011), in order to gather customers that 

share the same interests. For instance, Bookseller A (2014) took advantage of the advice from 

the customers when planning the shopping events in order to be able to respond to the customer’s 

needs. Smedh (2013) argued as well that shopping events are important in order to create a 

feeling of community. This community feeling will enhance relating to the store as well as 

sharing of knowledge, since customers find the knowledge sharing enjoyable when experiencing 

community feeling (Wasko and Faraj, 2005).  

 

Bookseller B (2014) organize yearly shopping events where several authors and poetry experts 

come to the store and have lectures or book signings in connection with book releases. The 

discussion that occurs is a way for both the firm and the customers to exchange information with 

the aim to inform and learn together, which will further develop the relationship and interaction 

(Ballantyne and Varey, 2006). The central factor for booksellers is to function as a meeting place 

for customers and employees (Smedh, 2013). Since the shopping event are inside the 

servicescape (Leischnig et al., 2010), it is not surprising that there exist a large correlation 

between servicescape and shopping event (r:0.501). Therefore it is important that the shopping 

event is in line with the servicescape and fit the bookstores core product (Leischning et al., 

2011). For instance, Bookseller A (2014), niche on science fiction, arranged a show of the 

jubilee episode of Doctor Who on cinema, a good example of how shopping event is reflecting 

the store’s personal character. Consequently, it has shown that shopping event enhance 

interaction, which can conclude that it is an important factor for the booksellers to create value 

for the customers. 
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7.1.3 EMPLOYEE COMPETENCE ENHANCE INTERACTION 
The hypothesis H3 for how employee competence enhances interaction is fully supported by the 

qualitative study, meaning that: The greater evaluation of the employee competence the more 

positive influence on interaction. Further, the importance of the employee competence in 

enhancing interaction was also strongly supported by the qualitative study. Bookseller B (2014) 

described how employee competence is a substitute since they do not have the possibility to 

compete with price. Therefore it is not surprising that employee competence made the strongest 

unique contribution to explaining interaction (Beta:0.421; r:0.587). This finding is consistent 

with the expectations due to the fact that employee competence is an important factor in the 

service encounters, particularly because of the customers’ high contact intensity with employees 

(Jr. Hightower et. al, 2002). 

 

Moreover, employee competence uniquely explain 9,9 percent (Part correlation coefficient value 

squared) of the total variance in the interaction, which is the largest contribution to the 

interaction, meaning that employee competence has a central role in creating interaction among 

other interaction facilitators. It is important that the employee have the competence to be able to 

give the customer personal service since perceived value is individual and different between 

customers (Grönroos and Voima, 2012). Bookseller A (2014) stated that serving the customers in 

the right way is a central element to satisfy customers, meaning that a good service is translated 

to personal service (Surprenant and Solomon, 1987).  

 

 

Knowing is based on the generating, sharing and application of knowledge (Ballantyne and 

Varey, 2006), which is consistent with how the employees of Bookseller B (2014) are working in 

store. One of the criteria they are looking for in their process of hiring new employees is well 

educated people. Well educated employees have a greater chance to help customer who do not 

know what they want (Smedh, 2013) and in that sense mediate, generate and applicate the 

knowledge they possess about the assortment. Further, employees must have the competence to 

transfer trustful messages for commitment to be created between two parties (Morgan and Hunt, 

1994). For instance, it was stated that employees have to enjoy working with people as well as 

having an interest for books as part of your competence, in order to give good service and be the 
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person that can succeed to pass on book recommendations, in forms of trustful messages that 

mediate the competence and expertise of the employee (Bookseller B, 2014 and Smedh, 2013). 

The personal service that is derived from employee competence had a large impact on interaction 

as one unit increase in employee competence will cause 0.421 unit increase in interaction. 

 

Consequently, employee competence has an impact on the quality of the relationships between 

the firm and customers, which further enhance the interaction (Ballantyne and Varey, 2006). 

Therefore, it is not surprising that employee competence has a double as strong contribution to 

interaction than shopping event and tripled as strong than servicescape (employee competence 

Beta: 0.421 shopping event Beta: 0.209 and servicescape Beta: 0.121). Consequently, it has 

shown that employee competence enhance interaction which can conclude that it is an important 

factor for the booksellers to create value for the customers. 
 

