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Sammanfattning 
 
Abstract: 
 
Background: 
 
The concept of the product is a multi faced problem, and involves issues such as core value, tangible 
and intangible products, services, warranties etc. It is a thick jungle of information regarding what a 
product can be said to be. Closely linked to the concept of the product are also the terms buying 
behaviour and value. The first term, buying behaviour, is the understanding of what precedes the 
purchase, and the second refers to the customer’s perceived value. We believe that these three 
important concepts have not been sufficiently explored as one. We will investigate the concepts 
individually and finally join them together as one model. 
 
Purpose: 
 
We set out to create a model that integrates the concepts of consumer behaviour and value with the 
concept of the product. 
 
Method: 
 
The study is to a large extent theoretical. A small number of interviews have been conducted at the 
two automotive companies Saab and Porsche, and also with owners of these cars respectively. This 
empiricism complements the thesis, and shows examples of how theory exists in practice. 



  

�

Results: 
 
We have found a way of effectively combining the three concepts product, value and buying behaviour 
– a model that explains how value and buying behaviour are integrated into the product concept. Our 
results should be interesting for anyone wanting to understand that products should be considered as 
more than just the physical object. Products are also closely connected with intangible issues like 
lifestyle, belonging, image etc. The concept of the product can better be understood when looking at 
the product in this “three-dimensional” way. We wish the reader much pleasure. 
 
Utdrag: 
 
Bakgrund: 
 
Produktkonceptet är ett mångfacetterat problem, och innehåller begrepp som kärnvärden, materiella 
och immateriella produkter, service, garantier etc. Det är en tät djungel av information gällande vad en 
produkt kan sägas vara. Nära knutet till produktkonceptet är även termerna köpbeteende och värde. 
Den första termen, köpbeteende, är förståelsen för vad som föregår köpet, och den andra syftar till 
kundens upplevda värde. Vi tror att dessa tre viktiga koncept inte utforskats tillräckligt som en enhet. 
Vi kommer undersöka de tre koncepten individuellt, och slutligen sammanföra dem till en modell. 
 
Syfte: 
 
Vi ämnar skapa en model som integrerar koncepten konsument beteende och värde med 
produktkonceptet. 
 
Metod: 
 
Studien är i stor utsträckning teoretisk. Ett litet antal intervjuer har utförts på de två biltillverkande 
företagen Saab och Porsche, och även med ägare av dessa respektive bilar. Denna empiri kompletterar 
uppsatsen, och ger exempel på hur teori existerar i praktiken. 
 
Resultat: 
 
Vi har funnit ett sätt att effektivt kombinera de tre koncepten produkt, kundvärde och köpbeteende – 
en modell som förklarar hur värde och köpbeteende är integrerade i produktkonceptet. Våra resultat 
torde vara intressanta för den som vill förstå att produkter måste ses som mer än bara det fysiska 
objektet. Produkter är nära sammankopplade med immateriella begrepp som livsstil, tillhörande, image 
etc. Produktkonceptet förstås bättre efter att använt detta “tredimensionella” synsätt. Vi önskar läsaren 
mycket nöje. 
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I N T R O D U C T I O N  

 
This first chapter describes the background of our research, and its 
relevance, which leads to the introduction of the chosen purpose.  
 
 
1.1 Background 
 

“ You can have any colour you like, just as long as you choose 
black” 1 

 
These words, uttered by Henry Ford in the 1920´s, can serve as a good 
example of how producers of yesterday viewed their products and 
customers. Back then, cars were simple in terms of features and the 
choice was limited. Products were often produced under the conditions 
of the producer without taking the wants and needs of the customers 
into account. The customers simply had to buy the available products 
without being able to influence the equipment level of the car. In other 
words they could not influence the producer’s choice of colour or any 
other feature. 
 
This notion is one of the oldest philosophies for selling products and 
these ideas can be referred to as the production concept.2 This 
management philosophy states that buyers will prefer products that are 
available and affordable and that management should focus on 
improving production and distribution efficiency. 

                                           
1 Ford out of Linn, 1985. p 76. 
2 Kotler, 1996a. 
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However, one of the limitations of these philosophies is that it can only 
be successfully applied when the demand for product exceeds supply. 
Further, it can only be applied when product costs are too high, and 
improved productivity is needed to bring them down. 
 
Today, the thoughts of Henry Ford are to a large extent obsolete and 
almost sound preposterous to the modern customer as well as the 
producer. In order to survive fierce competition and make their 
customers loyal, companies now strive to offer the customer a choice, 
which cannot only satisfy but also surpass the customer’s expectations. 
Further, the customers of today are aware of their power, since they can 
simply switch from one brand or product to another according to their 
taste and preferences if switching will not incur any major costs.  
 
Consequently, producers have to extend their product offer in order to 
cater for the customer’s tastes, thoughts that can be derived from the so-
called marketing concept3. Since products of today are generally 
considered to be quite similar in a physical sense, producing companies 
must find other ways to fulfil the needs of the customers.4 Not only do 
the producers have to extend their product lines, but also surpass the 
competitors in terms of offering superior products in terms of the total 
product offering.  
 
When buying a computer today, not only do you get the hardware 
package; it also comes with additional features and services, such as 24 
hours support and installation service. In Sweden you can even get 
telephone support when buying detergents and margarine. Apparently, 
producers are finding new ways of attracting, satisfying and keeping 
customers by striving towards creating value for the customers since the 
customer is more likely to buy a product that he or she believes to 
deliver relatively more value to him or her. 
 
Gale5 believes that customers will select the products, which they believe 
to receive a better value from than they could expect from an alternative 
product. He defines value as quality however the customer may define it, 
offered at the right price. Companies that are striving towards achieving 
leadership in the market, in comparison to the competitors, must 

                                           
3 Kotler, 1996a.  
4 Nilson, 1992. 
5 Gale, 1994. 
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understand exactly what makes the targeted customers make a buying 
decision, simply why they find that one product offers better value than 
another does. This also implies that producers have to understand, not 
only how they can create value through their products, but also fathom 
how consumers reason when faced with alternatives, i.e. understanding 
the concept of consumer behaviour. 
 
 
1.2 Problem Area 
 
In our field of marketing literature, we have found descriptions of the 
concept of value. The literature indicates various ways of looking at 
value, and contrary to contemporary beliefs it is not a new notion and 
theories concerning value have existed for a long time.6 
 
However, it seems as if the authors within the marketing discipline have 
habitually overlooked the important discussion of value in immediate 
relation to the product.7 They have only described concepts of value that 
have not been directly related to why consumers choose one product 
over another. 
 
Co-existing with the value concept, is the product concept. Different 
authors have brought up a vast array of characteristics, tangible or 
intangible, which together create the product concept. It shows the 
different “levels” of a product, seen from a consumer’s or a producer’s 
perspective.8  
 
Preceding the purchase of a product however is the individual’s wants 
and needs. A certain need or want propels the individual to attain certain 
products. These needs and wants are in turn affected by a plethora of 
different factors, such as social, cultural, personal and psychological 
issues. This is what is called buying behaviour.9 
 
The concept of products and value are respectively intriguing but even 
more so is the connection between them and the buying behaviour of 
the customer.  

                                           
6 Lewis 1946 and Perry 1954 out of Holbrook ed. 1999; Levitt, 1962; Wasson, 1971. 
7 Richins, 1999. 
8 Kotler, 1972 – 1996; Linn, 1985; Cateora & Graham 1999; Bagozzi, 1991, Stanton 
et al, 1994. 
9 Grunert, 2000. 
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The customer has a want or need, which he or she strives to satiate 
through the acquisition of a product and that he or she will buy the 
product, which he or she believes to satisfy or reduce this need. The 
individual will choose the product, which he or she believes to best 
satisfy this need. The product that offers the best solution to this need 
can be said to offer the greatest value to the customer. 10 The reason as 
to why this is interesting is simply because one can distinguish a clear 
connection between the concepts. Apparently a purchase is always 
preceded by a need and the purchase will always be based on what value 
the product is believed to deliver.  
 
Consequently, we realise that the three concepts, product, value and 
behaviour, are linked. However, it is of interest to understand what 
intangible phenomena this linkage consists of. 
 
In the different concepts there are intangible and tangible aspects that 
are similar, nevertheless it seems as if they have never been combined 
into one integrated product model. The understanding of uniting the 
aspects and the relation between the concepts should be of interest to all 
companies striving towards producing anything of value to a customer.  

 
 
1.3 Problem Discussion 
 
What are the building stones of value and how can value be connected to 
the product concept? How can this connection be elucidated?  
 
What parts of buying behaviour are included in the product concept? Is 
there a connection between buying behaviour and value? 
 
These are questions that are not answered by the product concept itself 
as we have see in our chosen field of marketing literature. Authors such 
as Kotler11, Cateora & Graham12, Palmer13 have consistently separated 
the three concepts consumer behaviour, value and product, even though 
recognising that the product itself delivers a value to the customer. We 
regard both consumer behaviour and value as very important aspects of 

                                           
10 Kotler, 1999. 
11 Kotler, 1996a. 
12 Cateora & Graham, 1999. 
13 Palmer, 2000. 
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a product and consequently they ought to be integrated into the product 
concept.  
 
We believe that it is important to scrutinise and depict the relationship 
between consumer behaviour, value to the customer and product 
concept in order to create a greater understanding of the product and its 
implications for customers. Consequently this would also be interesting 
for marketers, producers and other parties involved in selling a product 
to the customer.  
 
1.4 Purpose 
 
We set out to create a model that integrates the concepts of consumer 
behaviour and value with the concept of the product.  
 
1.5 Disposition 
 
On the following page the disposition of the thesis is displayed. 
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2  Methodology – We account 
for our scientific approach to research. 

3  Consumer Behaviour – The 
first of our three concepts we intend to 
integrate. Why and how do we buy things? 
The chapter treats the individual’s motives 
of buying products. 

5  Value – Tangible and 
intangible – what is, and what creates 
value? Our third concept treats issues 
like cost, benefit, design and prestige. 

 
6  Empiricism – In this 
chapter we account for our empirical 
research at Porsche and Saab. 

7  Analysis – The relevant 
theories from our frame of reference will 
be analysed. Our empirical studies will 
shed light on these theories. 

8  Thoughts on Integration – 
In this chapter we integrate the three 
important concepts and create a new 
product model. 

9  Reflections – We present our 
findings and reflecting thoughts regarding 
our thesis. Further, we will also give 
suggestions for further research. 

Methodology

Consumer
Behaviour

 

The Product

Value

Empiricism

 
Analysis

 
Thoughts on
Integration

 
Reflections

4  The Product – The second 
concept, treating the product. The reader 
will be introduced to some of the theories 
regarding the concept of the product, and 
as to what a product consists of. 
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M E T H O D O L O G Y  

 
In order to create credibility for an academic thesis, it is important to 
give an account of the various scientific methods being used, and the 
standpoints being taken. In this purpose we will present our scientific 
research approach. Further, we will describe our view on research and 
how this affects our work. Our view on science is completed by our 
method, starting from section 2.3. In this and the following sections, we 
describe the way we have proceeded during our journey along the 
winding roads towards knowledge and understanding of our chosen 
problem. We will account for our view on the different methods, 
approaches and means of criticism which, can generally be applied to 
scientific research.  
 
 
In the process of contributing to science we strive towards 
understanding and explaining our environment. We do this by 
attempting to create a relation between observations and experiences. 
This relation stands with one foot in reality, and the other in ideas and 
theories.  
 
Within science, there are numerous opinions on what can be defined as 
science and which scientific methods are acceptable. These different 
opinions are based upon a certain attitude towards the “reality” 
surrounding us. According to Molander14, science is something universal. 
It describes, explains and draws conclusions from phenomena in our 

                                           
14 Molander, 1988. 
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environment. Science is regarded as being structurally critical, i.e. 
scrutinising and questioning. 
 
2.1 Research Position 
 
We believe that an objective reality exist, independent of the beholder. 
As a result we believe in the existence of an absolute and static truth 
waiting to be rationally assessed by ourselves as scientists. 
 
