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Abstract. This paper introduces the integration of 
value and pricing into the Performance Journey 
Mapping (PJM) framework. Companies are often 
insecure when it comes to service pricing due to a 
lack of applicable tools and methods that support 
them to find an appropriate price for their services. 
Value-based pricing approaches turned out to be 
superior to other ones but lack appropriate tools and 
adaptations for service pricing. The connection of 
value assessment and service pricing within PJM and 
the development of a supporting tool set shall enable 
companies to perform value-based pricing for their 
services in order to obtain performance growth.  
 
Keywords. Performance Journey Mapping, dynamic 
pricing, perceived value, value indicator detection, 
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1 Introduction 
 
The ever increasing importance of services for the 
market success of companies evokes new challenges 
for these companies when it comes to service pricing 
– independently from their economic sector. It is 
already common knowledge that companies need to 
understand their customers' needs, but the actual value 
that services deliver to customers is still a black box 
for most of them. This leads to insecurity when it 
comes to service pricing. Traditional pricing 
techniques are rarely applicable to services, especially 
due to their specific requirements (e.g. cost-based 
pricing for services necessitates process cost 
accounting). Service pricing is, thus, performed by 
means of various methods and heuristics that are 
usually not fully systematic and value-based. There is 
a huge need for tools that support companies, 
especially small and medium-sized enterprises 
(SMEs), in their service pricing activities. An 
abundance of concepts and also some tools exist that 
aim at value-based pricing, which will be analyzed in 
the course of this paper. Many of them were 
developed for product pricing and are not easily 

transferable to the field of services. Moreover, the 
methodological challenges of value assessment, 
especially measurement problems, are widely 
neglected in the field.  

The main objective of the present research is, thus, 
the development and evaluation of a useful tool (set) 
for value-based service pricing that can be utilized by 
SMEs as well. In order to achieve this objective it is 
necessary to answer the research question, how 
companies can assess value of their services and 
utilize the value information for service pricing. 

A design science approach [6] is utilized to 
develop the supporting tool set to ensure the scientific 
quality of the iterative development process and the 
research outcome.  

Two major challenges need to be addressed:  
• First, the context dependence of service 

value that is caused by specific 
characteristics of services in general.  

• Second, the dynamic interplay of price, 
value, and performance.  

Performance Journey Mapping (PJM) [8] turned 
out to be a useful framework to support service 
performance measurement and is, therefore, utilized 
as fundamental basis of the present research project. 
In addition to the performance focus that is already 
realized within the PJM framework, value and price 
are connected to the framework, which enables value 
assessment as well as value-based pricing. 

The remainder of the paper is organized as 
follows: Section 2 and 3 provide the state of the art 
for service value assessment and service pricing. 
Section 4 outlines the interplay of performance, value 
and pricing in existing approaches and theories. The 
PJM framework is briefly summarized in Section 5 
and enlarged by value and price in Section 6. 
Furthermore, the conceptual development of the tool, 
methodological, and technical challenges of the 
development process are outlined in this section. The 
paper concludes with a research agenda for the 
development process and iterative evaluation of 
resulting artifacts and an outlook on future research. 
 
 

Central European Conference on Information and Intelligent Systems____________________________________________________________________________________________________Page 57

 
Varaždin, Croatia
____________________________________________________________________________________________________ 

Faculty of Organization and Informatics
 

September 23-25, 2015



2 Assessing value of services  
 
Services can be regarded as processes [27; 29] in 
general. A plethora of definitions for the term 
(business) process is offered jointly assigning it the 
characteristic of being value-adding. This means 
concretely that value or (added) benefit for the 
customers is generated and, thus, that their needs are 
met. Hence, the customer-related value added is 
central for process management – a discipline that is 
still in its infancy concerning the integration of 
external stakeholders [32]. The so-called external 
factor is, however, an essential dimension of services. 

According to the definition above the activities 
within a business process pursue the goal to increase 
the value of the process object for a customer. This 
implies that in an ideal situation each activity would 
make a (smaller or larger) direct contribution to the 
entire value added (see Fig. 1). 
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Figure 1. Activities of a process/service for creating 
customer value 

 
This perfect situation cannot be assumed in daily 

practice. It was already pointed out that customers are 
simultaneously recipients and destroyers of value. 
Especially through the integration of customers into 
service provision the “value-in-use” (i.e. the value is 
realized and consumed in the course of service 
delivery in co-creation of provider and consumer) 
together with the respective context [16; 32] moves 
much more into the center. The question consequently 
arises whether a function with sign-changing 
curvature(s) would be more advisable and/or closer to 
reality.  