 

7.2 STEP TWO: EXCHANGE-ENABLERS ENHANCE PERCEIVED VALUE  
 

7.2.1 RELATING ENHANCE PERCEIVED VALUE 
The hypothesis H4 for how relating increasing perceived value is fully supported, meaning that: 

The greater the experience of relating the more positive influence on perceived value. Further the 

qualitative data complement the supported H4 by showing that the booksellers try to create 

relating between employees and customers. Relating was perceived by the customers to have the 

strongest correlation with the perceived value (r:0.670). Relating had the largest unique 

contribution to perceived value (Beta:0.581), which can be explained by the fact that all 

interactions are a part of the relationship development and that the perceived value is derived 

from experience of interacting (Ballantyne and Varey, 2006).  

 

Since interaction is based on all the three exchange-enablers; relating, communicating and 

knowing, all these variables has a strong correlation between each other (r from 0.485 to 0.635). 

Relating had a strong correlation with communicating (r:0.682), which is not surprising since 

relationship gives a structural support for communication (Ballantyne and Varey, 2006). For 

instance, Bookseller A (2012) stated that the relationship between the customers is like a family, 
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moreover there exist a strong commitment among customers due to the fact that they all share the 

same interest, which makes the communication easier (Bookseller A, 2014).  

 

However, relating still explains 17.9 percent (squared Part correlation coefficient) of the total 

variance in the perceived value and therefore the total variance explained by the model would 

drop relatively if relating were not included in the model. Therefore, relating is seen as an 

important factor in increasing the perceived value. This is also supported by the qualitative study, 

for instance many of Bookseller A’s (2014) customers experienced feelings of commitment as an 

important factor between firm and customer, which seems to bring emotional and social value to 

the customers (Sweeney and Soutar, 2001). Bookseller B (2014) mentioned for example stories 

about how customers bring cookies to the employees or volunteered to clean up the shelves and 

how customers once, voluntarily helped them to relocate from one store to another. According to 

Bookseller B (2014) such actions make the customer experience emotional and social value due 

to the fact that they feel belongingness and commitment. Probably the customers see themselves 

as part of a network, which is suggested by Bohlund and Brodin, (2012) as a common behaviour 

of customers.  

 

Besides the emotional and social value, the qualitative study showed that relating enhances the 

functional value as well. Customers trust the employees’ advices and judgements, which 

indicates a qualitative relationship between customer and bookseller (Morgan and Hunt, 1994). 

For instance Bookseller B (2014) explained that many times the customer walks out of the 

bookstore having a book that they even did not thought about to read at the first place, but trusted 

the recommendations from the employee. Consequently booksellers perceived a high relating 

with customers which was confirmed by customers, since relating was explaining 44,90 percent 

of the variance in the perceived value, which is a respectable amount. Consequently, it has been 

shown that relating increase customer perceived value, which can conclude that it is an important 

factor for the booksellers to create value for the customers. 

 

7.2.2 COMMUNICATING ENHANCE PERCEIVED VALUE 
The hypothesis H5 for how communicating increase perceived value is fully supported, meaning 

that:  The greater experience of communicating the more positive influence on perceived value. 

Further the qualitative data complement the supported H5 by showing that the booksellers use 
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communicating to increase perceived value for the customer.  According to the quantitative study 

communicating has a strong correlation with the perceived value (r:0.536). Moreover, it makes 

the second largest unique contribution explaining the perceived value (Beta:0.220). The 

booksellers emphasized the importance of both two-way and one-way communication. Two-way 

communication seen as face-to-face communication is important since employees can add 

personal touch to it and this social direct interaction is something that the online stores cannot 

offer (Bookseller B, 2014). Furthermore, both booksellers also highlighted the importance of 

one-way communication in terms of communicating on the social platform, like Twitter, 

Facebook and Instagram. Also here, Bookseller B (2014) use communication of a personal 

nature rather than addressed to a wider public since the bookseller believe that is more 

appreciated by the customer.  

 

The booksellers mentioned that they tried to affect customer perceived value by having a 

personal approach in all their communication with the customers. By being personal there is a 

better chance for greater interaction to occur, since customer perceived value is a result from an 

individual evaluation of the shopping experience (Grönroos and Voima, 2012). This is also 

explaining why communicating has a strong correlation with relating (r:0.682), in order to have 

personal communication there have to exist a relationship between the customer and the firm 

(Ballantyne, 2004). Both relating and communicating helps to explain the relatively large amount 

of variance in customer perceived value (relating COD: 44,90 percent and communicating COD: 

28,73 percent). A personal communication can also take place between customers, since 

Bookseller A (2014) stated that the communication that happens on their Facebook-page is of a 

very personal and friendly character and customers are more than happy to answer questions and 

help each other out, this communicative interaction develops even more the relationships 

(Ballantyne and Varey, 2006). This will on the other hand result in increased social and 

emotional value as well as functional value, since customers get their problems solved by each 

other (Sweeney and Soutar, 2001). 
 

