Conceptions of Value as
Family Resemblances

Ron Fisher, Mark Francis, Andrew Thomas, Katherine Mutter

Cardiff School of Management, Cardiff Metropolitan University,
Cardiff, UK
Kevin Burgess, Centre for Defence Acquisition, Cranfield University,

Shrivenham, UK, and

Abstract
Purpose – The purpose of this paper is to consider value as individual and experiential,
based on the relationships between conceptions of value, rather than attempting to
identify a common factor. The authors use the term “family” to represent the
relationships between conceptions of value and provide a philosophical basis that
underpins this. The authors also propose an appropriate method for researching value as
family resemblances.
Design/methodology/approach – In this conceptual paper, the authors propose a new
approach to understanding the nature of value in terms of family resemblances. In many
marketing studies, value is described as being phenomenologically based, with an
increasing number also emphasizing its experiential nature. Attempts to conceptualize
value phenomenologically lead to tension between the search for an essence and the
qualitatively different ways in which value is experienced by individuals. The authors
propose phenomenography as a research approach that accommodates value based on
differences rather than essences.
Findings – Recognizing that there is no necessary condition or essence by which value
may be defined resolves the tension that has arisen from the simultaneous search for a
common feature and the assertion that value is experientially created by individuals. The
research also highlights that the nature of value may differ between people, time and
place or some aspects of it may be the same. Regarding value in terms of family
resemblances accommodates actors’ different conceptions of value. Phenomenography is
an appropriate approach to operationalize conceptions of value in terms of family
membership.
Research limitations/implications – Understanding value as a family, and using
phenomenography as method, provides methodological clarity to a long-standing
research issue. Using the approaches outlined in this study will enable empirical studies
of the nature of value in any context to be conducted soundly and relatively quickly. It
will also provide a more inclusive and holistic set of values based on the experiences of
individuals.

Practical implications – The research provides important insights for practitioners through clearer
conceptions of value. These include the ability to plan and deliver business outcomes that are more closely
aligned with customer values. Understanding the conceptions of value experienced by actors in marketing,
as determined through family resemblances, has clear implications for researchers and practitioners.
Originality/value – Understanding actors’ conceptions of value through the lens of family
resemblances resolves a long-standing research issue. Using phenomenography as method is an
approach seldom used in marketing that addresses the need for increased use of qualitative research
in marketing.
Keywords Value, Experiential, Phenomenography, Phenomenology, Family resemblances,
Wittgenstein
Paper type Conceptual paper

1. Introduction
Value has been studied extensively for more than 2,000 years (Francis et al., 2014), yet it is clear
there is no agreement over its meaning (Francis et al., 2014; Zeithaml, 1988). In attempting to
understand the nature of value, there does not appear to be an essence, something that is common to
all instances of it. Instead, what is evident is that conceptions of value differ between people and
places.
Since Vargo and Lusch’s (2004) article proposing an evolution toward a new service dominant
(SD) logic of marketing, the concept of value has achieved new prominence in marketing research.
In other research, Holbrook (1996) argues for an understanding of the interactive and relativistic
characteristics of the customer. It is the theme of experience in understanding value and the value
creation process that is proposed by Ojasalo (2010). He suggests that customer experiences result
from situations, where the customer defines and creates value. Other researchers (Chen et al., 2012;
Helkkula et al., 2012; Mele and Polese, 2011; Sousa and Coelho, 2013) also discuss the importance
of experience in value creation and co-creation while arguing that value is phenomenologically
based. In other research, Tynan et al. (2014) also use a phenomenological approach to study
consumer values, noting the complex and individual nature of value. Attempting to understand value
phenomenologically implies that there is some property that is common to all instances of it, an
essence or necessary condition of value through which it may be understood. In counterpoint is the
notion that value is experienced individually by actors depending on context (Bettencourt et al.,
2014), where conceptions of value may contain no common feature. Using a phenomenological
approach to understand individuals’ conceptions of value based on the way(s) they experience value
leads to tension which our research aims to address.
Studies by a number of researchers (Grönroos and Voima, 2013; Heinonen et al., 2013; Kohli,
2006; Vargo and Lusch, 2006) reinforce the timeliness and importance of our research, by suggesting
the need for a new approach to understanding the nature of value. Payne et al. (2008) also call for
research into understanding what customers actually do when they co-create value. While much
effort in marketing research has focused on the creation and co-creation of value, and the actions of
producers and consumers, there is little research directed toward understanding the underlying nature
of value itself (Grönroos, 2011; Grönroos and Voima, 2013). In this research, we aim to provide a
means of understanding the nature of value based on membership of a family rather than continuing
a seemingly fruitless search for an essence of value.