Notwithstanding the above, the customer value 
(the value added) needs to be operationalized. This is 
aggravated by the multiple occupancy of the term: it 
is roughly distinguished between the so-called 
customer “lifetime” and “perceived” value – two not 
properly delimited concepts.  

Stöger [30] suggests in this regard to seize on the 
process idea and to calculate the item based on factors 
identified as being decisive for purchasing. A similar 
approach is followed by Carlson and Wilmot [3] in 
their Value Factor Analysis. This performance 
assessment rests, however, on the answer to the 
question how customers would evaluate each 

product's (or service's) attributes. Meanwhile, also 
research groups attend to the topic of value-
based/oriented process management. Some interesting 
concepts (formulas, simulations, etc.; see e.g. [13] or 
[28]) descended from this movement, but the focus is 
rather on both the company and customer lifetime 
value. This might be attributable to the less 
problematic ascertainment of the value added from 
the firm's point of view [26]. There are still few 
approaches (see Section 6) which attempt to do this 
from a customer perspective although the term 
customer value is firmly established in the daily 
parlance of various disciplines. 
 
 

3 Service pricing  
 
Pricing methods can be understood as the activities 
and processes firms take to arrive at their pricing 
decisions. Three basic types of pricing methods are 
applied by firms in practice: cost-based pricing, 
competition-based pricing, and value-based pricing 
[33]. Cost-based pricing methods simply add a 
markup on the costs of the products. Since the price of 
a product should at least cover the costs for it, cost-
based data provide information on the lowest price (or 
“price floor”) that the firms can afford to offer. 
Competition-based pricing methods observe the prices 
determined by the competitive firms and make price 
decisions based on competitive prices. Cost-based and 
competition-based methods have less technical 
difficulties given their simplistic models and easy data 
access. The cost-based method is found to be effective 
for products with high competitive intensity [9]. 
Competition-based pricing plays an important role 
when a product can hardly distinguish itself among 
competition as customers will in such cases use 
competitors’ prices as reference [20]. However, if a 
product is unique and distinguishable with its 
particular attributes, each customer will define his 
own value for this product. The consumer-value-
based pricing method seeks to reveal the value each 
customer attaches to the products. This method shifts 
the focus of pricing from firms and their competitors 
to customer demands. It also enables firms to detect 
the particular value of their distinguishable products 
perceived by potential customers. If the perceived 
value of a certain product is obviously higher than its 
producing cost, firms will have more flexible space 
for pricing and are more likely to make profit. 
Ingenbleek et al. [9] demonstrate that value-based 
pricing is the most effective pricing strategy for new 
products. 

Services, as a special kind of products, are flexible 
to adjust themselves to satisfy both market and 
individual demands. Hence, value-based pricing 
methods could be the most suitable strategy for 
service firms to study their customers’ needs and 
provide them with desired or even personalized 
products. Moreover, services have certain 
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characteristics which hamper the application of other 
methods. Cost-based pricing would require data from 
process cost accounting and companies face problems 
when it comes to the allocation of staff standby times 
and the like. Cost-based pricing is virtually 
impossible for digital services that might not cause 
any attributable costs in single delivery. Competitor-
based accounting is also difficult due to limited 
comparability of services as they are very 
heterogeneous [35]. Services also tend to be more 
location-bound than products and, thus, the 
comparison requires accurate delineation of the 
regional markets. Value-based pricing seems to be 
appropriate as services are very context-sensitive by 
nature. The service delivery process is subject to a 
variety of contextual influences that affect the value 
perceptions of customers as outlined in the value-in 
use concept [35]. 
 
 

4 The interplay of performance, 
value, and pricing 

 
Various disciplines deal with the topics of 
performance, value, and pricing in their theories and 
concepts. Among these are economics, information 
systems research, marketing research, business 
administration, and psychology. Fig. 2 shows the 
major theoretical and conceptual linkages between 
performance, pricing, and value.  
 