Our research in this thesis can be said to be mainly positivistic since our 
purpose is to integrate the concepts of buying behaviour and value with 
the concept of the product. The different concepts of products, value 
and consumer behaviour are something, which can be observed with our 
five senses or figured out logically; therefore positivism is the right 
direction for us. In doing so, we strive to reach a result which we can 
generalise. 
 
Essentially, positivism predominates in science and assumes that science 
quantitatively measures independent facts about a single apprehensible 
reality. In other words, the data and its analysis are value-free and data 
do not change because they are being observed. That is, researchers view 
the world through a “one-way mirror”.15  
 
Further, positivism argues that only that, which is measurable, is and 
should be the object of science and the purpose of science should be to 
explain, i.e. to search for connections between cause and consequence. 
Moreover, researchers must strive towards causal connections, which can 
be generalised. The approach distinctively repudiates every kind of 
speculation and scientific statements must always be verified by empirical 
data. Furthermore, a distinction between facts and speculations must 
always be made. The distinction is achieved by approaching the problem 
objectively.16  
 
Hermeneutics, on the other hand, can be defined as a study of what 
understanding is and how researchers should behave in order to achieve 
complete understanding of the problem. Furthermore, the understanding 
depends to a large extent on who makes the interpretation, what 

                                           
15 Helay & Perry, 2000. 
16 Lundahl & Skärvad, 1992. 
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perspective the scientist applies to the problem and finally, with in what 
language the interpretation is being made.17  
 
Moreover, hermeneutics is based on the assumption that man per se is 
subjective, which means that every individual has his or her own way of 
interpreting and understanding phenomena surrounding him or her.18  
 
Consequently, we believe that it is very hard to stay objective and value-
free, since already at the process of choosing a problem for the thesis, 
one has put personal value judgements into the discussion. As a result 
we cannot say that we are strictly positivistic even though we strive 
towards generalisations. Rather, our work is to a large extent positivistic, 
but with hermeneutic influences. 
 
 
2.2 Research Approach 
 
The nature of the investigation determines the research approach of the 
thesis. The different research approaches are deductive or inductive 
method, as well as, a qualitative or quantitative approach 
 

������ ����	
�������������	
���

 
Our research is based on already established theories from which we have 
created a theoretical frame of reference that we test in reality through 
empirical research. We impose our description of the concept of products 
and value in different companies. We found it appropriate to start in the 
theories because we wanted to obtain as much knowledge as possible 
before we began our empirical research. Consequently, our thesis is based 
on the so-called deductive approach. By studying the literature we gained a 
better understanding about the problem area. The theories have been the 
starting-point for our empirical research and they determined what was 
studied at the companies. Nonetheless, the empirical data has been 
collected in order to facilitate the understanding of our chosen theories, 
and not in an attempt to repudiate them, i.e. focus lies on the theoretical 
part of the thesis. 
 

                                           
17 Lundahl & Skärvad, 1992. 
18 Ibid. 
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We have set out to integrate the concepts of buying behaviour and value 
with the concept of the product. We have chosen to let our research 
method be of a qualitative nature, since we believe that this is the best 
approach in assessing these intangible factors, although we use some 
quantification in our research. 

According to the qualitative method, not everything can be made 
measurable. The method, as opposed to the quantitative method, enables 
the researcher to gather, analyse and interpret information, which cannot 
be transformed into numbers in a meaningful way. One of the most 
distinguishing characters of this method is the proximity between the 
researcher and the studied subject. Using the method, it is possible to 
study the problem from the inside, to see the problem from the 
interviewee’s point of view. Simply put, it allows the researcher to “walk 
in the interviewee’s shoes”. Consequently, the researcher can be very 
close to the subject and the interpretation and the analysis is subjective. 19  
 
When combining a qualitative approach with a positivistic view on 
science, it can be argued that the researcher might loose sight of the 
objectivity. But what is objectivity? According to Kvale20 there are many 
definitions on what objectivity is. One definition reads that objectivity is 
an inter-subjective unity, i.e. a subjective agreement upon what 
objectivity is. Since there is no such agreement upon what objectivity is, 
this absence of this general definition on objectivity reveals that 
objectivity is in fact a subjective term. Due to the many definitions of 
objectivity, a qualitative method cannot be objectively defined as being 
either an objective or a subjective method.  

                                           
19 Holme & Solvang, 1991. 
20 Kvale, 1997. 
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2.3 Research Method 
 

”A method is a tool, a way of solving problems and reaching 
new knowledge. Anything that can contribute to achieving 
these goals is a method. This does not mean that all methods 
are equally sustainable or can endure a critical review equally 
well.” 21  

������ �����������	
�� 

The empirical data in our thesis are obtained from two companies in the 
automotive industry. The sample selection had to be limited to two 
companies due to time and budget constraints. We also wanted them to 
be in the same industry to be able to make a more interesting 
comparison.  
 
We made a list of potential companies, which we wanted to contact and 
with the help from our department we were able to establish a contact 
with Saab. We contacted Porsche after having found the relevant 
information on Internet. The other respondents were found with the 
help of Porsche and personal connections respectively. 
 
 
2.4 Data Collection 
 
According to Lekvall and Wahlbin22 there are two kinds of data to 
support the research. First, there is primary data, which is collected for 
the specific research. Secondly there is secondary data, which consists of 
data that has been collected in another context than the given purpose of 
the thesis. Both sources will be accounted for in the following sections. 
 

������ ����������
��

In our thesis, the information is primarily obtained through interviews. 
First of all we contacted the companies to find out who was the most 
suitable person for us to talk to. We wished to talk to the person with the 
most experience of product and value at each company. After we had 

                                           
21 Freely translated from Hellevik out of Sjöström, 1998. 
22 Lekvall & Wahlbin, 1993. 
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described for them what we intended to study and our purpose with the 
interview, all of them were very positive and agreed on interviews. In 
total, we have conducted four interviews with six respondents.  

We used one telephone interview with a Saab owner, although telephone 
interviews can be equal to time limitations. Our motivation for doing a 
telephone interview is based on the fact that we had no possibility to 
meet the respondent in person. 

The strength of interviews is that we could target specific individuals 
within the field of our research problem to obtain the data needed. The 
kind of interviews that we have used is so-called semi-structured 
interviews, which is when the interviewers seek knowledge on relations 
between topics.23 We started the interviews by asking more general 
questions in order to get the necessary background about the companies. 
As the interviews carried on we continued by asking more detailed 
questions in order to obtain more in-depth data. In our interviews we 
based our questions on our frame of reference. We put them together 
into an interview guide (see appendix II and I), that we then followed 
throughout the interview.  

During the interviews we checked the correctness and accuracy in the 
given answers by posing follow-up questions. We did this because we 
wanted to obtain as clear and complete answers as possible. To be able 
to depict the respondents’ answers correctly and thereby give as adequate 
pictures of the companies as possible, we used a tape-recorder 
throughout the interviews. The duration of the interviews, conducted in 
Swedish, was between 45 and 90 minutes. 
 

������ ��	��������
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Secondary data is data, which has already been collected but in another 
context such as statistics and previous research results. One of the 
problems associated with the use of secondary data is that the 
information is not directly suited for the particular area of interest. Thus, 
it is difficult to estimate the usefulness and quality of the secondary 
data.24 Still, by using secondary data it is possible to display a larger array 

                                           
23 Lantz, 1993. 
24 Lekvall & Wahlbin,1993.  
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of sources. It is also a fairly inexpensive and easy way to gather 
information.25 
 
Secondary data is the second source of evidence we have used, in the 
form of annual reports, and other documents. Employees at the different 
companies have contributed with brochures, annual reports, and product 
descriptions. We have also visited the companies’ web-sites.  
Our secondary data, which served as a base for our frame of reference, 
mainly stems from the local university library in Linköping, which has 
been complemented by book and articles from the universities in 
Jönköping, Luleå and Stockholm. In addition, we have also used several 
thesis and articles found on and with the help of Internet. 
 
 
2.5 Validity and Reliability 

In order to be able to discuss the credibility of an essay, two terms are 
used: validity and reliability. Validity reflects the measuring instruments 
(e.g. a questionnaire) ability to measure what ever the scientist has set his 
or her mind to do, without any errors.26 In addition to this definition, 
Merriam 27 separates between internal and external validity. The internal 
means to what degree the study coincides with reality while external 
reflects how well the results can be used in other situations.  

Reliability in general, refers to the measuring instrument ability to give 
reliable and stabile results, calculated as the ability to withstand random 
factors. A method with high reliability would give the same results if the 
research were to be repeated. This is, of course, very hard to achieve, 
considering all the variables and factors surrounding scientists and their 
work.28 

When conducting qualitative research it is often difficult to ensure the 
validity and reliability, because usually more abstract subjects and 
variables are researched and also because personal experiences and 
perceptions are involved.29 Even though total validity and reliability is 

                                           
25 Eriksson & Wiedersheim-Paul, 1999. 
26 Lekvall & Wahlbin, 1993. 
27 Merriam, 1994. 
28 Ibid. 
29 Patel & Davidson, 1991. 
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hard to obtain, we have tried to make our thesis as valid and reliable as 
possible. 

������ �����	������ �����������!������

 
According to Lekvall and Wahlbin30, it is of uttermost importance to be 
aware of the different errors, which can occur and cause possible 
shortcomings of a study. The errors, which might have affected our 
thesis are summarised in figure 2:1, and will be more thoroughly 
investigated below. We will also describe how we have tried to avoid the 
occurrence of these errors. 
 
 
 
 
 
 
 
 
 
 
 

 
FIGURE 2:1 

SOURCES OF ERRORS 
 

!"Wrong Purpose 

The purpose of a study usually has its origin in an insufficient basis for 
decision. If the purpose is incomplete or poorly formulated the whole 
study can be misled. This is usually not revealed until the study is 
completed and the results are about to be implemented. 

At the beginning and also during the process of writing our thesis, much 
emphasis was put on the formulation of our chosen problem. During the 
journey, the definition of our problem has been refined along the way, 
with the help of having continuous communication with our tutor. 

                                           
30 Lekvall & Wahlbin, 1993. 
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!"Wrong Content 

This source of error occurs when the problem is not defined sufficiently 
or in an incorrect way. For example an unsuitable delimitation can result 
in a study that does not completely answer the intended purpose and 
that important factors have not been investigated. 
 
As mentioned earlier, our tutor has guided us along the writing process, 
together with our fellow students, who have helped us to reach the 
nucleus of the chosen problem. Moreover, we have constantly been 
assuring that our thesis has been following the fulfilment of our chosen 
purpose. 

 
!"Inferential Errors  

These types of errors are consequences of differences between the 
studied environment and the actual reality. They occur when it is not 
possible to investigate the whole target population and there is a need to 
generalise the results.  

Above errors are most likely to occur during survey studies, and as a 
result it is unlikely that our thesis has been exposed to these. Still, errors 
can occur when to much attention is given to a single person’s point of 
view. We have tried to avoid this by displaying a broad array of different 
authors and by using different kinds of sources when gathering data. 

 
!"Errors in Measurements 
 
When the procedure for measuring is not accurately used it can result in 
measures that do not coincide with the true measures of the studied 
situation. These errors in measurement can be divided into respondent-, 
instrumental-, and interviewer errors depending on what causes them.  
 
In order to avoid errors stemming from respondents feeling 
uncomfortable and stressed all interviews were made in the respondent’s 
environment. We also tried to avoid terms and expressions, which are 
mainly used in the academic world since we wanted to avoid biases and 
possible hostility. Both authors were always present during the interviews 
to make sure that the answers given by the respondents were understood 
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correctly. Additionally, the interviews were recorded and written down 
and later also approved by the respondents. 
 
!"Errors in Analysis & Interpretations 

These errors occur when the data is handled in an incorrect way or 
wrong conclusions are drawn from it. Subjective interpretations can give 
rise to halo-effects and centralisation-effects depending on if the 
information are interpreted positively or negatively respectively. 
 