Considering value in terms of family resemblances provides a new approach that provides clarity
in understanding the nature of value. In proposing this, we argue that there is no essence or necessary
condition present in all instances of value. Instead value should be regarded as belonging to a family.
This is the gap in academic literature and marketing theory that this research aims to address. In
addressing the gap in knowledge, our contributions to marketing theory and practice are threefold.
First, we provide an overview of the extensive literature on the topic of value to show how the nature
of value has been conceptualized and applied in marketing research. Second, through the lens of
family resemblances, we address the issues present in much marketing research where value is
conceptualized as being both phenomenologically (i.e. expressed in terms of a necessary condition
or essence) and experientially (i.e. expressed through actors’ different conceptions of value) based.
Third, we propose phenomenography as a research approach to guide future research in marketing.
In this way, value may be identified and analyzed based on the experiences of actors.
Understanding conceptions of value in different marketing contexts has important implications for
researchers and practitioners.
The research is important as it provides a sound basis for understanding the nature of value.
Understanding customers’ and producers’ conceptions of value in different contexts is important for
marketing research and practice.
2. Background
Research into value has noted its ubiquitous nature and the many attempts to define it
(Francis et al., 2014). In a study that examines the philosophical origins of value, Ben Ahmed and
Yannou (2003) explore links to sociology, economics, marketing and management, noting the
polysemy of value. Their research concludes that there is a profusion of definitions of value, which
require investigation to understand the similarities and differences in meaning (Ben Ahmed and
Yannou, 2003). In other research, Ramsay (2005) argues that for many authors, the term “value” is
used as though its meaning is self-evident, although it mainly remains undefined. The indistinct and
elusive nature of value is also discussed by Zeithaml (1988, p. 2), who argues that consumers use
the term in ways that are “highly personal and idiosyncratic”.
Ramsay (2005, p. 563) also suggests that the words “value” and “value-chain” are “[…] currently
used with a bewildering variety of disparate meanings […]”, themes that are evident in recent
research (Burnson, 2015; von Massow and Canbolat, 2014). While acknowledging that precise
terminology has not yet been obtained, what constitutes value has been debated for more than 2,000
years, and a full discussion is beyond the scope of this paper. However, it is clear that there is no
agreement over the nature of value. There does not appear to be an essence, something that is
common to all instances of value. Instead, what is evident is that value means different things to
different people. As Najder (1975) observes value is a concept, and there is not likely to be a single
wholly satisfactory answer to its meaning.
What people value has a direct impact on attitudes and an indirect influence on behaviors through
people’s attitudes. Personally held values suggest that it is not possible to determine a priori which
global values will be aligned with which domain specific values, with linkages only being
determined by empirical research (Xie et al., 2008). Personal values have not often been considered
in marketing research (Schwartz, 1992; Schwartz and Sagiv, 1995), despite their obvious impact.
Since Vargo and Lusch’s (2004) seminal article proposing an evolution toward a new SD logic of
marketing, value has achieved a new prominence in marketing research. This is particularly evident
in the area of the creation and co-creation of value at the nexus of the producer and the consumer.

Within the extensive marketing literature discussions of value arising from SD logic are most
relevant for our research, and this is the basis for our selection of literature.
Lindgreen and Wynstra (2005) suggest that the concept of value has long been a fundamental part
of marketing, with firms seeking to provide enhanced value for customers. Value creation and cocreation have also been recognized as key elements of marketing (Woodruff and Flint, 2006), with
customer value being regarded as fundamental (Holbrook, 1996). Despite the primacy of value in
business markets, it is surprising how poorly the characteristics or properties of value, especially its
nature, are understood by both academics and practitioners alike. Tracing the development of
research on value, Lindgreen and Wynstra (2005) argue the need for increased research effort to
develop theory about value. They also argue for the development of an understanding of what it is
that consumers’ value and how this can be delivered. Their research suggests that value may vary
with time, place and the use to which goods or services are put.
In proposing priorities for marketing research, Ostrom et al. (2010) identify measuring and
optimizing the value of service as key areas for research, although the focus is on measurement and
metrics rather than on understanding what value actually means. Elsewhere, attempts to measure
value are proposed in the development of an assessment model (Xing et al., 2013) and in a study of
municipal workers (Zhang and Chen, 2015). In other research, Ojasalo (2010) highlights the
importance of customers’ experiences in understanding value and in the value creation process.
Customers’ experiences and perceptions are essential to value determination and value is co-created
together (Lusch and Nambisan, 2015).
Corsaro and Snehota (2010) review the concept of value because it relates to customer–supplier
relationships. Their study focuses on value in its central role in management practice, in particular
its importance in decision-making. They argue that in practice, applying the value concept to
business relationships is not a straightforward process; therefore, more research is needed. The need
for research into how customers engage in the co-creation of value is a theme articulated by Payne
et al. (2008), where the authors develop a framework for understanding value co-creation. In their
research, the authors discuss value creation and co-creation and claim to provide new insights into
managing the processes of value creation, though the nature of value again is not clear. Payne et al.
(2008) argue that customers create value through activities that achieve goals, using processes that
are dynamic, non-linear and often unconscious. Payne et al. (2008) also call for research into
understanding what customers actually do when they create value. However, we argue that
understanding what customers actually do is different from understanding the qualitatively different
ways in which actors experience value.
In other research, Mele and Polese (2011) discuss value from a stakeholder-centric perspective,
in terms of balanced centricity. They explain that value creation refers to value-in-experience as
resources to be shared, and exchanged, by all actors to achieve given aims. The notion of shared
value is also discussed by Chen et al. (2012), where value is embedded within experience through
shared experiences. The importance of the social world in understanding value is also proposed by
Edvardsson et al. (2011), with value embedded in social systems and therefore is socially
constructed. Helkkula et al. (2012) suggest that the role of experience in the way value is
conceptualized is extended to customers’ lived experiences, with customers making sense of value
through their experiences of phenomena in their life world. We extend this notion of experience in
our consideration of value. Vargo and Lusch (2008) discuss the need to recognize the networked
nature of value. They argue that value is phenomenologically determined, which they claim is
implied by the term “service”, as defined in SD logic. Vargo and Lusch (2008, p. 7) propose a new