 
Figure 2. Interplay between performance, value and 

pricing 

 
Price ceilings are determined by cost-efficiency 

due to the economic necessity to cover costs by means 
of revenues. More efficiency (i.e. better performance), 
thus, allows for lower prices. Pricing in reverse has a 
direct impact on performance as the price influences 
the financial performance in terms of turnover and 
other financial indicators (as for instance in balanced 
scorecard [11]). Performance and value are 
interlinked by the dynamic characteristics and 
context-sensitiveness of value which can be used to 
predict future market success in terms of demand and 

market potential [12]. Value of services, in turn, is 
generated as value-in-use throughout the service 
delivery process [35]. The value-in-use concept also 
considers provider processes, which are an important 
part of performance, and usage processes as 
immediate parts of value creation [17]. The effects of 
prices on value and demand are discussed in the 
classic theories of demand [23]. The linkage of price 
and value is also part of the research on value 
perceptions in marketing research, which identified 
value-for-money as an important part of perceived 
value [31]. The effects of value on pricing can be 
found in research on the willingness to pay for 
perceived benefits [36]. 
 
 

5 Performance Journey Mapping  
 
PJM is a performance measurement framework 
tailored for the needs of SMEs in the service sector. 
Most contemporary performance measurement 
systems are designed for the goods-dominant logic 
and lack application in SMEs. This poor take-up is 
rooted in certain characteristics of the existing 
performance measurement systems [8; 21]. In a 
theory driven approach and in alignment with the 
design science principles [6] an attempt was made to 
overcome these barriers and resulted in the PJM 
framework. Based on the Technology Acceptance 
Model [5] and motivational psychology’s Goal-
Setting Theory [15] the framework was designed to 
be easily implementable, enabling co-creation, and 
fostering acceptance of both the performance 
measurement systems and the benchmark goals [21]. 
The framework contains two central tools: the 
Performance Index as a pool of selected performance 
indicators and the Performance Journey Map as a 
visual representation of the service process (based on 
a service blueprint [27]). Both tools are engaged in a 
three-step process which leads from an analysis of the 
current state of performance measurement to a desired 
future state [21]. The framework and its tools have 
been evaluated in a first iteration. The results showed 
that the application of the Technology Acceptance 
Model and Goal-Setting Theory contributed to the 
achievement of the declared aims to a large extent. 

In contrast to most existing performance 
measurement systems in the goods-dominant logic 
PJM has been developed in the service-dominant 
logic [34; 35], tempting to meet the specific 
requirements of services. Primary service 
characteristics, such as intangibility and 
heterogeneity, are radically respected in the PJM 
framework. However, services also differ from 
products in the way how their value is created. As 
opposed to readily prepared products with an 
“embedded value”, services can never be more than 
offerings [16]. They gain their value in a co-creation 
process, joint effort of the service provider and the 
customer, where the final value depends on the 
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usefulness experienced by the customer [36]. The 
service value may, hence, be rooted in the company’s 
performance, but it is ultimately shaped and defined 
by the customer’s interactions. To date, PJM is a tool 
which helps to measure service performance. The 
integration of value analysis will enlarge its practical 

usefulness. In this way, PJM will not only enable the 
improvement of service performance but the hike of 
service value. The value analysis is incorporated as an 
additional dimension in the Performance Journey Map 
as drafted in Fig. 3..

 
Figure 3. Schematic performance journey map including value dimension 

 
The Map currently holds a visualization of the 

service delivery process plus the performance 
indicators assigned to the single process steps. The 
process representation, though, does not only enable 
the identification of performance lacks (on company 
side). Its visualization of the customer’s steps further 

enables a structured sequential analysis of where and 
how value emerges (on customer side). (This multi-
purpose applicability of visual process representations 
has been noted by other researchers before, see e.g. 
[29].) Learning from insights gained in such a kind of 
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value analysis, new possibilities will arise for value 
creation and, consequently, for value-based pricing. 

 
 

6  Implementing value and price 
within PJM 

 
Now that value and pricing are connected 
conceptually and visually within PJM it is necessary 
to define the operational parts of methodology and 
technological support for data collection, data 
analysis, or data modeling respectively and the 
processes, which need to be implemented to perform 
it. The definition is based on both the findings from 
the state-of-the-art analysis and requirements of the 
PJM framework. 

Hinterhuber [7] explores the obstacles for value-
based pricing strategies to gain popularity among 
firms by conducting a survey among 81 executives in 
Austria, Germany, China, and the US. The survey 
finds out that “the difficulties in making value 
assessment” is the primary obstacle for companies 
(79% of firms) to implement value-based pricing 
strategies. 