As earlier mentioned, we believe that it is not possible to be fully 
objective and as a result the information we have gathered has probably 
been subject to both halo-effects and centralisation-effects. Still, it is 
difficult to establish to which extent these errors have occurred. 
 

������  "
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The external validity deals with the problem of knowing whether a 
study’s findings are possible to generalise beyond the immediate study, 
the problems of selecting a representative case or set of cases.31 
 
In our thesis we have conducted interviews of two companies, i.e. we 
have used multiple cases. The number of case studies might though not 
be enough for us to generalise the results on all companies in the 
automotive industry. The companies have also been chosen through 
subjective selection, instead of probability selection, which also limits the 
possible generalisation. However, in our thesis we emphasise the theories 
as a basis for generalisation. 
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Internal validity means to what degree the study coincides with reality. In 
this study the internal validity ought to be relatively high because of the 
interview-method’s ability to pose follow-up questions when 
uncertainties arise.32  
 

                                           
31 Yin, 1994. 
32 Lekvall & Wahlbin, 1993. 
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When measuring the reliability the researcher should ask himself: 
“Would I get the same or similar results if I were to use the same 
techniques repeatedly?”33  

We, ourselves, have handled and evaluated the gathered information 
from the companies, and we have tried to be as objective as possible, to 
ensure the reliability of this thesis. We also used a tape-recorder 
throughout the interviews, which helped us remember relevant 
information, and gave us the possibility to repeatedly listen to the 
respondents’ answers, in order not to make any misinterpretations.  
 
To repeat our investigation or interviews with the same interview guide 
and respondents might still not lead to the exact same results, since 
subjectivity is always involved in personal interviews. This is something 
beyond our control, and it could have affected the reliability of this 
thesis. 
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As presented above, our method has its weaknesses. Due to this fact, we 
feel that it is our responsibility to try to convey a trustworthy image of 
what is being explored and how we have proceeded in this quest for 
knowledge34. It is up to us to convince the reader with sound arguments 
and well-presented backgrounds.  
 
We believe that in displaying this entire methodology and all its contents 
we provide the readers with a tool, that they can use at their own 
discretion when reading our thesis. 
 
 
 
 
 
 
 

                                           
33 Wiedersheim-Paul & Eriksson, 1991. 
34 Patel & Tibelius, 1987. 
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C O N S U M E R  B E H A V I O U R  

This chapter aims to give the reader a basic understanding for 
what goes on in the consumer’s mind prior to, and after the 
purchase of a product. We will account for basic theories 
regarding wants and needs and explain to the reader how 
consumer behaviour serves as an important factor in the 
discussion about products and their value to the consumer. 

 
 
3.1 Why and How Do We Buy Things? 
 
Basically, the only reason person buy things, may it be goods or services, 
is because they want to. They want to buy it, but why? 
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We will start with a discussion by looking at Maslow’s35 hierarchy of 
needs, which addresses both psychological and physiological factors that 
influence the behaviour of individuals. In short, it comprises of need 
divided into five levels, which human beings show and strive to satiate. 
At the most basic level there is food, sleep and other physiological needs 
that humans require for their survival. The next level, the need for 
security, comprises the need for safety, physical as well as psychological. 
This could be law and order, stability, freedom, roof over one’s head etc. 
Continuing, there are social needs, such as love, understanding and 
interaction. It also includes the need to be loved and wanted by others. 

                                           
35 Robbins, 1999.  
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The need for appreciation is the fourth step, and this includes feeling 
appreciated by one self and others, and also a need of self-esteem. The 
last level is self-realisation, to be the best one can be.  
 
According to Maslow, one cannot reach the next level if the current one 
is not adequately fulfilled. However, Alderfer36 criticises this strict 
hierarchy and says that not everyone tries to satisfy needs in the same 
ways. Further he claims that one level of need does not have to be 
satisfied until one can move up in this hierarchy. Every individual 
prioritise as they see fit. We agree to this criticism, but we will use the 
pyramid as an example setting tool for the basic discussion of needs. 
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Maslow has given us the reason why people buy things. The theory of 
the individual decision-maker is based on an individual being subjected 
to cultural, social and personal factors38. However, all of these factors 
will not be explored in this section as we focus on the individual itself. 
We will shed light on how people reason when they buy these things. 
 
How do they reason? This is a question that marketing scholars have 
been trying to answer for many years. The answer lies partly within the 
discussion around individual decision making. We intend to probe into 
the minds of consumers to see how they process information, respond 
emotionally, and proceed to act. Several attempts to modify the model 
for consumer behaviour have been made, but the central premises 
remain as a basis for the neo-classic economic theory of consumer 
behaviour, which still is a dominant viewpoint. First, we will display 
some basic assumptions and mathematical equations in the following, 
rather theorised, section. 

                                           
36 Alderfer out of Mullins, 1989. 
37 Bagozzi, 1991. 
38 Kotler, 1996a. 
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We begin with the economic man, which basically builds on the 
following premises: 
 

1 People are rational in their behaviour. 
2 They attempt to maximise their satisfaction in 

exchanges. 
3 They have complete information on alternatives 

available to them in exchanges. 
4 These exchanges are relatively free from external 

influence. 
 
The goal of the theory of “the economic man” is to represent rules, 
which people follow in their everyday choices. The first premise merely 
asserts that people are assumed to follow criteria or rules when they 
decide to act. To be rational means to be consistent in one’s assessment 
and application of criteria to decision making. For example, if a 
consumer stated that she preferred apples to oranges, and oranges to 
grapes, then one might expect her to prefer apples to grapes when faced 
with a decision between the two. 
 
The second premise of this model state that people are motivated to 
maximise the satisfaction, which they anticipate, they will receive from 
goods and services. Given that people have limited resources and must 
therefore choose among all possible combinations of offerings, they are 
believed to do so in accordance with the goal of personal utility 
maximisation. This would imply that people buy goods and services, 
which best meet their needs and wants. 
 
The third premise is that people make their choices from goods and 
services they are aware of. The fourth and final premise, states that 
economic choices are not determined by outside compulsion – “the 
economic man” is believed to have the ability to choose freely among 
alternative courses of action. 
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Probing deeper into the discussion of consumer behaviour we find some 
further assumptions, using mathematical formulas. First, it is assumed 
that the consumption of goods and services is motivated by the utility, 
i.e. the basic human satisfaction that these goods and services provide. 
This can formally be written as: 
 
 
 
 
 

EQUATION 3:1 
 
Where U is utility; x1, x2, …, xn stands for the n different goods a person 
might desire; and u (x1, x2, …, xn ) is read “a function of the desired goods 
x1…xn. In writing, equation 3:1 asserts that a consumer’s utility is a 
function of the n type of goods she perceives to be available. It is then 
assumed that the consumer attempts to choose those goods that will 
maximise her utility. This will depend on the consumer’s tastes and 
preferences among the n goods. 
 
 
Secondly, the theory assumes that the choices of the consumer will be 
constrained by her resources. This may be expressed as: 
 
 
 
 
 

EQUATION 3:2 
 

Where I is the consumer’s money income; pi is the price of good i; and 
xi, for i = 1,2,…,n is as defined above. In words, equation 3:2 states that 
the total amount of money that a consumer spends on goods equals her 
income, and is sometimes called the “budget constraint”. 

ΣI
i =1

n
xi pi ,=

 

U = u (x1, x2,…,xn)
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Taking these two equations and using certain mathematical procedures, 
economists have shown that the demand for any good, xi, can be 
expressed by the following demand function: 
 
 
 
 

 
EQUATION 3:3 

 
For i ≠ j and where p is the price index, T stands for tastes, and the 
remaining symbols are as defined above. In words, the equation says that 
the quantity demanded for good xi is determined by the amount of 
income one has, the price of the good (i), the prices of other goods (j), 
and one’s tastes.  
The equation and the discussion about consumer preferences can be 
assessed more easily when looking at this model: 
 
 
 
 
 
 
 
 
 
 
 
 

FIGURE 3.1 
DEMAND FUNCTION FOR ANY GIVEN GOOD, CETERIS PARIBUS 

 
The model represents the meaning of the demand equation. Predicted 
effects from the variables constituting the demand for a certain product 
are shown as plus (+) or a minus (-), i.e. the higher the price of the good 
the lower the demand, thus a (-). The lower the price of a substitute 
good, the lower the demand of good x, thus a (+). These predictions are 
only valid if all other variables and unmeasured determinants are held 
constant, also called ceteris paribus, all things being equal. A short 
example, ceteris paribus: 
 

Income
I

Price of x
Px

Price of Substitute Z
Pz

Price of complement Y
Py

Tastes for X
T

Demand for Xi

+

-

+

+

-

Source: Bagozzi, 1991
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A cup of coffee, (x). The more income (I) one has, the more coffee one 
can drink (+). The higher the price of coffee (PX), the less coffee the 
person can drink (-). The more expensive the complement good cream 
(PY) he or she puts in their coffee, the less coffee their drink (-). Cheaper 
tea (substitute good) (PZ) means less coffee (+), and finally the more 
taste (T) for coffee one has, the more coffee one wants (+). 
 
Note that the economic model hypothesises the demand, which is said to 
be an unobservable phenomenon, as a function of above mentioned 
factors. The theory behind this hypothesis lies in the decision process in 
equation 3:1 and 3:2, i.e. the assumption that the consumer attempts to 
maximise her utility and is subjected to a budget restraint. One can “test” 
the theory indirectly by observing the results of this process, however 
the decision process itself is unobservable.  
 
Therefore, the economists creating these models have focused primarily 
on easily observable factors, such as income, and herein lie the main 
criticism – the models are oversimplified. They fail to consider many real 
psychological, social, and cultural determinants of demand. It is also 
considered to be too distanced from the real processes concerning 
choice and managers’ possibilities to influence consumer behaviour. 
 
On the positive side, on the other hand, they give all-embracing answers 
to why consumers buy what they buy (how consumers create utility for 
them selves), and how they make the decisions to satisfy needs within 
the budget constraint. 
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How can possessions be used to develop self-meaning or identity? When 
concern about one’s identity leads to a desire to require the meaning of 
an object, the following figure describes this process. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FIGURE 3.2 
USING OBJECTS TO SHAPE IDENTITY 

 
This may be for purposes of forging an identity, as in the case of 
adolescents or modifying an established identity, or when one takes on 
an important new role. According to the terminology of Wicklund and 
Gollwitzer40, if an individual’s self-definition is incomplete, i.e. not 
satisfied with how he or she perceives him/her self, the individual will 
then be motivated to use the symbolic properties of objects to enhance 
the self. Objects may be acquired for other reasons, perhaps simply to 
maintain consistency between an individual’s established identity and the 
visible products by which he or she is judged in society. Let us clarify 
this.  
 

                                           
39 Richins, 1999. 
40 Ibid. 

Concern with personal identityConcern with personal identity

A desire to appropriate meanings of objects
•Self-completion motives
•Consistency motives

A desire to appropriate meanings of objects
•Self-completion motives
•Consistency motives

Identify  and obtain object (s) with desired
meanings

Identify  and obtain object (s) with desired
meanings

Engage in transactions /ritualsEngage in transactions /rituals

Communicate the desired identity
•Juxtaposition
•Perceived harmony between object
  and possessor

Communicate the desired identity
•Juxtaposition
•Perceived harmony between object
  and possessor

Desired communication succeeds or failsDesired communication succeeds or fails

Source Richins, out of Holbrook, 1999.
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A commercial good possesses meanings that are widely shared and 
derive from a variety of sources – anything from advertising and 
information from existing users to experiences and social interaction. 
The consumer consciously or unconsciously identifies these products 
that have a set of desirable meanings and purchases these products. The 
young man wanting to experience what snowboarders in the 
commercials seem to feel might come to the conclusion that 
snowboarding possesses the desired image of adventure and freedom. 
This meaning, and other meanings associated with this activity may 
influence the individual and persuade him to buy the snowboard and all 
other accessories that are connected to the activity. Whether or not he 
succeeds in becoming a “real” snowboarder, we will address later. 
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Simply possessing an object may not be sufficient for that object to 
contribute to the person’s identity. The object must be linked to the 
individual in a meaningful way. This means that it is not until: 
 
!" the individual appropriates or controls the object for personal use 

or; 
!" the individual gains intimate knowledge of the object or if; 
 
!" the object was created by its possessor,  
 
that the object becomes linked to the self. There are several rituals that 
enable the meaning of the object to move closer to the individual, such 
as cleaning a newly acquired object or customising or personalising it in 
some way. This allows the user to take possession of the meaning of the 
good. Thus, the young snowboarder may clean his board, subscribe to a 
snowboarding magazine and practise using it on the nearest hill in order 
to come closer to the meaning of the product. 