foundational premise (Fp10), whereby “[…] value is always uniquely and phenomenologically
determined by the beneficiary”. They further explain value as being “[…] idiosyncratic, experiential,
contextual, and meaning laden”. The use of terms such as “idiosyncratic”, “phenomenological” and
“experience” interchangeably by Vargo and Lusch (2008) is in our view problematic. The
individualistic natures of idiosyncratic and experiential behaviors are at odds with the search for a
common factor implied by phenomenology and result in an inappropriate methodological approach.
Although the roles of sensemaking and experience are important in understanding the nature of
value, the point of departure of this study from the research findings discussed above is rejection of
the proposition that value is always phenomenologically derived. Phenomenology implies searching
for an essence or necessary condition, something that is present in every conception of value. In
proposing a new way of understanding the nature of value, we argue that regarding value as being
phenomenologically derived is an impediment to understanding its nature, as foreshadowed above.
This is consistent with Grönroos and Voima’s (2013) review of Fp10 of SD logic, in which they
argue that customers determine and experience value.
In summary, value has been extensively researched from a marketing perspective, particularly since
Vargo and Lusch’s (2004) article proposing SD logic. Although much research effort has focused
on attempting to explain how value is created and co-created, and the actions of producers and
consumers, most research (with the notable exception of Grönroos, 2008, 2011; Grönroos and
Voima, 2013) has failed to advance understanding of the properties or characteristics (i.e. the nature)
of value.
3. Conceptions of value in marketing
As discussed above, many previous studies (Chen et al., 2012; Edvardsson et al., 2011; Grönroos,
2011, 2012; Grönroos and Voima, 2013; Heinonen et al., 2013; Helkkula et al., 2012; Lusch et al.,
2008; Ojasalo, 2010) have described value creation as a phenomenon arising from a
phenomenological process. Concomitantly, these authors have attempted to argue the importance of
both experience and sensemaking through experience in value creation. Grönroos and Voima (2013,
p. 146) suggest that Fp10 of SD logic is flawed, arguing that value is cumulative and based on the
experiences and perceptions of customers. Grönroos and Voima’s (2013) proposal highlights, but
fails to resolve, the tension between a phenomenon (value) that is argued as being
phenomenologically based, yet is uniquely experienced by the customer in a particular context.
Following Grönroos and Voima’s (2013) line of thought, customers experience the characteristics
and properties of value (i.e. its nature) in qualitatively different ways. If this is so, and in response
to the call for research methods that have been applied less frequently in service research (Grönroos
and Voima, 2013), an alternative to phenomenology is needed. The alternative requires a focus on
the qualitatively different ways people make sense of phenomena in their lifeworld rather than the
search for an essence. Regarding value as belonging to a “family” is the first step in the process.
3.1 Family resemblances
Wittgenstein (1969, 2000, 2006) challenges the notion that a concept must be expressed in terms of
a necessary condition or essence. Wittgenstein (2000, p. 65) argues that phenomena may have no
single thing in common, no essence that “makes us use one word for all”. Yet, despite the absence

of an essence, phenomena may be related in “many different ways”. He goes on to provide an
explanation by
showing that there is no common factor or essence in a game or games; instead, what we see is “[…]
a complicated network of overlapping similarities” (2000, pp. 65-66). Wittgenstein (2000, p. 67)
expresses these similarities as “family resemblances”, where “[…] the various resemblances
between members of a family: build, features, colour of eyes, gait temperament etc. overlap and
criss-cross”.
In discussing family resemblances, Wittgenstein (2000) advocates that in investigating a
phenomenon, we should first look and see because seeing demands consideration of what is open to
view. Seeing is grounded in the shared world connecting people and other aspects of the world, an
activity that involves differences (Genova, 1995, p. 57). Second, we should think because thinking
tends to focus on identities and essences (Genova, 1995, p. 57). Finally, we should do or take action.
Wittgenstein is advocating an experiential way of understanding based on look-think-do, linking it
with consideration of family resemblances.
Wittgenstein’s argument is that thinking about a phenomenon or phenomena tends to produce
essences or result in a fruitless search for an essence. When we think about a phenomenon as the
first step, we instinctively search for essences and logic that must exist. Wittgenstein (2000) argues
that in thinking, we convince ourselves that the ideal must be found in reality, yet we have not yet
seen how it occurs. Thinking means we lose sight of the “disorder of things” (Genova, 1995, p. 58).
On the other hand, looking and seeing shows the family resemblances between concepts based on
the experiences of actors, discovering differences not essences. Seeing resists the temptation to get
involved with theoretical possibilities and enables us to see particulars, based on differences
(Genova, 1995, p. 57).
As Wittgenstein suggests, there is no characteristic common to all games, only family resemblances.
In the same way that Wittgenstein expresses a game as a belonging to a family, with no common
factor, we argue that value also cannot be expressed in terms of necessary conditions. There is no
essence of value; instead, value should be understood as forming a family. Thinking of value as
forming a family is consistent with Najder’s (1975) contention that there is not likely to be a single
wholly satisfactory answer (i.e. essence) to the meaning of value.
Regarding value as a family is the first step in addressing the tension that arises from considering
value as being phenomenologically determined, yet qualitatively different, based on the experiences
of actors. The implications of applying Wittgenstein’s philosophy of family resemblances to the
nature of value and how it is created are that the nature of value can now be conceived as wholly
experiential. The nature of value may differ between people, time and place or some aspects of it
may be the same. To support understanding value in terms of family resemblances an appropriate
methodology is needed to guide research. This is outlined in the next section.
3.2 Applying family resemblances to conceptions of value in marketing
Before settling on a methodological approach to adopt to understand actors’ conceptions of value as
family resemblances, we reviewed three main interpretive methodologies:
(1) grounded theory;
(2) ethnography; and