Among the methodologies of making assessment 
of consumer value (such as qualitative approaches of 
interviewing experts or focus groups of the product) 
conjoint analysis stands out to be a powerful 
quantitative measure of it. The conjoint analysis 
specifies the attributes of products and studies the 
importance of these attributes. For each attribute it 
estimates a “part-worth” percentage. By knowing the 
relative degrees of attribute importance, firms are able 
to understand more about consumers’ demands and, 
hence, be clearer about its developing strategies. For 
example, if service part A is proved to be of great 
importance to consumers while service part B of 
ignorable importance, it is than reasonable for firms to 
put more emphasis on its part A service. With the 
knowledge of the “part value” of products, firms can 
also stimulate the feasible prices for their new 
products characterized by similar studied attributes. 

Besides attributes of products, demographic data 
of consumers (e.g. gender, age, educational 
background, etc.) can also be fully used within the 
conjoint analysis to identify different market 
segments and study their consuming behavior. For 
firms with unique products it is always desirable to 
know the answers to questions such as: Do young 
buyers value the friendliness of a service staff more 
than their elderly counterparts? To which extent are 
they different? Are these groups of customers very 
sensitive to price changes?  

The context-sensitive character of value as defined 
in the value-in-use concept necessitates the inclusion 
of context-related data in both the value assessment 
and the pricing process. Contextual data mainly occur 
in form of data that are actively generated by users or 
passively generated by technology. Actively 

generated data refer to e.g. user interactions on 
various platforms or devices that are produced by 
users, whereas passively generated data are the 
outcome of technological processes of data generation 
behind the scenes by devices like smartphones and 
wearables. Both types are growing rapidly and their 
analysis, thus, requires (partial) automation to be 
feasible.  

One approach to analyzing these contextual data is 
to mine and verify personal data from smartphones 
and wearables. Personal sensor devices collect various 
different user specific data, e.g. on-board sensing 
physiological information, locations, and environment 
based data [25]. In fact of the popularity of such 
devices there is a wide range of opportunities to track 
the user behavior and study the individual differences 
of each individual personality [4]. 

Another way is to use actively generated data and 
process it by means of mining methodologies. Very 
often user-generated data is provided in form of 
natural language text and, thus, necessitates text 
mining as a method to analyze data from natural 
language content. Text mining can be applied to 
keyword extraction or even anomaly and trend 
detection [2]. Kaneko et al. [10] developed a method 
that combines the procedure of data extraction by text 
mining in co-occurrence with a conjoint analysis. The 
process makes use of two surveys: Through the first 
one the attributes and correlated levels are derived 
from concrete demands. This result represents the 
input for the next phase where a second survey is 
conducted which provides the actual data for the 
conjoint analysis. Text mining is used to find 
categories or attributes for the conjoint analysis.  

The combination of these two data types renders a 
flow of potential data, but they currently remain 
unanalyzed to a large extent [24]. Furthermore, the 
selection of relevant contextual data or data sets 
should complement the mathematical and economical 
models utilized for pricing. 
 
6.1 Methodological challenges  
 
General scales and conceptions to measure the 
perceived customer value exist (see e.g. [14] or [18]), 
but they are rather vague in the declaration (especially 
the sum of benefits) and leave both the concrete 
operationalization and collection of the single 
components open. Stauss and Bruhn [29] submit in 
this context that the benefit is not solely reflected by 
the willingness to pay and can, thus, not directly be 
expressed in monetary units. Internal (system) data 
may, therefore, solely partially cover the information 
demand and must be complemented – and in further 
consequence transformed – by other means. Surveys 
are commonly applied as data collection method in 
this regard. Examples are the contributions of 
Michalski et al. [19] (storytelling approach), Sweeney 
and Soutar [31] (19-item PERVAL measure for 
goods), and Petrick [22] (25-item SERV-PERVAL 
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scale). Though, the standardized scales might be too 
generic for profound analyses. This calls for creative 
alternatives utilizing qualitative data collection 
methods to complement quantitative survey data. 
Moreover, the method triangulation will support the 
validation of value data and contribute to contextual 
interpretation of obtained data. 

Schröder et al. [26] advert to the interdependence 
of the customer lifetime and perceived value and, 
thus, not to consider them in isolation. The authors 
called for a specific interdisciplinary instrument in the 
area of service controlling and presented a model 
design (the so-called Customer Value Added 
Accounting) which ascertains the value added for the 
customer (from a firm's point of view) taking account 
of the customer integration within the service creation 
process. This approach is, however, characterized by 
the vast amount of information need.  