                                           
41 Richins, 1999. 
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In some cases, it is enough for the individual to “communicate” in 
private with the object, if the possession is meaningful enough for the 
individual to obtain a sense of self-esteem and satisfaction. However, 
ours is a social world, and most people usually wish to communicate 
their desired identity to others and also to have this identity validated. 
This communication through possessions can be accidental or 
unavoidable. Clothing is an example, where everybody uses them and is 
judged by what they wear. Whether people want to or not, they make 
judgements about who people are, by their public possessions: by what 
others wear, the car they drive, the house they live in etc. This is what is 
called meaning transfer; i.e. the meaning of the product transfers to the 
user and in the public’s opinion the qualities of the possession equals the 
individual’s. 
 
Meaning transfer occurs when juxtaposing a meaningful object with a 
neutral object, but only if there is a special harmony between the user of 
the product (neutral object), and the product itself (meaningful object) 
and that the viewers perceive this. If an individual acquires a product 
with a meaning that is in strong opposition to the other characteristics of 
the individual, the desired image or identity might fail. This failure may 
create a reversed effect and expose the individual’s uncertainty and even 
emphasise the lack of self-esteem. 
 
The final stage of this process is a feedback loop that partly consists of 
self-perception, as in ”is this really me” or “this is really me!” This self-
perception can also be bolstered (or not) by the public’s opinion, and the 
individual seeks information from others about how they are perceived – 
about the success or failure of their attempts to create this meaning 
transfer from the object to the individual. They are interested in knowing 
whether or not their use of a meaningful product convinces others, and 
accept the desired image as valid. 
 
If so, their personal perception of their own identity will be somewhat 
altered and they come to view them self as others now view them, 
partially as a result of using the object in question. 
 

                                           
42 Richins, 1999. 
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The meaning of the product for the individual can also be altered by 
external or internal phenomena. Our society is in constant flux and the 
fluidity in meaning is affected by our entire society through media and 
our social life, to mention some change agents. A possession once in 
harmony with one’s sense of self, may take on a new meaning after 
similar objects are acquired by other social groups in society, whose 
values or behaviour are in opposition to the values of the owner of the 
object. For example, the executive wearing an expensive watch may feel 
that it looses its value or meaning somewhat, if he or she sees the 
identical watch on the arm of the local supermarket cashier.  
 
In short, individuals consciously or unconsciously buy products to fulfil 
needs, physiological or psychological. People buy and use products to 
create, shape and express themselves. Individuals also seek the approval 
of others, some more than others do. We will now take a closer look on 
what a product could be considered to consist of, according to marketing 
literature among other. 
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T H E  P R O D U C T  

 
This chapter begins with a discussion regarding what a product actually 
can be said to be. After that, we present some authors and their views, 
followed by a review of the product concept. In conclusion, 
complementing ideas on the concept will be introduced. The reader will 
be guided through the complexity of the concept, and we shall provide a 
careful definition of the concepts in order to create a further 
understanding of what a product is.   
 
 
4.1  An Introduction 
 

“anything that can be offered to a market to satisfy a need or 
want”43  

 
This is the definition of a product according to Kotler. Another, more 
extensive definition is given by Brassington & Pettitt44:  
 

“A product is a physical good, service, idea, person or place 
that is capable of offering tangible and intangible attributes 
that individuals or organisations regard as so necessary, 
worthwhile or satisfying that they are prepared to exchange 
money, patronage or some other unit of value in order to 
acquire it.” 

 

                                           
43 Kotler, 1996b, p 430. 
44 Brassington & Pettitt, 2000. p 262. 
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A product normally suggests a physical thing, as a pair of glasses, a 
telephone, or a car. However:  
 

“A product is not limited to only physical objects – it extends 
to anything being capable of satisfying a need 45.  

 
According to Kotler46, a lot of products are bought because they provide 
people with some sort of benefit. In using the terms goods and services a 
distinction can be made between a physical product and an intangible 
one.  
 
A service is described as an activity, benefit or satisfaction. Services are 
intangible, inseparable, variable and perishable and since service is 
consumed immediately, it requires far more quality control, supplier 
credibility and adaptability. An example of a service could be a trip to 
Bali with Lufthansa or sending a case with a delivery company such as 
DHL.  
 
The customer in several other ways, such as persons, places, 
organisations, activities and ideas can gain benefits. People choose a 
certain movie at the cinema, not just any one, but because it contains 
certain characters or stories. One travels to the holiday resort of one’s 
choice. Some people climb mountains and others build little boat 
models. Consequently, a product is basically the packaging of a problem-
solving service. The term product thus covers physical goods, services 
and every other vehicle that can deliver satisfaction of our needs and 
wants.  
 
Leaving the services behind, goods can be divided into non-durable 
goods and durable goods. The non-durable good is a tangible product 
normally consumed in one or a few uses. Examples include pens, 
handkerchiefs and wine and are consumed fast and purchased frequently. 
The durable good is one that lasts many more uses, and consequently 
being bought less often and that normally are far more expensive than 
non-durable ones. Examples include computers, houses and cars.  
 
A distinction between consumer goods and industrial goods can also be 
made. Consumer goods are bought by final customers for personal 

                                           
45 Kotler, 1996b, p 430. 
46 Kotler, 1996b. 
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consumption and industrial goods are bought for the industry by the 
industry.  
 
We have now briefly established the different meanings of a product in a 
modern sense. We will now further disassemble the term and explain to 
the reader the different meanings of a product, and how a product can 
be viewed as more than just a physical object. In order to fully 
understand how and why the product concept looks as it does today; we 
will show how various authors have treated the different characteristics 
included.  
 
 
4.2 Levitt’s Views 
 
Levitt47 affirms that the most important task of all business is creating 
customers. This is conceived through assessing the customers 
consumption pattern and aiming for creating sales systems i.e. marketing 
the profit customers can gain from buying the product. Pain relievers 
have been marketed with slogans like “effective but will not upset the 
stomach”48 In other words, finding a way of triggering a buying 
behaviour with some other quality that in itself is not related to what 
need the physical product originally is supposed to satisfy. 
 
Levitt states that  
 

“We live in a time when our perception of a product or a 
service must be completely different from before.” 49  

 
He continues:  
 

“It is not so much the physical, central thing itself that is 
decisive, rather the customer-satisfying factors surrounding 
the product.” 50 

 
Levitt recognises that since the product contains more than just physical 
attributes, it is not only the technicians’ task to create the product but 
also the marketers, thereby integrating the levels of the company. The 

                                           
47 Levitt, 1971. 
48 Bagozzi, 1991. p.138. 
49 Levitt, 1971. p 22. 
50 Ibid. 
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product must not only be constructed by the engineers but also planned, 
and marketers should be involved already at the production stage.  
 
Levitt stated that the “new competition”, i.e. in the 60´s and 70´s, was 
not between what companies produced but what they added to their 
factory output in the form of packaging, services, advertising, customer 
advice, financing, delivery arrangements, and other things people valued. 
Even though the author gives no extensive explanation of the 
characteristics or how they could create value for the customers, he 
recognises the important phenomenon. 
 
Levitt mentions design, packaging, price, advertisement and distribution 
channels as some of the characteristics connected to the product itself. 
He stresses that the distribution of the product is crucial for the 
customers perceived value of the product, and that it is the salesman that 
ultimately convey the company’s “message” to the client.  
 

 
4.3 Kotler’s Views 
 
Kotler’s51 view on the product concept consists of three levels: tangible 
product, extended product, and generic product. The tangible product is 
viewed as the central feature of the product, representing the physical 
product offered to the buyer. This is what immediately was recognised as 
the thing sold. Placing the tangible product in the centre clearly indicates 
a production-oriented view on production. 
 
The extended product, is the tangible product along with the whole 
cluster of services that accompany it. A computer, apart from being a 
machine, comes with software and certain support and service and even 
guarantees. Still, Kotler52 acknowledges that IBM’s outstanding position 
in the 70´s was in part due to its early recognition of what customers 
really wanted – systems to solve problems.  
 
Finally, the generic product is the essential benefit that the buyer expects 
to get from the product.  
 

                                           
51 Kotler, 1972. 
52 Kotler, 1984 
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“The housewife purchasing lipstick is not buying a set of 
chemical and physical attributes: she is buying beauty.” 53 

 
Kotler’s early ideas on what appeased customers needs in the product 
concept was called the generic product and surrounded the tangible and 
extended product, came farthest out in the product model. Kotler made 
some rearrangements in the product concept and the generic product 
changed name to core benefit and was considered to be the heart of the 
concept, i.e. Kotler later puts the needs of the customer in focus.54 He 
also changed the name on the extended product to intangible product, 
that now encircled the core benefit and the tangible product. 55 
 
It is the company’s most important task to find what kind of benefit the 
customer seeks – the company must find a way to “benefitise” their 
products and let the strategy evolve from this benefit rather than the 
features of the product. This is what IBM quickly understood so they 
offered the customer – a computer (tangible product) that provided the 
customer with a system (extended product/intangible product) to solve 
their problems (generic product/core benefit).56 
 
 
4.4 Linn’s Thoughts Regarding the Product 57 
 
In more recent books of marketing the notion of the product concept 
changes a bit. The concept becomes more and more diverse. Linn 
presents his ideas on “the meta-product”, and introduces his 
interpretation of the concept.  
 
He considers the product from two points of view – the producer’s and 
the consumer’s. When looking at the product from a producer’s point of 
view, the central aspect of the concept is the physical product. It is an 
offer in itself, and comes with a price. Included in the product concept 
are also the sociologically created characteristics, such as image. When 
viewing the concept through the eyes of the consumer, it is somewhat 
different. The most central aspect of the concept is the consumer’s basic 
need. He or she then has some expectations on the offer and is willing to 

                                           
53 Kotler, 1972, p.242. 
54 Kotler, 1984. 
55 Ibid. 
56 Ibid. 
57 Linn, 1985. 
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pay a certain price. Desires of sociological and psychological nature are 
also included in the peripherals of the concept. 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
Linn’s58 thoughts on the “meta-product” are similar to Levitt’s59 
thoughts regarding where competition between companies lies. There are 
further similarities with what Kotler60 thought to be the extended 
product, i.e. the intangible features of the physical product.  
According to Linn61, the mere name, and also symbols connected to the 
product, creates a pre-understanding and expectations of what the 
product could achieve, the invisible features people connect to it – this is 
what he calls the meta-product. 
 
Moreover, it is impossible to view a product objectively, since it is 
customers, as subjective beings, that perceive the product. He stresses 
the importance of understanding that there is a discrepancy between 
producer’s “objectivity” in production and customers “subjectivity” in 
consumption. Further, he states that the only way to create a successful 
product is through analysing how the consumer’s perceived value of the 
product matches his or her conscious and unconscious needs, and find a 
product that fits the match. 
 
 

                                           
58 Linn, 1985. 
59 Levitt, 1969. 
60 Kotler, 1972 
61 Linn, 1985. 
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4.5 A Review of the Product Concept 
 
After having looked at some basic assumptions regarding the product, 
we will now continue with a description of how some authors62 have 
chosen to explain the product concept, both in words and in pictures. 
However, in order to facilitate the understanding of the concept, we 
have chosen to condense the various views on the concept into one 
summarising description. A conceptual explanation of the levels and 
what the model stands for will accompany this.  
 