(3) phenomenology.
Having discounted positivism because of its focus on measurement and its failure to provide an
understanding of value in past research mainly because of the use of a dualistic ontology and
positivistic epistemology, we first considered grounded theory. Grounded theory was originally
developed by Glaser and Strauss (1967) in an attempt to move beyond their perceptions of the
limitations imposed by positivism. We found that grounded theory had little scope to discover the
different ways in which actors experience phenomena. Its aim of generating a substantive or formal
theory was also inconsistent with the experiential objectives of our research. We next considered
ethnography, which has its roots in anthropology, and places an emphasis on studying the culture of
an organization or entity (Geertz, 1973). A major feature of ethnography is participant observation,
with the researcher embedded in the culture of an enterprise, which was not appropriate for a study
of value based on family resemblances. Finally, we turned to phenomenology with its focus on
human experience (Husserl, 1936; Kobayashi, 2009). However, as we identified, when we were
reviewing recent research into value, the primary purpose of phenomenology is to identify the
essence of individual experiences as described by research participants, a first-order perspective
based on characteristics of the phenomenon (Moustakas, 1994). Because an extensive body of
research has failed to identify an essence of value, we rejected phenomenology as a research
approach, looking instead for one that could accommodate the different ways in which actors
experience phenomena. To identify all possible ways of experiencing value from the viewpoint of
actors, an innovative methodology based on phenomenography was selected (Marton, 1981, 1986).
Phenomenography goes beyond the approach of phenomenology by mapping the qualitative
variations people encounter in experiencing phenomena in their lifeworld. Larsson and Holmström
(2007) explain the methodological differences of phenomenographic research from those of
phenomenology. They suggest that the primary difference is that phenomenographic research
focuses on variation within human experience, whereas phenomenological studies emphasize the
meaning structure of human experience (Kobayashi, 2009; Larsson and Holmström, 2007). In
phenomenography, the focus in on the relationships between the phenomenon under investigation
and the actors experiencing it, the link between the conceiving act (the mind) and the object of
conception rather than on the phenomenon and actors themselves (Marton, 1981). Sandberg (1995)
explains the link between the subjective and objective, in the context of competence and work. He
describes the link as a correlation between the meaning the work has for the worker (objective) and
the conceiving act in which the meaning of the work appears to the worker (subjective). Depending
on the workers’ ways of conceiving it, different meanings appear for the work. The link between
mind and object is the conception of value that our research seeks to capture.
We propose that the unit of analysis is the conception of value experienced by an actor in a particular
context.
Phenomenography uses a second-order perspective by seeing the world through the eyes of people
experiencing it, as opposed to the first-person perspective of phenomenology. A second-order
perspective allows the researcher to reach new understandings within the context in which the study
is being conducted (Marton and Booth, 1997). Phenomenography is able to accommodate family
resemblances by focusing on the qualitatively different ways in which people experience,
conceptualize, perceive and understand phenomena in their lifeworld. Phenomenography, which
was originally developed by Marton (1981, 1986) for educational research in Sweden is an empirical,

interpretive approach, with an ontology and epistemology based on knowledge and an ideographic
methodology (Bowden, 2000; Burrell and Morgan, 1979). Phenomenography is increasingly being
used in business research – for example, in a study of human competence at work (Sandberg, 2000)
– in understanding quality improvement processes (Kobayashi, 2009) and in service research (Di
Mascio, 2010).
By accommodating the different ways in which the nature of value may be conceived,
phenomenography provides an approach for understanding actors’ conceptions of value based on
family membership. Phenomenography is a qualitative approach in which data are usually collected
by means of interviews (Sandberg, 2000), though other methods such as observation and narrative
reports are also used (Trigwell and Prosser, 1997). Once data collection have been completed, (based
on experience from previous studies between 15 and 20 interviews are usually conducted) data are
analyzed en bloc rather than on an individual basis, as in other qualitative approaches such as
grounded theory (Strauss and Corbin, 1990, 1998). Analysis mainly consists of answering what and
how questions (Sandberg, 2000). Previous phenomenographic research suggests that phenomena are
experienced in a limited number of ways (Bowden, 2000; Kobayashi, 2009; Sandberg, 2000).
Establishing the limited conceptions of value, as experienced by actors, suggests that its nature may
be established in different contexts, leading to a holistic picture of conceptions of value experienced
by actors in that context.
Conceiving value as experiential and expressing it in terms of family resemblances has implications
for the way SD Logic is currently framed. In Fp10 of the logic value is described as always being
phenomenologically determined, yet there clearly is no evidence of an essence of value. We argue
that future empirical marketing studies using SD Logic cannot succeed if they are based on a
phenomenological methodology and method. The approach we advance in this paper offers an
alternative approach to understanding conceptions of value based on family resemblances, which if
adopted as a premise of SD Logic will place future research on a sound methodological footing. The
current notion advanced by SD Logic that value is co-created at the nexus of the producer and
consumer is also challenged.
Further discussion on using a phenomenographic approach is beyond the scope of this article and is
a topic for future research. However, phenomenography provides an effective methodology for
implementing the concept of family resemblances. Analysis of interviews, narrative reports and
observations, where appropriate, would enable a full set of values experienced by all actors in a
particular service context to be discovered. Our proposed approach also has application in other
service research beyond establishing the nature of value, for example, in field work in conjunction
with service delivery networks as outlined in recent research by Tax et al. (2013).
4. Conceptual framework
A model of how conceptions of value may be understood in terms of family resemblances in a service
context is provided by the framework presented in Table I. In the model, we have assigned letters to
represent different conceptions of value (e.g. A may be price value, B may be hedonistic value
etcetera). However, the value assigned to each letter is propositional and may vary from context to
context. The framework shows that an actor may experience similar conceptions of value to other
actors in a network, but there is no one facet that is common to all. Yet each actor’s conceptions of