Communication is the way for the firm to gain new knowledge and develop the firm’s activities 

further, which later have an effect in the co-creation of value (Ballantyne and Varey, 2006). 

Since communication generate new knowledge it goes hand-in-hand with knowing, which can 

explain the strong correlation between knowing and communicating (r:0.635). Bookseller A 
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(2014) stated for instance that it is very common that customers are helping other customers on 

the social platform, a result out of knowing and communicating. Moreover, sending out 

newsletter to the customers fill an important role in informing customers, like new book releases 

and activities etcetera (Bookseller A, 2014), which increases the functional value (Sweeney and 

Soutar, 2001). The perceived value customers will experience is for that reason an outcome of 

the communication that occurs between the firm and customers. Consequently, it has shown that 

communicating increase customer perceived value, which can conclude that it is an important 

factor for the booksellers to create value for the customers. 
 

7.2.3 KNOWING ENHANCE PERCEIVED VALUE 
The hypothesis H6: The greater experience of knowing the more positive influence on perceived 

value is tentatively supported. This is due to the fact that correlation analysis showed a positive 

relationship between knowing and perceived value (r:0.295), whereas coefficient value revealed 

a negative relationship (b:-0.126). However, when removing all the other variables knowing 

showed a positive relationship with interaction (B:0.168), meaning that knowing is being 

affected by the other variables, relating and communicating. This is not surprising, since 

knowing is strongly connected to relating and communicating as an outcome of these processes, 

for instance relating generates a relationship specific knowledge (Ballantyne, 2004) whereas 

communication is needed in order to share knowledge (Ballantyne and Varey, 2006). This can 

explain the strong correlation between these variables, especially with communicating (r:0.635) 

and the negative coefficient value.  

 

Although, knowing showed a positive relationship to perceived value, once removing all the 

other variables, the unique contribution compared to other variables is relatively small (Beta:-

0.126). This can be due to the fact that knowledge renewal is not as important in the business to 

customer relationships, that it is argued to be in business to business relationship, especially 

internally as well as in the building of business to business network relationships (Ballantyne and 

Varey, 2006). The knowledge renewal was perceived to be important for the booksellers in order 

to increase the employee expertise about books. Bookseller B (2014), stated the importance of 

having an interest for reading books as an employee, because the expertise the employees gain 

about the assortment by reading will help the employees to apply their knowledge about books in 

real-life situations. Personal recommendations are a vital element for Bookseller B (2014) 
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succeeding with giving the right book to the right customer is a result out of the process of 

employees ability to process information and finding a suitable book. That is to say that the tacit 

knowledge is important, since it is the know-how that creates value for the customers when it is 

applied directly (Ballantyne and Varey, 2006). For instance Bohlund and Brodin (2012) 

mentioned the challenge many booksellers are facing in terms of providing offerings suited to the 

local customer's needs. In order to know what the customers want, sharing of knowledge needs 

to occur (Ballantyne and Varey, 2006).  

 

Interaction and the sharing of knowledge also take place between customers, as Bookseller A 

(2014) stated that it is frequent that customer recommend books to other customer in the store. 

This is due the fact that customers enjoy sharing knowledge (Wasko and Faraj, 2005), which also 

will enhance the social and emotional value while the customers that receive the advice more 

easily can access functional value, since it facilitate the consumption process (Sweneey and 

Soutar, 2001). Even if knowing only explained 8.80 percent of the variance in perceived value, it 

is still important to take knowing into account for booksellers when shaping their offerings, since 

all the exchange-enablers are dependent of each other in a triangulated connection (Ballantyne 

and Varey, 2006). Knowing correlates with relating (r:0.682) and communicating (r:0.485), 

which together with these interaction facilitators increase the perceived value. The whole model 

explains 47 percent (r2:0.470) of the variance in the perceived value, which is a quite respectable 

result, indicating that all these variables together explain the perceived value well. Consequently, 

it has shown that knowing indirect increase customer perceived value since it is connected to the 

existents of relating and communicating as well as have a high impact on the knowledge renewal 

of employee competence. For that reason it can be concluded that it is an important factor for the 

booksellers to create value for the customers. 
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8. CONCLUDING DISCUSSION  
The paper attempt to constitute a conceptual model of value creation in the bookstore setting 

(figure 1) and, unlike the majority of studies in this area, deliver empirical evidence for the 

theoretical bases of value creation process. The aim of the research was to investigate what 

successful booksellers provide in store, to enhance interaction and thereby the perceived value 

for its customers. To reach the aim of the research, following research question was constructed; 

How do booksellers increase customer perceived value? 