������ !���&���������	
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As the reader probably has understood by now, buying things is always 
about appeasing an individual need. If a person is hungry he or she will 
hungry buy food, but what they actually are buying is the feeling of 
satisfaction after you have eaten. People buy houses to live in so that 
they can feel safe and secure, not because they need a house, but because 
they have a need for security. People spend time with people they love 
because they have a need for interaction, not just for the idea of 
spending time with other human beings. Finally, when individuals have 
done all this, they can to start fulfil their dreams – to be what ever they 
are capable of being.  
 
Also called the core benefit or core service, this is what the customer 
really wants to satisfy. The customer does not buy a camera just to get a 
mechanical box, but to satisfy a need of nostalgia, even immortality. As 
discussed earlier, everybody has needs that they try to satisfy, and 
different products offer different solutions to these needs. An example 
could be the hole in the wall one gets when using a brand new Black & 
Decker drilling machine. The machine in itself is hardly of any value, 
what the customer wants is the hole. Being able to make this hole is the 
core benefit of the machine. 
 
Products are bought to satisfy needs and it is up to the companies to 
track down these various needs and transform them into a suiting 
solution. This solution is what is called the physical, or tangible product. 
 

                                           
62 Cateora, 1991; Palmer, 2000; Kotler 1984-1996; Brassington & Pettitt, 2000. 
63 Kotler, 1984. 
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At the second level, the core need must be converted into a tangible 
product, a task that falls into the hands of the product planner65. The 
level has many names, and when looking at different authors, we have 
found these, among others: 

 
The secondary level product 66; Packaging component 67; Tangible 
product 68 and Extended product 69. 
 
The various authors have included more or less the same characteristics, 
and the contents of them have been in accordance with each other. 
However, in order to simplify the explanation of the different terms, we 
will mostly use the term tangible product, as we find the term intuitive in 
its nature. Included at this level of the product model are the packaging 
and styling of the product, its features, quality, and brand name. Kotler 
exhaustively explains the characteristics70 and further descriptions are 
also offered by other prominent authors.  
 
 
Features71 
 
Features are “things” that come with the product and that can be 
changed to enhance or improve the product. Said to be the competitive 
tool for companies, the concept of features is best explained by first 
looking at a product at its most basic level, the “stripped-down” or 
“bare-bones” product. The company then adds more and more features 
to the product, thus creating a more and more advanced product and 
also permitting the company to charge higher prices. A camera can have 
a built-in flash, and a television set can come in stereo. Each extra 
feature has a chance of capturing the attention and liking of additional 
buyers. 

                                           
64 Kotler, 1984. 
65 Kotler, 1986. 
66 Palmer & Adrian, 2000. 
67 Cateora, 1990. 
68 Bagozzi, 1991. 
69 Mercer, 1992. 
70 Kotler, 1984. 
71 Ibid. 
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Quality72 
 
Even though there is no agreement on a definition of product quality, it 
can be defined as the “the rated ability of the brand to perform its 
functions”73, and is the summary term of the product’s durability, 
reliability, precision, and other valued attributes. In developing a product, 
the manufacturer has to choose a quality level that will support the 
product’s intended position in the target market. Some values can be 
measured objectively e.g. quality in telephone production measured in 
erroneous telephones per one thousand produced, or the corrosion 
tendency of a car measured in years, but must also be measured in terms 
of buyer’s perception of quality. The different tastes and expectations of 
all individuals affects the judgement of quality – what one person likes, 
someone else dislikes. 
 
Having established that quality can have many different meanings, we 
round off the discussion by simply saying that the level of quality is 
consciously set by the company and is only one of the ways of conveying 
value to the customer. 
 
 
Packaging and Style74 
 
Its designers decide the distinctiveness of the product. The style, or 
design, could be considered as one of the ways to market the product. 
Some authors have stated that exciting design can be said to be 
exception rather than rule, and that most companies lack a design touch. 
However, we know that this is not quite true. New computers (iMac), or 
new cars (Ford Focus) – can serve as prime examples of designed goods.  
 

“You never have a second chance to make a first impression”75 
 
The product’s packaging is the first thing customers see, and judge. Most 
physical products offered to the market are often packaged in one form 
or another, defined as an activity of designing and producing the 
container or wrapper for a product. This packaging can play different 
roles to different products, and be either very important (e.g. perfume 

                                           
72 Kotler, 1984.  
73 Kotler, 1984. p 479. 
74 Kotler, 1984.  
75 Unknown. 
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bottles, cars), or completely irrelevant (e.g. inexpensive hardware items). 
Developing an effective package for a new product requires a large 
number of decisions since the company must establish a packaging 
concept. It defines what the packaging really should do or be for the 
product. For instance, if it should be only protective, environmental-
friendly, purvey some message from the company and the like. The 
concept includes decisions on size, shape, materials, colour, text, and 
brand mark. As the reader can imagine, the amount of decisions to be 
taken is immense, and the correct packaging concept could prove to be 
vital for the company.  
 
Brand 76 
 
Historically, most products went unbranded. The goods were sold 
directly from the barrels, bins and cases at the market. There was no way 
of identifying the supplier. Kotler provides a short definition of how a 
brand can be defined:  
 

Brand: a name, term, sign, symbol, or design, or a combination of them, 
which is intended to identify the goods or services of one seller or group 
of sellers and to differentiate them from those of competitors. 
 
Brand name: that part of a brand, which can be vocalised. 
 
Brand mark: the part of a brand, which can be recognised but cannot 
be uttered, such as a symbol, design or distinctive colouring or lettering. 
Example is the playboy bunny. 
 
Trademark: a brand or part of a brand that is given legal protection for 
the seller’s exclusive tights to use the brand name and/or brand mark. 
 
Copyright: The exclusive legal right to reproduce, publish and sell the 
matter and form of a literary, musical, or artistic work. 
 

Today, branding has grown so strong that hardly any product goes 
unbranded77. It is important for the producers to realise that the brand 
therefore carries a message to the consumer, from the company. Partly, 

                                           
76 Kotler, 1984. 
77 Brassington & Pettitt, 2000. 



 The Product 

39  

this message is what Linn78 considers to be the meta-physics of the 
product, the immaterial values. If a consumer feel strongly for a product, 
the name of it will simply give the customer a feeling of security – he or 
she knows what it stands for, and the customer has created his or her 
own “meta-product”, the psychological desires around the “real”, 
tangible product.  
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We have now accounted for the first and second level of the product 
concept, the core product and the tangible product. In this section we 
continue with the final stage of the product analysis. 
 
The third level includes intangible features that exceed normal standards, 
and it goes beyond the customers’ expectations and consequently raises 
this product above other. The level is called the augmented product, and 
includes a wide variety of characteristics. 79 
 
Retrospectively, the competition was considered to be won over with 
new inventions and with short time-to-market intervals 80. Nevertheless, 
some authors early recognised a rise in numbers of new customers when 
increasing additional advantages to the existing product81, i.e. augmenting 
the product. These ideas are found at the third level of the concept of 
the product. Authors such as Bagozzi82, Palmer83 and Kotler84 mention 
several intangible values that aim to increase the benefit that the person 
receives or experiences in obtaining the tangible product  85.  
 
Avlonitis86 claims that the augmented product is the totality of benefits 
that the buyer receives or experiences in obtaining the physical product. 
Palmer87 states that it is at this level the companies today differentiate 
one particular product from its competitors.  

                                           
78 Linn,1985. 
79 Palmer, 2000. 
80 Kotler, 1984. 
81 Levitt, 1971. 
82 Bagozzi, 1991. 
83 Palmer, 2000. 
84 Kotler, 1984, 1996b. 
85 Kotler, 1980. 
86 Avlonitis, 2000. 
87 Adrian & Palmer, 2000. 
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Kotler88 declares that the characteristics at this level are installation, 
after sale service, warranty and delivery and credit. Kotler gives no 
detailed explanation, but states that if marketers want to become 
successful in creating products that consumers really want, they have to 
look at the consumers consumption pattern, i.e. the complete use the 
client has of the product.  
 
 
 
 
 
 
 
 
 
 
 

FIGURE 4.3 
KOTLER’S PRODUCT MODEL 

 
4.6 Alternative Views on the Concept 
 
After having presented the review of the product concept, which is 
shared by several different authors, we will continue with some different 
views on the product. Their ideas are somewhat different to the above-
presented concept, and they shed further light on how a product can be 
perceived by both customers and companies. 
 
Cateora89 introduces several additional characteristics of the product 
concept. His product model consists of three different levels, but there 
are some differences in both structure and in the names of the different 
levels. The model has a more production-oriented view and 
consequently the core of the model is not considered to be the need of 
the customer. Instead it is the product’s physical features, such as design, 
functionality and the “thing” containing essential technology that 
constitute the central part of this product model. At the next level we 
find the packaging component, including features, labelling, trademarks, 
brand name, quality, price and other aspects of a product’s package.  

                                           
88 Kotler, 1983. 
89 Cateora, 1991. 
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The support service’s component includes repair and maintenance, 
instructions, installations, warranties, deliveries, and the availability of 
spare parts. According to Cateora & Graham a product can be great, and 
the marketing programme can be a success, but if adequate attention is 
not given to this final level of the product, mentioned programmes will 
eventually fail. When looking at later editions (1999) of the same model, 
the only difference from earlier ones is that there is a legal feature 
introduced 90. 
 
Let us look closer on the levels of this product model. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FIGURE 4.4 
CATEORA & GRAHAM’S PRODUCT MODEL  
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So far the core component has mostly been related to some sort of need 
that the customer feels. Transforming this need into a solution has been 
the product manager’s job. In Cateora’s91 model the “core” instead 
means the structure of the product, with its technology and function in 
focus. The fact that the core consists of the essentials of the product, i.e. 

                                           
90 Cateora & Graham, 1999. 
91 Cateora, 1991. 
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in terms of components and function, implies that this is the hardest part 
to change. However, it is these changes that allow companies to satisfy 
local preferences. Major adjustments in the platform of the core 
component may be costly because changes in the technological aspect 
may involve changes in production technology and processes and thus 
require capital investment. According to Cateora & Graham92, changes in 
the core component could for example be the taste of a beverage. 
Functional features can be added or eliminated depending on the market 
e.g. in markets where hot water is not commonly available, washing 
machines have heaters as a functional feature, thereby changing the 
product but not the result. 
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As with the core component, the importance of each of these elements 
in the eyes of the consumer depends on the need that the product is 
designed to serve.  
 
Packaging components, also known as the tangible product94, frequently 
need changes. This could include changes for countries that require 
bilingual labels, or that forbid foreign languages on their labels. Size must 
also be taken into consideration. Many poor countries could not afford 
“normal-size” packages, but only half-size or maybe quarter-size. Care 
must be taken so that trademarks and other parts of the packaging 
component do not have unacceptable symbolic meaning. Manufacturers 
should give translations of brand names and colours. One example is 
when car manufacturer Chevrolet introduced the new “Nova” on the 
Spanish market. The only problem was that “No va” means, “Does not 
work” in Spanish. These observations clearly indicates that producers 
were looking for ways to sell their products by principally looking at 
what the customers needed and valued as interesting. 

                                           
92 Cateora & Graham, 1999. 
93 Ibid. 
94 Bagozzi, 1991. 
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At this level lie the characteristics that are not directly related to the 
physical product, such as warranty or instructions. Similar content has 
been found in previously treated models but what is new? Introduced are 
spare parts and instructions. Spare parts could maybe be classified as 
Kotler’s95 after sale service and instructions might be a part of what 
Kotler defines as delivery or installation meaning that the features are 
not new, but simply have been given different names. 
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There have been some variations of the product model, with more or 
less than the three levels core, tangible and augmented product, and with 
various contents. According to Brassington & Pettitt96 there is the level 
of the potential product, that acknowledges all the augmentations and 
transformations that the product might ultimately undergo in the future, 
i.e. what the product could and should be in the future.  
 