value belong to a family (of value) for the context under examination. This is consistent with
Wittgenstein’s discussion of family membership, where members of a family may display no
common feature, yet show relationship through color of eyes, gait, speech, etc. The value(s)
experienced by one actor in a network may have nothing in common with a different actor or some
value(s) may be the same. Even when an actor in a network experiences the same value as another
actor (e.g. as shown in Table I, conception of value A is experienced by Actors 1 and 3) it does not
mean all actors experience it. There is no necessary condition of value in a given context. Application
of the conceptual model is illustrated and explained further in Table II.
In Table II, we provide an example that applies the framework to the process of booking a package
holiday. As previously discussed, personal values have not been considered in recent marketing
research, and we incorporate several of these in the example (Schwartz et al., 2001; Schwartz and
Sagiv, 1995). As a caveat, the example we have provided is drawn from our experiences of
organizing a holiday rather than from data obtained through the phenomenographic method.
Therefore, the values shown are propositional (e.g. empirical research may not show values based
on hedonism or altruism, but these are shown in the example as possible outcomes). There may also
be other actors in the service network that we have not considered in the example.
In the example shown in Table II, the customer purchases a package holiday to an overseas
destination from a travel agent. Other members of the network of actors include hotel, airline and
the customer’s family. There is exchange value between the travel agent, hotel and airline. Each also
experiences goal achievement value, through meeting targets and yields, and from the value of being
a member of a network. The travel agent provides value to the customer and customer’s family by
sharing travel experiences, resulting in value associated with learning. The hotel provides excellence
through reviews of previous customers; the airline achieves the value of meeting targets of
timeliness. The customer experiences value associated with low price, quality, excitement,
hedonism, desirability, benefits of a holiday break, independent social, joint
Table I. Conceptual framework

Conceptions of
value

Actor
1

Actor
2

A
B
C
D
E
F
...

✓
✓
✓
✓

✓

Actors
Actor
3
✓
✓
✓

Actor
4

Actor
...

✓
✓
✓

✓
✓

Table II – Conceptions and Value

social and altruism. The customer’s family experiences value associated with excitement,
desirability, benefits (of a holiday break) and joint social value with the customer. As suggested in
the conceptual model, Table II shows that there is no conception of value experienced by all actors.
Some conceptions of value are similar between actors, but there is no conception that is common to
all instances. The conceptions of actors in the network form the family of value associated with a
particular context, in this case booking a holiday.
5. Discussion
In our overview of an extensive literature, it is clear that there is no universal understanding of the
meaning of value. In reviewing its ubiquitous nature, we note that in many studies value is presented
as being phenomenologically determined, as suggested by Vargo and Lusch (2006) in their amended
Fp10 of SD logic. Also, there is a growing body of research that focuses on the experiential nature
of value (Chen et al., 2012; Helkkula et al., 2012; Mele and Polese, 2011; Ojasalo, 2010), including
empirical studies (McColl-Kennedy et al., 2012) that are based on what customers and suppliers
actually do in the value creation process. In our view, the tension resulting from phenomenology’s
search for an essence of value, and the different ways in which individuals experience value has led
to research issues that have proved difficult to overcome. Conceptualizing value as proposed in our
research informs and extends these studies.
We have reviewed Wittgenstein’s philosophy relating to family resemblances, which shows that
some concepts cannot be defined in terms of essences or necessary conditions. We argue that because

no essence of value is evident in the extensive body of previous research over a period of more than
2,000 years, we can conclude that one does not exist. While there is no essence of value, there are
characteristics (family resemblances) that identify phenomena as members of the value family in a
particular context. Considering value as forming a family is consistent with Najder’s (1975)
contention that there is not likely to be a single wholly satisfactory answer (i.e. essence) to the
meaning of value. Considering value as a family provides researchers and practitioners with the
philosophical basis to understand the nature of value in a given context.
Our research extends the work of Grönroos and Voima (2013), whose enlightening article on the
nature, locus, role and scope of value helped to focus our attention on the development of this paper.
The conceptual framework that we present confirms and provides support for the reframed Fp10
presented by Grönroos and Voima (2013), where value is conceptualized as being accumulative,
unique, experiential and contextually perceived and determined by the customer. We extend the
research of Payne et al. (2008), Kohli (2006) and Vargo and Lusch (2006), by providing a basis for
understanding customers’ conceptions of value as a precursor to understanding how value is created.
In proposing that there is no essence of value, we inform academic literature and knowledge. We do
this by recognizing that in a particular context, there will be instances of what constitutes value that
may or may not overlap with others in that context, and across others, yet will still belong to the
family of values. We also provide a response to the call for investigation into the profusion of
definitions of value in order to understand the similarities and differences in meaning (Ben Ahmed
and Yannou, 2003).
5.1 Theoretical and research implications
Tension has arisen from the simultaneous search for a common feature and the assertion that value
is experientially created by individuals. Recognizing that there is no necessary condition or essence
by which value may be defined is a contribution to marketing theory and informs academic literature.
Considering value in terms of family resemblances is a major theoretical contribution that resolves
the methodological issues present in much previous research and in Fp10 of SD logic (Vargo and
Lusch, 2006). The current focus in marketing on the creation and co-creation of value will be
informed by understanding what the nature of value is and how it may be understood in a given
context. In proposing that the nature of value can be understood on the basis of family resemblances,
our research provides a new approach to understanding the nature of value in marketing research.
Our perspective of value to guide phenomenographic studies in various contexts (e.g. health care,
education and tourism) will enable researchers and practitioners to understand the nature of value
experienced by actors in those contexts. Regarding value in terms of family resemblances enables
researchers to identify how individuals experience value and to identify clearly whether value is
created individually or co-created.
The proposition that value be considered through the lens of family resemblances rather than the
search for an essence, along with the concomitant use of phenomenography, represents a novel
approach within marketing research. It is consistent with the move toward qualitative research as a
means of understanding the nature of value. It builds on Flint’s (2006) suggestion of symbolic
interactionism and supports Edvardsson et al.’s (2011) suggestion that social construction may be a
way of making sense of value creation. It is also a response to Grönroos and Voima (2013) who call
for different research approaches. Making sense of the nature of value can only occur through the
qualitatively different ways actors interpret experiences in their lifeworld.