Considering the intersection of customer lifetime 
and perceived value it would be conceivable that – 
similar to the development procedure of the Customer 
Value Added Accounting – already established and/or 
approved methods for measuring the lifetime value 
can be adopted and adapted to the methodological 
requirements of conjoint analysis. The adaptation to 
conjoint analyses also necessitates the development of 
a technological artifact that enables the collection and 
processing of partial value data tailored to the specific 
needs of services. 
 
6.2 Technical challenges  
 
A difficult challenge to tackle is at first to figure out 
the relevance of passively generated context data from 
the devices and its influence on the process of value 
generation. Furthermore, the sensors for data 
collection need to be addressed. These can be divided 
into on-board and off-board sensors, e.g. the 
accelerometer is on-board and a wearable sensor like 
a smartwatch is off-board. Requirements and settings 
depend on the hardware and the operating systems for 
data collection. Each operating system has its own 
APIs and supports different hardware constellations. 
Tracking personal data, e.g. the number of phone calls 
per day or the average length of text messages, 
depends also on the operating system and how data 
are provided by it. Defining homogeneous interfaces 
or the use of platform independent frameworks to 
normalize data could be a way to solve this problem. 

Another point based on the previous are the 
permissions to allow access to both types of data, user 
data and sensor data. Furthermore, it is important for 
data acquisition to find and store an efficient non 
redundant data structure. 

The process of data extraction is influenced by the 
data source needed. The decision is to execute it on 
the device or on-line [25]. 

User-generated data could be analyzed and 
extracted in different ways as well. The preferable 
procedure depends on the domain and the result set. 

The major technical challenge is to map the 
mathematical model in a generic way that enables the 
developed system to solve the computing process by 
means of user input and retrieving the predefined 
variables of the mathematical model employing 
machine learning and/or text mining. 
 
 

7 Research agenda and outlook  
 
As stated in the previous section, conjoint analysis 
evaluates the importance of different attributes of a 
product by estimating for each attribute a 
corresponding “partial value” percentage. Like all 
quantitative analyses, a reliable conjoint analysis 
depends fundamentally on its survey data. 

Prior to the analysis on the importance of the 
attributes researchers should first be aware of which 
bundle of attributes is simultaneously attractive for 
customers to purchase and interesting for managers to 
explore. This requires, first, good communication and 
collaboration between researchers and managers in 
terms of mutual understanding of conjoint analysis 
and, second, good design of the survey in terms of 
precisely presenting (e.g. wording or imaging) the 
attributes to the survey participants and at the same 
time avoiding annoying them with excessive or 
complicated tasks [1].  

It is planned to develop a mobile application that 
supports the survey process. This is necessary to 
reduce the complexity for participants. Traditional 
surveys that feed into conjoint analysis use product 
feature combinations including different prices and 
ask participants whether they would purchase the 
offer or not. In the case of services it makes sense to 
design an adaptive survey tool that considers previous 
value assessments as well as context factors. The 
adaptive survey tool will, thus, reduce the number of 
question items and the level of complexity of each 
item. Moreover, complexity can be reduced by 
making use of service activities, which are obtained 
from the service blueprint in the PJM, as parts of the 
service for which partial values are assessed. This 
approach enables dynamic shifting of item 
combinations along the blueprint without combining 
all attributes of a service in each question for the 
conjoint analysis.  

The development of the survey tool will be based 
on method triangulation to make sure that the value 
assessments are valid. It will be necessary to evaluate 
the acceptance of the technological artifact as well to 
ensure that a lack of acceptance does not hamper 
value assessments.  

Contextual data analysis, which is based on 
machine learning and/or text mining techniques, will 
be evaluated with regard to accuracy of context 
interpretations. Furthermore, qualitative methods will 
be applied to evaluate the relevance of contextual 
factors.  
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The pricing model that is derived from obtained 
data will be evaluated in terms of economic outcome. 
The overall evaluation is conducted in case study 
applications of the tool (set) including real-world 
data. The usefulness for SMEs and their particular 
requirements will be emphasized in the evaluation 
process. 
 
 

References 
 
[1] Auty, S. Using Conjoint Analysis in Industrial 

Marketing: The Role of Judgement. Industrial 
Marketing Management, 24(3):191-206, 1995. 