Or only two levels minted by Zikmund & d´Amico97 as they discuss the 
primary and auxiliary dimensions of the product. A closer look 
however, reveals that this model contains more or less the same 
characteristics as the previous. Further there are authors, Bagozzi98 
among others, who slightly vary their design of this product model, 
which we will treat later in this chapter. Nevertheless, the general views 
on the model stays consistent in between them.  
 
 
4.7 Connecting Utility to the Product 99 
 
So far, we have treated the product as a physical and intangible object, 
providing the user with a satisfaction of a need. We move on with 
looking at other aspects regarding the product concept. Below, we will 

                                           
95 Kotler, 1984. 
96 Brassington & Pettitt, 2000. 
97 Zikmund & d´Amico, 1993. 
98 Bagozzi, 1991. 
99 van Raaij, 1975. 
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introduce an alternative view on the product as a supplement to the 
previously mentioned product concept. 
Van Raaij offers an interpretation of a product concept. It somewhat 
differs from the previous displayed ideas but still recognises that a 
product is a bundle of commodities or benefits for the consumer. The 
good possesses some characteristics that give rise to consumer utility. 
Thus, the customer’s choice is a choice from a collection of 
characteristics, or attributes, of the physical product. F. van Raaij states 
that there are nine kinds of product attributes: 
 
• Objective attributes, that are objectively present. 
 
• Subjective attributes, with an objective counterpart in the 

product: the psychological perception of a physical 
attribute. 

 
• Perceived attributes of the product as marketed, i.e. the 

brand with its image, distribution, availability and 
service. 

 
These three main classes of attributes may in turn be divided into three 
classes of measurement levels, so that nine groups of product attributes 
are generated: 
 
• Continuous attributes, that have a theoretically unlimited 

number of attribute levels. Physical and chemical 
properties of a product may have a large number of 
attribute values such as power of an engine or the 
composition of a drug. 

 
• Discrete attributes, that have a limited number of 

attributes. The engine has 4, 6, 8 or 12 cylinders, or the 
product can only be obtained at a discrete number of 
stores. 

 
• Dichotomous attributes, which have only two attribute 

values: present or absent, high or low, with or without. 
Examples could be the book illustrated or not, a camera 
with built-in flash or not. 
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These attributes are displayed in the matrix: 
 
 
 
 
 
 
 
 
 
 

FIGURE 4.5 
A PRODUCT’S ATTRIBUTES 

 
W.F. van Raaij also illustrates the relationship between a product’s 
attributes and the consumer benefit or utility derived from the attribute. 
The relationship may have three functional forms. 
 
• Monotonous function, the more of the attribute, the greater the 

benefit, e.g. the better the service of a company or store, the 
better off is the consumer. (figure 4.6) 

 
• Single-peaked function, a certain attribute level gives a greater 

benefit to the consumer than lower or higher attribute levels. A 
medium level of carbonation in a soft drink is preferred to a low 
or a high level. (figure 4.7) 

 
• An example of a two-peaked function is hot tea and ice tea. They 

are both preferred to lukewarm tea. (figure 4.8) 
 
Note that, in general, two transformations are needed to come from an 
“objective” product characteristic to its benefit or utility for the 
consumer i.e. having any use for the product. 
 
First a “psychophysical” transformation: the relationship between an 
objective product property and its perception by the consumer – my 
house is beautiful. The second transformation is the relationship 
between a perceived attribute and its utility or benefit for the consumer – 
I get happy from looking at my beautiful house. In general this 
transformation is monotonous or single-peaked – the more beautiful the 
house is, the happier I am.  

Attributes Continuous Discrete Dichotomous
Objective Physical /

Chemical property
Number of components Product  feature present or

not
Subjective Perceived product

quality
Perceived package
composition

Perceived product newness

Perceived Product  image Perceived availability Fashionable or not
Source: van Raaij, 1975.
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A final note on these functions is that it is naturally a question of 
preferences, some like bitter beverages, and some like it sweet and 
consequently it is impossible to make an accurate generalisation. Here 
follows some possible ways of interpreting the utility function.  
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4.8 Connecting “meaning” to the Product 100  
 
In accordance with van Raaij101, Bagozzi offers an additional view on the 
product concept. In his book Principles of Marketing Management, he 
explains the product from what can be seen as the individual customer’s 
point of view. He begins with analysing the product from a philosophical 
perspective.  
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There are three elements of which the product consists: the physical 
product, the words and symbols used to represent the product, and the 
meaning of the product for the individual. The simple picture with its 
complex meanings describes what goes on in the mind of the consumer, 
unconsciously or consciously.  
 
Each circle represents an idea or feeling in the consumer’s mind. Every 
product’s physical characteristics, name and meaning project images to 
the person experiencing it. Moreover, each circle corresponds to, or has 
a referent in the outer world.  
 
 
 
 
 
 
 
 
 
 
 
 
 

 

FIGURE 4.12 
AN INDIVIDUAL’S COGNITIVE EQUILIBRIUM 

                                           
100 Bagozzi, 1991. 
101 van Raaij, 1975. 

The Physical
product

Words and Symbols
used to representthe
product

The Meaningof
the product for
the person

Source: Bagozzi, 1991.
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The relationships between the “real” physical world and its experience as 
represented in the internal mental world determine what actions a person 
will take in relation to the product, if any. Within the mind of the 
consumer, each product has a representation such as shown in the figure 
4.12. At any one point in time, the representation is fixed in content and 
achieves a temporary cognitive and emotional equilibrium.  
 
As soon as an external stimulus changes (e.g. a new physical attribute is 
added to an old product or a message is used to transmit a new meaning 
of the product), then this internal equilibrium of the mental 
conceptualisation will be upset. This may result in a change in the way 
some or all of the elements of the product are perceived (e.g. shifting 
from liking to disliking the product), or it might stimulate action to 
relieve the imbalance (e.g. testing other products).  
 
Still, an existing product representation might also change through 
internal physiological, emotional, or cognitive processes. The important 
point to recognise is that the internal mental representation of a product 
intervenes between external or internal stimuli, on the one hand, and 
actions in relation to the product, on the other. Marketers try to adjust 
their product offerings, messages, prices, and the like, to have a specific 
impact on the mental and feeling processes of consumers and ultimately 
on behaviour.  
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Bagozzi also presents a version of the physical product model. It 
comprises some of the ideas we have already accounted for, but some 
things have changed. Among others, the customers need is not depicted 
in the model. However, Bagozzi clearly analyses the meaning of the 
product to the consumer as described above. 
 
The model is presented on the following page in order to get a better 
understanding. 
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FIGURE 4.13 
BAGOZZI’S PRODUCT MODEL 1991 

 
There are several characteristics at the tangible level of the product and 
they are all possible to detect with one or more of our senses. We can 
not consider them to be new concepts as they have been included in e.g. 
the core component (design- and functional features) in Cateora’s 102 
product model. Instead, Bagozzi now makes them more explicit. The 
tangible attributes of the product need no further explanation. However, 
some new characteristics at the intangible level are workmanship, 
prestige, aesthetics and utility. There is no explanation of these new 
characteristics, but we assume that workmanship is related to ideas of 
quality and aesthetics related to design features. Utility we interpret in 
consistency with van Raaij’s ideas (see section 4.7) and will be further 
dealt with in chapter 7, the analysis.  
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In conclusion, we observe that this is the first explanation of the product 
concept to include image and prestige among the characteristics. Image 
is defined as:  
 

“The way an individual or a group sees an object is called its 
image”103  

 

                                           
102 Cateora, 1991. 
103 Kotler, 1983.p 247. 

Utility

Style

Brand nameFuture service
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Warranty
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Package
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Source:Bagozzi, 1991.
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Neither earlier versions of the concept, nor this, have formal 
explanations of image or prestige in immediate connection to the model, 
however brand name104, quality and foremost packaging 105 are 
frequently described as having a great impact on the customer’s 
recognition and perception of the product, thus touching both the image 
and prestige concepts. 
 
A package produces reactions from customers, and these stimuli effects 
can be explained in two ways: verbal and non-verbal (e.g. image). The 
verbal effects of a package occur through the brand name, logo, product 
description, and so on, appearing on the surface of the package or 
product. The non-verbal effects of packages and products are 
transmitted primarily through the shapes and colours used. 106  
 
In conclusion, more and more information on the product concept and 
of what possible characteristics it may contain emerges. Still, few authors 
seem to analyse what these “new” characteristics imply for the product 
itself or the meaning they have for the consumer. 
 
Let us now continue with a closer look on the concept of value. 
 
 
 
 
 
 
 
 

                                           
104 Mercer, 1992. 
105 Brassington & Pettitt, 2000. 
106 Bagozzi, 1991. 
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V A L U E  

 
In this chapter we explore among the ideas on value. Since we want to 
understand what the concept implies and how it correlates with the 
concept of the product and consumer behaviour, we have striven 
towards creating a broad “picture” of the subject. We will begin with a 
general description of the concept of value and then account for two 
different approaches. 
 
 

“ Value is an amount, as of goods, services, or money, 
considered to be a fair and suitable equivalent for something 
else; a fair price or return”107 
 
”Value is the monetary worth of something” 108 
 
“Value is the worth in usefulness or importance to the 
possessor; utility or merit” 109 
 
“ Value (added) is something, such as an item of equipment, 
that has been added to a product by a marketer or distributor 
to warrant a mark-up in the retail price” 110 

 
 

                                           
107 www.dictionary.com, 14.12.2000. 
108 www.m-w.com/netdict.htm, 14.12.2000. 
109 www.dictionary.com, 14.12.2000. 
110 www.m-w.com/netdict.htm, 14.12.2000. 
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The above definitions of value offer a first impression of what value is. 
Apparently, value can be defined in many different ways and more 
importantly; it appears to be either a subjective or an objective term, 
depending on the base of the value. The monetary worth of a bank 
account can serve as an example of value as an objective term, whereas 
the value of having a bicycle relative to having a motorcycle can be seen 
as a subjective term.  
 
In addition, there are two fundamentally different views on value, which 
are not displayed above. One refers to value as something, which is 
perceived by the customer, whereas the other regards value as something 
produced or created by the company.111 
 
This chapter will start with a look at two ideas, which treats the 
production or creation of value and continues with different approaches 
on the notion of value, as something perceived. 
 
 
5.1 Value Added – the Key to Prosperity 
 
Wood112 treats the concept of value as a form of wealth generated by the 
efforts and an ingenuity of mankind. For example, a man goes into the 
forest and cuts down a tree. He converts it into a house, furniture or 
other articles for his own use. By doing so he adds value to the raw 
materials provided by nature. The same thing is done by the businesses 
in society. A company converts input into products, which can be sold 
for more than the cost of the raw materials and other purchases. 
Consequently, added value is a way of measuring business performance 
and manpower productivity. 
 
This kind of value can also be generated without involving any or little 
material. A hairdresser adds value by offering a service for which the 
customer pays. In terms of a service, the measure of added value is not 
the effort that has gone into the activity; it is determined by the 
satisfaction of the customer, not by the work of the producer.  
 
However, if there is neither profit nor loss, it is difficult to establish 
whether the added value created is greater or less than the total sum of 

                                           
111 Olve et al out of Onyango & Wahlström, 1998. 
112 Wood, 1978. 
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the costs involved. Thus, according to the author’s definition, added 
value can only be discussed within industry and commerce.  
In terms of products, added value can be used as a way of measuring 
customer satisfaction since customers pay for the service offered by the 
manufacturer or retailer in changing the form or the location of 
materials. Added value is not created by incurring costs but by satisfying 
a demand. Additionally, price is only affected by the costs in the short 
run.  
 
Summarising Wood’s above theory, his view on value is in its essence 
company based rather than customer based as he claims that value is a 
form of wealth generated by mankind. Nevertheless, Wood takes the 
satisfaction of the customer into account not only in terms of services 
but also when it comes to products and their ability to satisfy a demand.  
 
As we will see in the following section, similar theories can be found.  
 