In addition to providing methodological clarity, this research will enable empirical studies of the
nature of value in any context to be conducted soundly and relatively quickly. Also it provides a
more inclusive and holistic set of values based on the experiences of individuals. A detailed account
of the use of phenomenography is an issue for future research.
Achieving an unambiguous understanding of the nature of value has important implications for
research and practice. Researchers will be able to rely on a sound
approach in pursuing further research into the nature of value. The implications for managers include
the ability to plan and deliver business outcomes that are more closely aligned with customer values.
Understanding the conceptions of value experienced by actors in marketing, as determined through
family resemblances, has clear implications (e.g. product planning, promotion) for marketing
research, as outlined in the following section.
5.2 Implications for practice
In a business context, there is a drive toward providing customer solutions on the basis of
individualized or customized goods and services (Tuli et al., 2007). Whereas there has been an
attempt to achieve this in the past, it is likely that there will be a re-addressing of personalization in
the near future. The advent of global positioning system (GPS)-engineered customized offers, the
creation of tribal marketing (Cova and Cova, 2002) and the increasing consumer demand of being
treated “like an individual” point to a re-emphasis on tailored and customized marketing offerings
(Kotler and Keller, 2012; Piercy, 2009). This will have a large impact on customer service and how
businesses approach the “individuality” of value. Value conceived as family resemblances, and
operationalized through phenomenography, provides the means of accommodating individuality.
Each customer will have his or her own ideas about value, value-for-money and customer service,
which may be dependent on different contexts. For example, a businessperson may find scheduled
air services attractive because of accruing air miles and other associated benefits when travelling on
company expenses but may make very different choices when planning a family holiday by
investigating budget air travel. Value sought is individual and experiential.
Markets are fragmenting and more individualized customer care in needed to develop or sustain
competitive advantage (Kotler and Keller, 2012). For example, car manufacturers who have always
looked at mass production as a business model are now becoming more focused on designing and
developing a more personalized customer experience. In this regard Mercedes have developed their
“Mecosystem”, where the aim is to treat each customer as an individual, with customer data
informing promotions and other communications on a tailored basis. Internal customers are also
considered by companies adopting a business model that gives shares to employees, thus assisting
in overcoming a “silo” mentality in a departmentalized workplace and providing information that
allows employees to understand customer importance and bottom-line profit. This customer
intimacy (Treacy and Wiersema, 1993) will lead to a competitive advantage in all sectors and those
industries that have not embraced the notion of individuality may find themselves losing market
share and customer confidence. The experiential and individual aspects of customer intimacy are
enabled by the use of a phenomenographic approach as discussed above.
5.3 Potential for further research
For SD logic to be a major force in service research, it must have practical application. Few articles
have been published so far that report studies where SD logic has been tested empirically. Proposing

that value forms a family and operationalizing it through the qualitatively different ways in which
actors experience value (i.e. using a
phenomenographic methodology and method) offers an empirical research approach that can
advance SD logic. Our research provides a sound basis for discussing value creation and co-creation
grounded in a clear understanding of the nature of value in different contexts. A starting point in
understanding the nature of value, through the lens of family resemblances, and using a
phenomenographic methodology, is to understand the key family characteristics of value in a
particular service context. Following the way that Wittgenstein speaks of gait, color of eyes, facial
characteristics, etc. as characteristics of human family membership, identifying the characteristics
of membership of the family of value is needed. Relative weights of values should also be considered
when family membership is established. It may be that the nature, locus, role and scope of value
identified by Grönroos and Voima (2013) are characteristics of members of the value family, which
may inform future research. However, the qualitatively different ways in which actors make sense
of phenomena in their life world can only be discovered by research based on their experiences.
As foreshadowed above, opportunities for further research include identifying conceptions of
value with a view to developing holistic family membership in particular contexts. The development
of a sound means of operationalizing phenomenography is also an opportunity for further research
in advanced manufacturing contexts such as aerospace and service contexts such as tourism, higher
education and health. Finally, analyzing interview data en bloc suggests that computer-aided lexical
analysis may be an option for efficient and effective analysis.
6. Conclusion
This article has reviewed the nature of value with a particular focus on marketing research. What is
clear from the review is that there is no universal way in which value is understood or defined.
Framing value as being phenomenologically determined (as in Fp10 of SD logic) has been a
constraint to research, particularly when coupled with a contradictory proposition that value is
experientially and individually determined by actors. Wittgenstein argues that the reason concepts
such as value are not understood is that they have no essence or necessary conditions. Following the
logic of Wittgenstein’s philosophy, we view value as a member of a family rather than a concept
that has an essence.
In our consideration of value, it is viewed as being a member of a family, where value in one context
may have similarities or differences to value in a different context, but cannot be expressed in terms
of necessary conditions or an essence. We also propose phenomenography as an appropriate research
approach that accommodates the experiential, individual ways in which actors conceive value.
Actors’ conceptions of value as family resemblances provide a means of understanding more
effectively the nature of value in marketing research through the qualitatively different lived
experiences of individuals. Understanding the nature of value is a precursor to understanding how
value is both created and added within product and service markets and the business processes
necessary to design and deliver them. Our research, therefore, makes an academic contribution by
adding to the body of marketing literature on this topic as summarized above. It also makes a notable
contribution for managers and other practitioners. This is for two reasons. The first is the obvious
implication of a refined understanding of customer value for new product/ service design purposes.
Understanding the nature of value is of fundamental importance to our contemporary conception of