[2] Berry, M. W.; Kogan, J. Text Mining: 
Applications and Theory. John Wiley & Sons, 
Chichester, GBR, 2010. 

[3] Carlson, C. R.; Wilmot, W. W. Innovation: The 
Five Disciplines for Creating What Customers 
Want. Crown Business, New York, USA, 2006. 

[4] Chittaranjan, G.; Blom, J.; Gatica-Perez, D. 
Mining Large-Scale Smartphone Data for 
Personality Studies. Personal and Ubiquitous 
Computing, 17(3):433-450, 2011. 

[5] Davis, F. D. Perceived Usefulness, Perceived 
Ease of Use, and User Acceptance of Information 
Technology. MIS Quarterly, 13(3):319-340, 
1989. 

[6] Hevner, A., March, S. T., Park, J.; Ram, S. 
Design Science in Information Systems Research. 
MIS Quarterly, 28(1):75-105, 2004. 

[7] Hinterhuber, A. Customer Value-Based Pricing 
Strategies: Why Companies Resist. Journal of 
Business Strategy, 29(4):41-50, 2008. 

[8] Höber, A.; Pergler, E.; Weitlaner, D.; Grahsl, H-
P. Performance Journey Mapping: A Service 
Performance Assessment Framework. The TQM 
Journal, 27(2):231-246, 2015. 

[9] Ingenbleek, P; Debruyne, M; Frambach, R. T; 
Verhallen, T. M. M. Successful New Product 
Pricing Practices: A Contingency Approach. 
Marketing Letters, 14(4):289-305, 2003. 

[10] Kaneko, T.; Nakamura, Y.; Anse, M.; Tabe, T.; 
Taguchi, Y. A Method for Generating Plans for 
Retail Store Improvements Using Text Mining 
and Conjoint Analysis (pp. 910-917). In M. J. 
Smith; G. Salvendy (eds.) Human Interface and 
the Management of Information: Interacting in 
Information Environments. Springer, Berlin 
Heidelberg, DEU, 2007. 

[11] Kaplan, R. S.; Norton, D. P. The Balanced 
Scorecard: Measures That Drive Performance. 
Harvard Business Review, 70(1):71-79, 1992. 

[12] Keen, P.; Williams, R. Value Architectures for 
Digital Business: Beyond the Business Model. 
MIS Quarterly, 37(2):643-647, 2013. 

[13] Klier, J.; Klier, M.; Probst, F.; Thiel, L. Customer 
Lifetime Network Value. In Proceedings of the 
35th International Conference on Information 
System, Auckland, NZL, 2014. 

[14] Kotler, P.; Bliemel, F. W. Marketing-
Management: Analyse, Planung und 
Verwirklichung. Pearson Studium, Munich, DEU, 
2006. 

[15] Locke, E. A.; Latham, G. P. Building a 
Practically Useful Theory of Goal Setting and 
Task Motivation: A 35-year Odyssey. American 
Psychologist, 57(9):705-717, 2002. 

[16] Lusch, R. F.; Nambisan, S. Service Innovation: A 
Service-Dominant Logic Perspective. MIS 
Quarterly, 39(1):155-175, 2015. 

[17] Macdonald, E.; Wilson, H.; Martinez, V.; Toossi, 
A. Assessing Value-in-Use: A Conceptual 
Framework and Exploratory Study. Industrial 
Marketing Management, 40(5):671-682, 2011. 

[18] Meyer, A.; Kantsperger, R.; Schaffer, M. Die 
Kundenbeziehung als ein zentraler 
Unternehmenswert: Kundenorientierung als 
Werttreiber der Kundenbeziehung (pp. 61-81). In 
B. Günter; S. Helm (eds.) Kundenwert: 
Grundlagen, Innovative Konzepte, Praktische 
Umsetzung. Gabler, Wiesbaden, DEU, 2006. 

[19] Michalski, S.; Jüttner, U.; Hammer, L. Die 
Prozesswertanalyse als Ansatz zur Analyse von 
Wertschöpfungsprozessen in einem touristischen 
Dienstleistungsnetzwerk (pp. 165-191). In M. 
Bruhn; B. Stauss (eds.) Wertschöpfungsprozesse 
bei Dienstleistungen: Forum 
Dienstleistungsmanagement. Gabler, Wiesbaden, 
DEU, 2007. 