 
5.2 The Value Chain 

 
In Wood’s spirit, Porter113 has presented a view on value and its creation, 
the so-called value chain. The concept of the value chain is based on the 
notion that every function within the organisation can be broken down 
into the values it delivers from the customer’s perspective. 
 
!"Inbound logistics: This function involves managing the flow of 

products into the company. The popularity of just-in-time 
manufacturing can serve as a good example on how a company can 
bring value to the customer, by assuring that efficient operations and 
management of suppliers and their quality, and as a result also value 
can be added to the final product. 

 
!"Operations: The function is regarded as the central activity of a 

business. It consists of the processes whereby the inbound items are 
changed in form, packaged and tested for their individual potential 
for sale. At this stage, value can be added beyond the normal capital 
and manpower inputs by the maintenance of high quality, flexibility 
and design. 

 

                                           
113 Porter, 1985. 
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!"Outbound logistics: This activity carries the product from point of 
manufacture to the buyer and includes storage, distribution and the 
like. Here, value can be added by guaranteeing delivery is quick and 
timely, low damage rates and delivery mechanisms, which fit the 
operations of the user.  

 
!"Marketing and sales: It informs the buyer about products and 

services, providing the buyer with a reason to purchase. It can involve 
user requirements and helping the customers understand the 
economic value of the available products. 

 
!"Service: The activity concerns all the required activities needed to 

keep the product or service working effectively, after it has been sold 
and delivered. This can involve training, return of goods policies, 
consultation hot line and other facilities. After-sales service is 
essential to the value creation since it contributes to making 
customers into loyal customers. 

 
Firms have focused on the product as a means of creating value to the 
customer but it also depends on other stages of the value chain. Porter 
supplements the above-mentioned primary activities with so-called 
support activities.  
 
These are procurement, human resource development, technological 
development and infrastructure. They all contribute, individually, to the 
different stages of the primary activities. Procurement, for instance, 
involves obtaining the different outputs for each of the primary 
activities. In addition, firms should also evaluate their cost and 
performance within the activities and look for improvements. 
 
Although Porter’s value chain can be said to break down functions into 
the value it creates from the customer’s point of view, it seems static 
since it takes few intangible aspects into account. Nevertheless, one must 
not forget that his view is company-orientated. 
 
After having looked at two rather company-orientated views on value, it 
would now be interesting to see how customers view value according to 
different authors. We will begin with Wasson and then continue with 
other authors within the field. 



Value 

55  

5.3 The Bundle of Perceived Services 
 
In his book “Product Management”, Wasson114 shares his view on 
perceived value. 
 
He stresses the importance of understanding what the customer is 
actually buying and not only focus on the physical offering but on a 
bundle of perceived services. The perceived services are in turn regarded 
as the source of satisfaction of the individual’s set of desires. 
Accordingly, the customer will make a buying decision based on to 
which extent the total offering is perceived as satisfying the needs. If the 
customer finds that the product can satisfy the needs, the perceived 
value of the product is high. 
 
Price is the obverse side of perceived value and involves any kind of 
sacrifice, which might inhibit the desire to possess the offering. 
Consequently, price is defined as an avoidance characteristic built into 
the offering. The non-monetary costs are design-compromise cost, effort 
to search, time and convenience and learning-price and they are 
described below. 
 
!"Design-compromise cost. It is impossible to build a car which can 

grant fuel economy and extreme acceleration at the same time, 
neither can a car offer ease of parking and high cargo capacity 
simultaneously. Peoples set of desires, which they strive to satiate, are 
usually complex and requires a great number of compromises. 

 
!"Effort to search. All purchases involve some effort to search out a 

place for the transaction and the effort must be proportionate with 
the perceived value of the desired satisfaction. As a result, the so-
called convenience goods i.e. soap, soft drinks and the like are goods 
with a low value, since they do not involve much effort.  

 
!"Time and convenience. When buying the product, the time that its 

use will consume and the convenience that it will bring are two 
important factors. Therefore, these costs sometimes outweigh the 
monetary cost. When travelling for instance, customers may prefer to 
fly rather than to drive, even if flying is connected with a higher price. 

 

                                           
114 Wasson, 1971. 
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!"Learning-price. Some products cannot be used instantly but require 
some sort of learning or pre-understanding. To some customers this 
can be a hindrance, for instance when buying a computer. 

 
The product is referred to as being tangible with an elusively intangible 
aspect. The intangible aspects thus stem from the above-mentioned 
bundle of perceived services, satisfying the customer’s needs. Some but 
necessarily not all of the physical aspects or performances of the product 
may be a part of the perceived values and they can be incidental or even 
irrelevant. A perfume for instance, which has an attractive scent, but can 
offer only that, is likely to have a modest price and not sell very well. The 
prices of leading fragrances are justified by the fact that they connote 
glamour, romance and exclusivity.  
 
From the buyer’s point of view the elements inherent in the physical 
object, which is the immediate object of the transaction, are 
supplemented by the valuable attributes of the seller’s offering. When 
buying a Bang-Olufsen television set, there are many underlying factors, 
which contribute to the buying decision. They can include the 
consideration of a present service network and the expected trade-in-
value, which is created by the relative acceptance by other consumers of 
that particular TV or make. When purchasing a prestige make, the 
consumers have to pay for the prestige, something all TV manufacturers 
would like to create, but which the public, as opposed to the designer, 
decide. 
 
The desired bundle of services and the values we assign to the desired 
attributes are subjective and vary between individuals. Therefore, 
different buyers may seek different ways of satisfying the same needs. 
One buyer will buy the prestige TV in order to tell the world that he can 
afford it, while another may purchase the TV since he regards the it as 
the finest creation of engineering. The third buyer purchases the TV 
based on his affinity for extremely durable Hi-fi products. The values 
thus depend on which need we want to satisfy and how we are going to 
use the TV. All products only have value as a means of satisfying needs.  
 
In conclusion, Wasson’s ideas regarding value are based on the notion 
that value is something, which is perceived by the customer. His ideas 
concerning value are quite abstract, yet they seem to capture the essence 
of value creation since they take both tangible and intangible aspects of 
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the product into account as well as price and the satisfaction of needs. 
Still, these aspects will be further discussed in the following chapter. 
 
 
5.4 The Value Balance 
 
In accordance with Wasson, this theory is based on the conception of 
perceived value, which according to Nilson115, is the most important 
factor influencing the customer in the purchasing process. He stresses 
that the perceived value of a product is not constant; it changes with 
each customer and can also vary according to time of the day or the year. 
A winter jacket, for example, does not have a very high-perceived value 
in the middle of summer, unless you are planning a mountain expedition. 
 
The perceived value differs from the objective value since the perception 
stems from an individual and it is not something that the customer 
arrives at using objectivity and logic sense. According to prevailing 
theories on purchasing decisions, these decisions are a result of factual 
comparison of the benefits connected with buying a specific product and 
alternative ways of spending the money. In reality, however, such 
decisions are likely to be made based on the perceived value of the 
product. Consequently, value is a biased concept and the purchasing 
process is subjective as opposed to the earlier theories on buying 
decisions.  
 
Moreover, the value is not in any way related to manufacturing costs or 
other functions within the company; it is only related to the dimensions 
that are relevant to the customer. Still, it is worth mentioning that there 
are exceptions in the luxury market where the mere price gives the 
product a high-perceived value. Nonetheless, if the perceived value is to 
be made credible it must be based on real, factual product properties. 
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According to Nilson116, companies need to define the dimensions that 
make people buy their product in order to gain knowledge about the 

                                           
115 Nilson, 1992. 
116 Ibid. 
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customers’ perception of value. These dimensions are the foundation for 
the value balance, which is described in the figure below. 
 

FIGURE 5.1 
THE VALUE BALANCE 

 
The balance consists of two parts, the perceived value of the product i.e. 
what the customer gets and the price of the product i.e. what the 
customer pays. Although, the price dimension of the balance is not easily 
established, the value dimension is far more complex since it is made up 
of many different dimensions.   
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These values are created by physical product features, which make them 
fairly easy to evaluate and define. If a CD player has the possibility to 
play more CD-records than another does, or if it has more features than 
another does, a comparison is quite easy to make. Still, the fierce 
competition in many markets has led to less product differentiation, 
which makes the comparison between two brands easier, but at the same 
time less relevant since the products are so similar. For instance, how 
does one choose between a standard Sony Discman and a Panasonic CD 
player? If the products within a segment offer the same perceived factual 
features, the comparison between them seems somewhat unnecessary.  
 
Nonetheless, a comparison is important since it is an opportunity to see 
where improvements can be made. The tangible values are the base for 
the appreciation of the product and all the other dimensions of the 
product will be negatively effected if they are below standard.  

Tangible Core Values
Tangible Supplementary

Values

Intangible Core Values

Intangible Supplementary
Values

 in relation to

Perceived Price Level

Source: Nilson, 1992.
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The tangible values can be further divided into core values and 
supplementary values depending on how the customers perceive the 
product group. The former can, in case of a CD player, refer to output, 
maximum volume and playing hours. The supplementary values on the 
other hand can include environmental friendly rechargeable batteries and 
chock resistance. 
 
The core values are generic to the specific product; i.e. they can be 
applied to basically all CD players. If one decides to buy such a product, 
it is likely that the core values will influence the buyer. The 
supplementary values are brand specific and can apply to several 
different brands, however they are not generic to the product group. In a 
market that is very segmented, the supplementary values play an 
important role, whereas in a large and homogenous market the core 
values dominate. 
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The intangible values constitute another part of Nilson’s117 value balance. 
As opposed to the tangible values, they are fairly difficult to establish 
since they are by definition more subjective. Due to the nature of the 
intangible value, all definitions include an element of subjectivity, 
whereas a tangible dimension is in principle based on an objective fact. 
For instance, the definitions of “traditional” and “quality” vs. “safe” and 
“environmental friendly” are based on two completely different 
foundations, since safety and environmental friendliness can be 
objectively measured. Tradition and quality on the other hand cannot. 
 
Advertising influences the strength of the intangible values, mostly 
defined in a relative sense. It is easier to say that a Casio G-chock is 
sportier and more youthful watch than a Rolex, than to put a figure on 
those values.  
 
As with tangible values, intangible values can be divided into core values 
and supplementary values. The above-mentioned terms “traditional” and 
“quality” can serve as an example of the core values, on which the 
company can build its product. “Exciting to use” and “everybody’s 
favourite”, on the other hand are examples of additional values.  
 

                                           
117 Nilson, 1992. 
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The perceived price of a product, which is included in the value balance, 
may not seem very difficult to establish, since the price is displayed on 
the label. Nevertheless, when evaluating the perceived price one must 
look at the price in a much wider sense and relate it to other competing 
goods in the market place. The difficulty lies in drawing a line and 
isolating the actually competing products.  
 
The true competitors include other companies selling the same product 
within the same segment but sometimes also within another segment. A 
company selling Minidisc players, for instance, must look at not only 
competitors selling Minidiscs but also at companies selling CD and MP3 
players. Occasionally, competitors selling another product may also be 
included. A presumptive customer for a CD player might actually also 
take a radio or a cassette recorder into consideration.  
 
As mentioned earlier, it is the perceived price that has to be reflected 
upon and not the absolute price. Even if customers do not know the 
exact price of a product, they still have a view or perception of the price. 
The view can be very simplistic such as regarding the product as being 
cheap, expensive or average.  
 
The reasoning has a more dynamic dimension in that most judgements 
regarding price levels are made instantly, often without the total 
competitive factual knowledge. It is usually these kinds of judgements 
that determine whether the customer will buy the product or not. The 
perceived price is set against the perceived value and the balance is 
compared to other products. Such buying decisions are not elaborate, 
considering that during a normal shopping trip to the local grocery store, 
approximately 50 positive purchasing decisions are made and 100 
negative. 
 
After having looked at Nilson’s theory, we can see that he offers a 
thorough view on value, which resembles Wasson’s ideas, since it takes 
tangible and intangible aspects of the product into account together with 
price. Still, it differs from Wasson’s theory since it does not mention the 
possible satiation of needs. 
 