both the production system and the
supply chain as “value delivery mechanisms”. Our work
therefore has implications for
managers who operate within these contexts and have responsibility for their (re)design and
improvement. The second is that understanding actors’ conceptions of value will enable marketers
to align business programs more effectively with the requirements of individuals and businesses.
References
Baier, K. and Rescher, N. (1969), Value and the Future: The Impact of Technological Change on
American Values, The Free Press, New York.
Ben Ahmed, W. and Yannou, B. (2003), “Polysemy of values or conflict of interests: a multidisciplinary analysis”, International Journal of Value Based Management, Vol. 16 No. 2, pp. 153179.
Bettencourt, L., Lusch, R. and Vargo, S. (2014), “A service lens on value creation”, California
Management Review, Vol. 57 No. 1, pp. 44-66.
Bowden, J. (2000), “The nature of phenomenographic research”, in Bowden, J. and Walsh, E. (Eds),
Phenomenography, RMIT Press, Melbourne, pp. 1-18.
Burnson, P. (2015), “IBM study points to new value proposition”, Supply Chain Management
Review, Vol. 19 No. 2, pp. 8-9.
Burrell, G. and Morgan, G. (1979), Sociological Paradigms and Organizational Analysis,
Heinemann, London.
Chen, T., Drennan, J. and Andrews, L. (2012), “Experience sharing”, Journal of Marketing
Management, Vol. 28 Nos 13/14, pp. 1535-1552.
Corsaro, D. and Snehota, I. (2010), “Searching for relationship value in business markets: are we
missing something”, Industrial Marketing Management, Vol. 39 No. 6, pp. 986-995.
Cova, B. and Cova, V. (2002), “Tribal marketing: the tribalisation of society and its impact on the
conduct of marketing”, European Journal of Marketing, Vol. 36 Nos 5/6, pp. 595-620.
Di Mascio, R. (2010), “The service models of frontline employees”, Journal of Marketing, Vol. 74
No. 4, pp. 63-80.
Edvardsson, B., Tronvoll, B. and Gruber, T. (2011), “Expanding understanding of service exchange
and value co-creation: a social construction approach”, Journal of the Academy of Marketing
Science, Vol. 39 No. 2, pp. 327-339.
Flint, D. (2006), “Innovation, symbolic interaction and customer valuing: thoughts stemming from
a service-dominant logic of marketing”, Marketing Theory, Vol. 6 No. 3, pp. 349-362.
Francis, M., Fisher, R., Thomas, A. and Rowlands, H. (2014), “Meanings of value in logistics and
operations management”, International Journal of Production Research, Vol. 52 No. 22, pp. 65766589.
Geertz, C. (1973), “Thick description: toward an interpretive theory of culture”, in Geertz, C. (Ed.),
The Interpretation of Cultures: Selected Essays, Basic Books, New York, NY, pp. 3-30.
Genova, J. (1995), Wittgenstein: A Way of Seeing, Routledge, London.
Glaser, B. and Strauss, A. (1967), The Discovery of Grounded Theory: Strategies for Qualitative
Research, Aldine De Gruyter, New York, NY.
Grönroos, C. (2008), “Service logic revisited: who creates value? And who co-creates?”, European
Business Review, Vol. 20 No. 4, pp. 298-314.
Grönroos, C. (2011), “Value co-creation in service logic: a critical analysis”, Marketing Theory, Vol.
11 No. 3, pp. 279-301.

Grönroos, C. (2012), “Conceptualising value co-creation: a journey to the 1970s and back to the
future”, Journal of Marketing Management, Vol. 28 Nos 13/14, pp. 1520-1534.
Grönroos, C. and Voima, P. (2013), “Critical service logic: making sense of value creation and cocreation”, Journal of the Academy of Marketing Science, Vol. 41 No. 2, pp. 133-150.
Heinonen, K., Strandvik, T. and Voima, P. (2013), “Customer dominant value formation in service”,
European Business Review, Vol. 25 No. 2, pp. 104-123.
Helkkula, A., Kelleher, C. and Pihlström, M. (2012), “Characterizing value as an experience”,
Journal of Service Research, Vol. 15 No. 1, pp. 59-75.
Holbrook, M. (1996), “Customer value: a framework for analysis and research”, Advances in
Consumer Research, Vol. 23 No. 1, pp. 138-142.
Husserl, E. (1936), The Crisis of European Science and Transcendental Phenomenology: An
Introduction to Phenomenological Philosophy, Northwestern University Press, Evanston,
IL.
Kobayashi, K. (2009), “Ways of understanding 5S: a means to understand management practice”,
Doctor of Philosophy, PhD Thesis, Grifith University, Queensland.
Kohli, A. (2006), “Dynamic integration: extending the concept of resource integration”, Marketing
Theory, Vol. 6 No. 3, pp. 290-291.
Kotler, P. and Keller, K. (2012), Marketing Management, Pearson, Upper Saddle River, NJ.
Larsson, J. and Holmström, I. (2007), “Phenomenographic or phenomenological analysis: does it
matter? Examples from a study on anaesthesiologists’ work”, International Journal of Qualitative
Studies on Health and Well-Being, Vol. 2 No. 1, pp. 55-64.
Lindgreen, A. and Wynstra, F. (2005), “Value in business markets: what do we know? Where are
we going?”, Industrial Marketing Management, Vol. 34 No. 7, pp. 732-748.
Lusch, R. and Nambisan, S. (2015), “Service innovation: a service-dominant logic perspective”, MIS
Quarterly, Vol. 39 No. 1, pp. 155-175.
Lusch, R., Vargo, S. and Wessels, G. (2008), “Toward a conceptual framework for service science:
contributions from service-dominant logic”, IBM Systems Journal, Vol. 47 No. 1, pp. 5-14.
McColl-Kennedy, J., Vargo, S., Dagger, T., Sweeney, J. and van Kasteren, Y. (2012), “Health care
customer value co-creation practice styles”, Journal of Service Research, Vol. 15 No. 4, pp. 370389.
Marton, F. (1981), “Phenomenography: describing conceptions of the world around us”,
Instructional Science, Vol. 10 No. 2, pp. 177-200.
Marton, F. (1986), “Phenomonegraphy: a research approach to investigating different
understandings of reality”, Journal of Thought, Vol. 21 No. 3, pp. 28-49.
Marton, F. and Booth, S. (1997), Learning and Awareness, Lawrence Erlbaum Associates, Mahwah,
NJ.
Mele, C. and Polese, F. (2011), “Key dimensions of service systems in value-creating networks”, in
Demirkan, H., Spohrer, J. and Krishna, V. (Eds), The Science of Service Systems, Springer, New
York, NY, pp. 37-59.
Moustakas, C. (1994), Phenomenological Research Methods, Sage, Thousand Oaks, CA.
Najder, Z. (1975), Values and Evaluations, Clarendon Press, Oxford.
Ojasalo, K. (2010), “The shift from co-production in services to value co-creation”, The Business
Review, Cambridge, Vol. 16 No. 1, p. 171.