[20] Monroe, K. B. Pricing: Making Profitable 
Decisions. McGraw-Hill, New York, USA, 1990. 

[21] Pergler, E.; Höber, A.; Weitlaner, D.; Grahsl, H.-
P.; Ehrenhöfer, C. Performance Journey 
Mapping: A Tool-Supported Framework for 
Service Performance Assessment in SMEs. In 
Proceedings of the 23rd International Conference 
on Information Systems Development (ISD2014), 
Varazdin, HRV, 2014. 

Central European Conference on Information and Intelligent Systems____________________________________________________________________________________________________Page 63

 
Varaždin, Croatia
____________________________________________________________________________________________________ 

Faculty of Organization and Informatics
 

September 23-25, 2015



[22] Petrick, J. F. Development of a Multi-
Dimensional Scale for Measuring the Perceived 
Value of a Service. Journal of Leisure Research, 
34(2):119-134, 2002. 

[23] Pindyck, R.; Rubinfeld, D. Microeconomics. 
Pearson-Prentice Hall, New Jersey, USA, 2012. 

[24] Regalado, A. The Data Made Me Do It, 
http://www.technologyreview.com/news/514346/
the-data-made-me-do-it/, downloaded: May 20th 
2015 

[25] Rehman, M. H.; Liew, C. S.; Wah, T. Y.; Shuja, 
J.; Daghighi, B. Mining Personal Data Using 
Smartphones and Wearable Devices: A Survey. 
Sensors, 15(2):4430-4469, 2015. 

[26] Schröder, R. W.; Schmidt, R. C.; Wall, F. 
Customer Value Added: Wertschöpfung bei 
Dienstleistungen durch und für den Kunden (pp. 
299-318). In M. Bruhn; B. Stauss (eds.) 
Wertschöpfungsprozesse bei Dienstleistungen: 
Forum Dienstleistungsmanagement. Gabler, 
Wiesbaden, DEU, 2007. 

[27] Shostack, G. L. Designing Services that Deliver. 
Harvard Business Review, 62(1):133-139, 1984. 

[28] Sonnenberg, C.; vom Brocke, J. The Missing 
Link Between BPM and Accounting: Using Data 
for Accounting in Process-Oriented 
Organizations. Business Process Management 
Journal, 20(2):213-246, 2014. 

[29] Stauss, B.; Bruhn, M. Wertschöpfungsprozesse 
bei Dienstleistungen: Eine Einführung in den 
Sammelband (pp. 3-28). In M. Bruhn; B. Stauss 

(eds.) Wertschöpfungsprozesse bei 
Dienstleistungen: Forum 
Dienstleistungsmanagement. Gabler, Wiesbaden, 
DEU, 2007. 

[30] Stöger, R. Prozessmanagement: Qualität, 
Produktivität, Konkurrenzfähigkeit. Schäffer-
Poeschel, Stuttgart, DEU, 2011. 

[31] Sweeney, J. C.; Soutar, G. N. Consumer 
Perceived Value: The Development of a Multi 
Item Scale. Journal of Retailing, 77(2):203-220, 
2001. 

[32] Trkman, P.; Mertens, W.; Viaene, S.; Gemmel, P. 
From Business Process Management to Customer 
Process Management. Business Process 
Management Journal, 21(2):250-266, 2015. 

[33] Tzokas, N; Hart, S; Argouslidis, P; Saren, M. 
Industrial Export Pricing Practices in the United 
Kingdom. Industrial Marketing Management, 
29(3):191-204, 2000. 

[34] Vargo, S. L., Lusch, R. F. Evolving to a New 
Dominant Logic for Marketing. Journal of 
Marketing, 68(1):1-17, 2004. 

[35] Vargo, S. L., Lusch, R. F. Service-Dominant 
Logic: Continuing the Evolution. Journal of the 
Academy of Marketing Science, 36(1):1-10, 2008. 

[36] Zeithaml, V. A. Consumer Perceptions of Price, 
Quality and Value: A Means-End Model and 
Synthesis of Evidence. Journal of Marketing, 
52(3):2-22, 1988. 

 

 

 
 

Central European Conference on Information and Intelligent Systems____________________________________________________________________________________________________Page 64

 
Varaždin, Croatia
____________________________________________________________________________________________________ 

Faculty of Organization and Informatics
 

September 23-25, 2015