 

Customer perceived value is a result out of an evaluation of the service experience that takes 

place when customers interact with the bookstore. The perceived value is the outcome of the 

interaction and therefore the focus of the research was on how the booksellers through 

interaction increase the customer perceived value. As a concluding remark and answer to the 

research question; the investigated booksellers are working with all of the three interaction 

facilitators; servicescape, shopping events as well as with employee competence, to create 

interaction in their stores. The interaction in the form of relating, communicating and knowing, 

are triangulated connected to each other and positively influence customer perceived value. All 

these offerings are important for the bookseller since interaction is an empty process, thus no 

interaction occurs without the bookseller's offerings. However, what makes the booksellers 

successful is more a result of how they provide these offerings in order to increase customer 

perceived value. The main success behind these booksellers is that they with a specific niche can 

create a personal and holistically service experience, which is vital since customers perceive the 

value individually. This means that the niche booksellers hold truly can be sensitive to individual 

tastes by making their offerings align with the customer’s desires and reach a particular 

patronage. This will make the customers to relate and communicate more with the bookstore that 

all enhance interaction and thereby perceived value.  

 

As mentioned the success behind the booksellers is the personal touch in their offerings that 

increase the interaction. Servicescape can in a niche bookstore more easily enhance the personal 

image of the store, which makes the customers feel more comfortable and relate to the store. 

Servicescape operates in the background without the customer’s awareness of its affects. 

However, it plays a central role in creating a holistic service experience, since shopping event 
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take a place within the servicescape as well as it affects the employees’ service behaviour. 

Whereas shopping event attract like-minded customers and offer an opportunity for social 

interaction with the firm as well as among customers. Further, the employee competence was 

shown to increase interaction most, this is because the personal service is vital for the customers. 

In order to provide good service for each and every customer, employees need to have the 

competence. Personal service results in a building of relationship between the customer and the 

bookseller, which enhance knowledge renewal and communication in a triangulated connection. 

Moreover, the employee competence is the base for an attractive servicescape as well as creative 

shopping events, since all of them are created out of employees.  

 

The niche and personal focus in the offerings will additionally create a sense of community since 

it attracts customers who share the same interest of a specific book genre, which is for instance 

very concrete in the shopping event. The community feeling will create a feeling of commitment 

and trust among the customers and between the customer and bookseller, which will result in a 

personalized relationship. The relationship gives structural support for the communication that in 

the end increase the knowledge, meaning that all these exchange-enablers are dependent on each 

other and connected in a triangulated form. The fact that relating showed to have the highest 

impact on perceived value supports the fact that the customers of these booksellers probably feel 

a strong commitment to the booksellers as well as to other customers of the booksellers. 

Interestingly it was noticed that knowing is mostly indirectly influencing perceived value, since 

it increases the employee competence. In other words, it will increase the customers perceived 

value, since the booksellers can provide more attractive offerings for the customers.  

 

According to the findings the success behind the booksellers to a large extent is based on their 

niche and personal approach that is thoroughly implemented. Customer perceived value is 

created when the bookseller successfully fit its resources and competencies with the needs of the 

customers. A niche makes it easier to reach a specific patronage and create a community feeling 

between the customers and the bookseller as well as among customers. Moreover, by focusing on 

a particular niche give the employees a possibility to gain expertise within one particular field 

and offer service of high competence.  
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8.1 THEORETICAL CONTRIBUTIONS 
There is a need for more quantitatively driven empirical research in the area of value creation as 

state by Grönroos and Voima (2012) in order to provide implementable recommendations for 

managers, in this case for the booksellers. Therefore, the theoretical contributions are 

comprehensive including how firms can perform successfully in the interaction with the 

customer and which offerings to use to support customers perceived value, as a further 

elaboration of Grönroos and Voima’s (2012) Value creation sphere-model. The offerings that 

enhance the interaction and thereby the perceived value was tested empirically, in order to 

provide practical implications. Servicescape, shopping events and employee competence were 

identified to support the customer perceived value in the bookstores. A further elaboration was 

made by integrating Ballantyne and Varey’s (2006) triangulated value-enable-model into the 

joint sphere of Grönroos and Voima’s (2012) model, as a definition of interaction. Further, the 

model of Ballantyne and Varey (2006) was tested empirically and resulted in a conclusion of that 

all three exchange-enablers enhance perceived value. As such, the paper can be viewed as 

supplying empirical evidence that support and elaborated these theories. 