Ostrom, A., Bitner, M., Brown, S., Burkhard, K., Goul, M., Smith-Daniels, V., Demirkan, H. and
Rabinovich, E. (2010), “Moving forward and making a difference: research priorities for the science
of service”, Journal of Service Research, Vol. 13 No. 1, pp. 4-36.
Payne, A., Storbacka, K. and Frow, P. (2008), “Managing the co-creation of value”, Journal of the
Academy of Marketing Science, Vol. 36 No., pp. 83-96.
Piercy, N. (2009), Market-led Strategic Change, Butterworth-Heinemann, Oxford.
Ramsay, J. (2005), “The real meaning of value of trading relationships”, International Journal of
Operations and Production Management, Vol. 25 Nos 5/6, pp. 549-565.
Sandberg, J. (1995), “Human competence at work: an interpretive approach”, Doctor of Philosophy,
Göteborg University, Göteborg.
Sandberg, J. (2000), “Understanding human competence at work”, Academy of Management
Journal, Vol. 43 No. 1, pp. 9-25.
Schwartz, S. (1992), “Universals in the content and structure of values: theory and empirical tests in
20 countries”, in Zanna, M. (Ed.) Advances in Experimental Social Psychology, Academic Press,
New York, NY, pp. 1-65.
Schwartz, S., Melech, G., Lehmann, A., Burgess, S., Harris, M. and Owens, V. (2001), “Extending
the cross-cultural validity of the theory of basic human values with a different method of
measurement”, Journal of Cross-Cultural Psychology, Vol. 32 No. 5, pp. 519-542.
Schwartz, S. and Sagiv, L. (1995), “Identifying culture specifics in the content and structure of
values”, Journal of Cross-Cultural Psychology, Vol. 26 No. 1, pp. 92-116.
Sousa, C. and Coelho, F. (2013), “Exploring the relationship between individual values and the
customer orientation of front-line employees”, Journal of Marketing Management, Vol. 29 Nos
15/16, pp. 1653-1679.
Strauss, A. and Corbin, J. (1990), Basics of Qualitative Research: Grounded Theory Procedures and
Techniques, Sage, Newbury Park, CA.
Strauss, A. and Corbin, J. (1998), Basics of Qualitative Research: Techniques and Procedures for
Developing Grounded Theory, 2nd ed., Sage, Thousand Oaks, CA.
Tax, S., McCutcheon, D. and Wilkinson, I. (2013), “The service delivery network (SDN): a
customer-centric perspective of the customer journey”, Journal of Service Research, Vol. 16 No. 4,
pp. 454-470.
Treacy, M. and Wiersema, F. (1993), “Customer intimacy and other value disciplines”, Harvard
Business Review, Vol. 71 No. 1, pp. 84-93.
Trigwell, K. and Prosser, M. (1997), “Towards an understanding of individual acts of teaching and
learning”, Higher Education Research and Development, Vol. 16 No. 2, pp. 241-252.
Tuli, K., Kohli, A. and Bharadwaj, G. (2007), “Rethinking customer solutions: from product bundles
to relational processes”, Journal of Marketing, Vol. 71 No. 3, pp. 1-17.
Tynan, C., McKechnie, S. and Hartley, S. (2014), “Interpreting value in the customer service
experience using customer-dominant logic”, Journal of Marketing Management, Vol. 30 Nos 9/10,
pp. 1058-1081.
Vargo, S. and Lusch, R. (2004), “Evolving to a new dominant logic for marketing”, Journal of
Marketing, Vol. 68 No. 1, pp. 1-17.
Vargo, S. and Lusch, R. (2006), Service-Dominant Logic: What It Is. What It Is Not. What It Might
Be, ME Sharp, Armonk, NY.
Vargo, S. and Lusch, R. (2008), “Service-dominant logic: continuing the evolution”, Journal of the
Academy of Marketing Science, Vol. 36 No. 1, pp. 1-10.

von Massow, M. and Canbolat, M. (2014), “A strategic decision framework for a value added supply
chain”, International Journal of Production Research, Vol. 52 No. 7, pp. 1940-1955.
Wittgenstein, L. (1969), Philosophische Grammatik, Basil Blackwell, Oxford. Wittgenstein, L.
(2000), Philosophical Investigations, Blackwell, Oxford.
Wittgenstein, L. (2006), Culture and Value, Blackwell, Oxford.
Woodruff, R. and Flint, D. (2006), “Marketing’s service dominant logic and customer value”, in
Lusch, R. and Vargo, S. (Eds), The Service Dominant Logic of Marketing: Dialog, Debate and
Directions, ME Sharp, Armonk, NY, pp. 183-195.
Xie, C., Bagozzi, R. and Troye, S. (2008), “Trying to prosume: toward a theory of consumers as cocreators of value”, Journal of the Academy of Marketing Science, Vol. 36 No. 1, pp. 109-122.
Xing, K., Wang, H.F. and Qian, W. (2013), “A sustainability-oriented multi-dimensional value
assessment model for product-service development”, International Journal of Production Research,
Vol. 51 No. 19, pp. 5908-5933.
Zeithaml, V. (1988), “Consumer perceptions of price, quality and value: a means-end model and
synthesis of evidence”, Journal of Marketing, Vol. 52 No. 3, pp. 2-21.
Zhang, W. and Chen, H. (2015), “The structure and measurement of the work values of Chinese civil
servants: the case of Hangzhou City Government”, Public Personnel Management, Vol. 44 No. 4,
pp. 559-576.

