4. Preliminary Results, and Implications


To date, seventeen interviews (65,000 words; ages 18-79, cross-cultural, wide social demographic) have been analysed and coded, giving rise to 1750 data points (and 1900 codings). An important further question that arose during the analysis is – what is value? Interviewees used around 80 descriptors (value elements) to refer to value, and these were reduced, for simplicity and parsimony, to twelve value dimensions. Of these value dimensions, four appear universal – mentioned by all interviewees, and the eight others can be split into four social dimensions, and four individual dimensions. All 80 value elements were categorised within one of the value dimensions, except for two, which proved problematic. A list of potential value elements, not found in the data, was made. These could be expressed as a combination of value dimensions.

In total, 222 concepts, properties, consequences, strategies and conditions emerged, but eight major concepts emerged that explained 98.9% of the data points. Value concepts explained 67% of the total. Importantly, 17 value assessment strategies were found – none of which were universal, but two major value assessment approaches were noted. One approach involves four value strategies working together, while the other reflects a consumer’s interaction with their social network. Further detail is best left to other documents. The analysis found a need to pursue further investigation of the connections between the eight major concepts, which is in progress.
Tentative Value propositions 

	Proposition
	Preliminary Result
	Support in the literature

	1. Value is dynamic
	Supported
	Zeithaml (1988), Holbrook (1996), Woodruff (1997)

	2. Value varies from person to person
	Supported, but married couples highly similar
	Zeithaml (1988), Holbrook (1996), Woodruff (1997)

	3. Value changes with new information
	Supported
	Zeithaml (1988), Holbrook (1996), Woodruff (1997)

	4. Value is affected by time to make an assessment
	Time found as a universal value dimension
	Zeithaml (1988)

	5. Value degrades over time
	Some support
	

	6. Value is not measured in dollars and includes time, and effort, and is measured in attitude and purchase action
	Supported
	(Zeithaml 1988 – “anything that can be built into products to reduce time, effort and search costs can reduce perceived sacrifice and thereby increase perceptions of value” p.18)

	7. Value is path dependent
	Supported
	

	8. Value is socially constructed 
	Supported, by social value dimensions
	Woodruff (1997)

	9. Value causes purchasing
	Further evidence in connections between emerging concepts sought
	


Table 1 : Tentative value propositions arising from grounded theory analysis to date
Implications of a value understanding of innovation - Value Management

While still in its early stages, this research may have implications for innovation management in terms of developing new processes for consumer value management as part of the innovation and diffusion process. A value management approach suggests that consumers adopt a new technology when individually they see value in making the decision to consume a new technology. That decision is a personal, individual, unique assessment of costs, benefits and risks, (and more) reflecting individual circumstances that lead to the purchase decision, choice or attitude. Assessing value may not lead to a purchase, but it may, for instance, lead to passing positive or negative messages on to the social network of the consumer. Value, therefore, is a moving target. Value moves with new information and experiences: value moves, for example, when ones social network delivers information or we encounter information in the media. 

Innovators make value offerings, but consumers decide in their individual situation if value exists for that innovation. Thus, innovators need to enter a dialogue with consumers to determine where value is created for the consumer. Customers need to be brought, metaphorically, inside the business to co-create valuable offerings. Greater dialogue needs to be undertaken with the consumer, and consumers need to be able to make a value assessment before they purchase.


These matters lead to a number of possible innovation process implications which are touched on in the conclusion below. Further, these matters should be read in conjunction with the limitations to the study which are also outlined below.