 

8.2 PRACTICAL CONTRIBUTIONS 
The conceptual model of value creation and its findings have several important implications for 

booksellers as well as for the brick-and-mortar stores in general. Since physical stores many 

times have a difficulty of competing with price it is important to take an advantage out of the 

physical store as such and create value out of the offerings and interaction in store. The first 

implication is that brick-and-mortar stores should fully acknowledge the importance of 

increasing the interaction with the customer, since interaction is directly related to perceived 

value. First of all the most effective way to increase interaction is to establish personalized 

relationship with the customers that will give a base for the communication and knowledge 

renewal. Brick-and-mortar stores should focus on a specific niche that result in a community 

around the brick-and-mortar store, which creates a feeling of commitment among the customers. 

Moreover, it is easier for niche brick-and-mortar stores to establish a personal approach and 

thereby facilitate more interaction with the customers. 

 

It is important to be as physical as possible and use the store as a social centre. The store should 

create an unique atmosphere, where like-minded customers can mingle and meet, brought 
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together the shared interest or one of the many shopping events. Therefore, brick-and-mortar 

stores should fully use servicescape to mediate the unique meaning of the service, which will 

enhance the niche character of the brick-and-mortar store. Servicescape could further be used as 

a differentiation tool towards other stores. Whereas the shopping event should be creative 

minded that support their niche image and create a feeling of community. Finally, employees 

holding high competence are extremely important in order to provide personal service and solve 

customers’ problems in the most optimal way. Employees possessing a high competence are 

getting to know their customers as individuals, rather than as generic consumers. 

 

8.3 FUTURE RESEARCH 
In this thesis the quantitative research was made in two steps out of six hypotheses. A suggestion 

for future research is to make the investigation in one step, using perceived value as the only 

independent variable. That would imply an empirical investigation of how each and every of the 

three interaction facilitators, servicescape, shopping event and employee competence enhance 

each and every of the three exchange-enablers relating, communicating and knowing, instead of 

seeing the three exchange-enablers as one and only dependent variable, as in the present 

research. Such model would imply twelve hypotheses and constitute of a structural equation 

modelling (SEM) approach, which easiest would be tested through Lisrel.  

 

Furthermore, servicescape showed in the regression analysis a high correlation with the variables 

of shopping event and employee competence. To get a reliable measure of how servicescape 

actually impact the customer, a practical experimental research is suggested for future research. 

For that reason, it is possible that servicescape actually has a stronger impact on the level of 

interaction between parties in store, but since the investigation was made as a questionnaire for 

customers the result might have been misleading due to the gap between the servicescapes actual 

impact and the customers perceived impact of servicescape. Finally, the study showed that 

knowing does not have a strong relationship with perceived value, presumably due to the 

business-consumer context; therefore it would be interesting to test the developed value creation 

model in another retail business. This would give new insights of knowing and show that 

knowing might have a stronger impact on the interaction, for instance in a more technology 

intensive branch that requires more knowledge renewal. 
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APPENDIX B 
DESCRIPTIVE STATISTICS: CODEBOOK & PIE 
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APPENDIX C 

RELIABILITY OF THE SCALES FOR THE PILOT SURVEY (N=30) 
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*Changed to following question; Q21:It is very easy to communicate with the employees in the 
bookstore. 
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APPENDIX D 
FACTOR ANALYSIS FOR INTERACTION FACILITATORS 
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APPENDIX E 

RELIABILITY OF THE SCALES FOR THE QUESTIONNAIRE 
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Perceived value 
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APPENDIX F 
ASSESSING NORMALITY 
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Perceived value after eliminating the outliers 
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APPENDIX G 
MULTIPLE REGRESSION ANALYSIS 

 

Step one: Multiple regression analysis to test the relationship between 
interaction facilitators and interaction 
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Regression analysis for Servicescape only 

Step two: Multiple regression analysis to test the relationship between 
exchange-enablers and perceived value 
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Regression analysis for knowing only 
 

 
 
Multiple regression analysis for knowing in together with relating and 
communicating 
 

 

 

 