We will now continue by looking at some theories with similar 
characteristics. Nonetheless, they also differ in several aspects.  
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5.5 The Value Hierarchy 
 

Woodruff and Gardial 118, have a slightly different definition of the 
concept of value. They perceive value as: 
 

 “..the customers’ perception of what they want to have 
happen in a specific use situation, with the help of a product 
or service offering, in order to accomplish a desired purpose or 
goal.” 119  

 
According to the above definition products and service should be seen 
as means of achieving the customers’ purposes. The value creation does 
not stem from the characteristics of the product or service; rather it 
stems from the delivery of consequences, which the customers 
experience. Moreover, the judgement of value is determined by the 
particular situation and can be altered as time changes or as the situation 
changes.  
 
As a result of the multidimensional and abstract aspects of customer 
value the authors have created a framework for establishing and breaking 
down customer value. They refer to it as the customer value hierarchy 
and it displays the relation between a product or a service and a 
customer. It can be divided into three different levels: attributes, 
consequences and desired end-states, which are displayed in the figure 
below. 

 
FIGURE 5.2  

THE VALUE HIERARCHY 

                                           
118 Woodruff & Gardial, 1996. 
119 Woodruff & Gardial, 1996, p 54. 
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Source: Woodruff & Gardial, 1996.
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The levels are divided by their grade of abstraction, which increases as 
one moves from the lower level to the higher. The first and lowest level, 
attributes, refers to what the good/service is, its features and 
components, parts or activities. Attributes tend to be defined objectively 
and there may be multiple attributes and bundling of attributes that make 
up a particular product or service. It should be noted that companies are 
inclined to define what they do by focusing on attributes. 
 
The second level, consequences, on the other hand refers to the 
customers’ subjective contemplation of the positive and negative effects 
that stem from the use of the good or service, i.e. what the product does 
for the user – the outcome, undesired or desired. Whereas attributes 
describe the product, consequences are the results and experience that 
accrue to the customer as a result of product consumption and 
possession. 
 
The last part of the hierarchy, desired end states, relates to the user’s core 
values, purposes and goals. This level is abstract and consists of values, 
which serve as fundamental motivators for the customers, including 
security and achievement. Nonetheless, since purposes and goals are 
included at this level, it also addresses concerns, which are related to the 
individual’s role in society. 
 
As already mentioned, the authors find that companies tend to focus 
only on attributes when trying to satisfy customers. In doing so, the one-
sided focus can lead to the company being out-run by other competing 
companies, which take the entire value hierarchy into account. Further, 
they also claim that by actively focusing on the consequences, great 
innovations can be made. 
 
In conclusion, Woodruff and Gardial’s model for value is very dynamic 
since it takes value beyond the physical product. 
 
In line with the above reasoning, in the section below we will continue 
with a somewhat abstract definition of value. Still, the following theory 
put more emphasis on the needs of the customer, as we will see below. 
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5.6 The Moments of Potential Value 
 
In line with Woodruff and Gardial, Thompson and Stone120 stress that 
companies should move away from the traditional focus on attributes, 
and take the higher levels of customer value into account. If companies 
do not make this transition, companies risk having their goods/services 
out-run by superior and alternative ones. They claim that the focus 
should be on the examination of the moments of potential value, which 
are events or encounters when the customers are satisfied or dissatisfied 
respectively while dealing with a product or service. Still, they include not 
only what the customer wants but also the benefit or value they can 
receive.  
 
Those moments are a chance to affect the loyalty and behaviour of the 
customer by assuring that the optimum of benefits or value delivery is 
provided. Ideally, the company’s offering should be adjusted to the 
customer’s hierarchy of needs in order to become real moments of value. 
 
The authors also classify the customer’s need by relating it to Maslow’s 
hierarchy of needs. The categories can be divided into basic expectations, 
satisfiers and attractors.  
 
!"The first category, basic expectations, consists of the basic 

foundations for value, which the customer takes for granted. Within 
this category it is not necessary to exaggerate in terms of satisfying 
these needs since it will not attract any additional customers. Let us 
state an example. A bottle of water, used by athletes. A very simple 
product and a very simple way of using it. It would be difficult to 
improve the intrinsic qualities of this product; it would not do much 
more than deliver water. Yet another example could be a hotel room 
where the guest expects that the bed is made upon arrival. Being 
overzealous when making the bed would not attract any extra 
customers. 

 
!"The second category, satisfiers, refers to the underlying 

circumstances, which increase the customers’ satisfaction, but whose 
presence alone does not cause loyalty. They neither cause positive, 
nor negative buying behaviour. The hotel room could once again 
serve as an example. By adding a TV-set, a couch and soap to the 

                                           
120 Thompson & Stone out of Onyango & Wahlström, 1998. 
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hotel room the satisfaction of the customer would be larger but 
would still not cause loyalty to that particular hotel. Yet another 
example could be a CD player, where adding functions such as shuffle 
and repeat, would increase satisfaction but not necessarily result in a 
positive buying behaviour. 

  
!"The third and last category, attractors, is composed of the needs, 

which retain customers and also make the customers recommend the 
good or service to others. These are the factors, which the company 
can use in order to distinguish itself on the market and attract loyal 
customers. In terms of the above mentioned hotel room, the 
attractors could consist of a bowl of fruit, a bathrobe or a personal 
greeting from the hotel manager. Looking at a CD player, attractors 
could include 24-hour service, an extra CD folder and a CD bag. 

 
The above displayed theory of Thompson and Stone provides us with a 
deeper understanding of how perceived value and the customer’s needs 
are intertwined and related. However, as mentioned earlier, it is not 
sufficient to focus on these parts only in order to grasp the concept of 
value. 
 
 
5.7 Quality equals Value? 
 
In the previous sections the notion of value has been described in 
different ways and some authors including Porter121 and Nilson122 have 
mentioned quality together with value. Still, it is of interest how quality 
and value are interrelated.  
One definition of quality provided by Stanton et al reads:  
 

“…[a] set of features and characteristics of a good or service 
that determines its ability to satisfy needs” 123  

 
Thus, if the product has the ability to satisfy the consumer’s needs, it is 
perceived by the client to have high value.  
 

                                           
121 Porter, 1985. 
122 Nilson, 1992. 
123 Stanton et al, 1994, p 278. 
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McCarthy and Perreault124 emphasise quality as a way of creating 
satisfaction for customers. Their definition of quality is a combination 
between performance, durability, reliability and maintenance, design 
and style, and finally corporate name and reputation, and provides an 
understanding for what quality is. 
 
Performance means what the product really can do, durability means for 
how long it lasts and reliability and maintenance means refer to whether 
the customer can rely on the product and if it is easily maintained. 
Design and style are used by companies to influence the perception of 
quality, and a well-known company will probably be thought of as having 
product that carry better quality than those of the less well known.125  
 
In addition, Avlonitis126 defines quality in a more narrow sense, with only 
two basic dimensions: reliability and durability, which in turn stem 
from the product’s material and its composition. This would imply that 
quality is both a tangible and intangible characteristic of the product. On 
the other hand, Bagozzi127 states that quality is an intangible concept, 
which is subjectively perceived by the customer, and only partly depends 
on the physical attributes of the product.  
 
Still, as Stanton et al 128 point out, customers buy products based on the 
perceived quality and some make buying decisions based on the 
perceived price or perhaps a combination of the two. Consequently, 
according to their point of view quality and value also correlate with 
price. For instance, a customer who is looking for CD-players, might 
suspect that the quality have been affected if the price is unexpectedly 
low. As a result he or she might refrain from buying the product. 
Additionally, when selecting a restaurant for a special dinner, the 
customer might choose an expensive restaurant since the price serves as 
a guarantee for the quality.  
 
Retrospectively, there are different views on how quality and value are 
intertwined. Nonetheless, it seems as if quality does effect the perceived 
value by influencing the satisfaction of needs.  

                                           
124 McCarthy & Perreault, 1991. 
125 Brassington & Pettitt, 2000. 
126 Avlonitis, 2000. 
127 Bagozzi, 1991. 
128 Stanton et al, 1994. 
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5.8 Supplementing Views on Value. 
 
After having displayed different views on value we will account for 
Kotler’s and Stanton et al’s arguments of value.  
 
Beginning with Kotler129, he states that customers will buy from the firm, 
which they believe to offer the highest customer delivered value, which 
is displayed in the figure below.  
 
 
 
 
 
 
 
 
 
 
 
 

FIGURE 5.3  
CUSTOMER DELIVERED VALUE 

 
It refers to the difference between total customer value and total 
customer cost. The concept of customer value includes the four factors 
product, services, personnel and image. Total customer cost includes the 
costs, which are monetary, time, energy and psychic costs. By deducting 
the cost from the value, the customer will arrive at the delivered value.  
Kotler uses a farmer wanting to buy a tractor to display the logic of this 
concept of value. The farmer can by from either his usual supplier 
Massey-Ferguson or the cheaper East-European supplier. After having 
judged both companies, he establishes that Massey-Ferguson provides a 
tractor, which is more reliable, durable and provides a higher 
performance. Further, according to the farmer the company offers better 
accompanying services such as delivery, training and maintenance, and 
the personnel is more knowledgeable and responsiveness. In addition, he 
also values the company’s reputation.  
 

                                           
129 Kotler, 1996a. 

Total Customer Value (Product , services, personnel ,
and image values)

Total Customer Cost (Monetary, time, energy,
and psychic costs

Customer Delivered Value (”Profit” to the consumer )

-
=

Source: Kotler , 1996a.
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The farmer then adds the value stemming from the four above-
mentioned factors products, services, personnel and image and decides 
that Massey-Ferguson offers a higher total customer value than the other 
company.  
 
Still, this is not enough to buy the tractor; the farmer will also scrutinise 
the total customer cost before making his buying decision. He will look 
at the prices for the two tractors and also take other aspects such as 
delivery time, energy spent on searching and the like into account. The 
farmer then adds the cost of the four above-mentioned factors 
monetary, time, energy and psychological costs and decides that the total 
customer cost, which is associated with the Massey-Ferguson is lower 
than the other firm. Consequently, he buys the tractor, which he believes 
to be offering the highest customer delivered value after having 
subtracted the cost from the value. 
 
Similarly to Kotler, Stanton et al130 regard value as the ratio of perceived 
benefits to price and any other incurred costs. They see the incurred 
costs as time associated with shopping for the product, time and gasoline 
used travelling to the place of purchase, and time and perhaps also 
aggravation assembling the products. They also stress that when a 
product has value it does not mean that it is inexpensive, to the contrary, 
it indicates that the product possesses the kinds and amounts of 
potential benefits consumers expect from that product at a particular 
price level. The potential benefits associated with a product can include 
quality, image and purchase convenience. 
 
After exploring among the different concepts of value we will try to 
build a base for further understanding within these areas, by using the 
above definitions together with the previous theories. This will be 
accounted for in the analysis. However, we will now continue with the 
empiricism. 

 
 
 
 
 

                                           
130 Stanton et al, 1994. 
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E M P I R I C I S M  

 
In this chapter we will present the result of our exploration within our 
chosen companies, Saab and Porsche. This chapter aims to explain how 
manufacturers and customers of automobiles perceive products. The 
empirical research supplements the theoretical framework and helps us 
understand the theoretical concepts as they emerge in reality. Later, in 
the analysis, we will connect our frame of reference with this empirical 
research, in order to reach an understanding of how the theories are 
depicted in reality. The empirical results are presented chronologically 
starting in the 1960’s until today. In the Saab section, individual models 
are followed during a decade, whereas the Porsche section is focusing on 
the 911 and its development only. 
 
 
6.1 SAAB 131 
 
Saab has been a producer of aircraft since 1937 but ventured into the car 
manufacturing industry in 1947 after having allocated 200 000 SEK for 
exploiting the potential to enter the car market. With the help of their 
aircraft experience, they had the necessary competency to produce an 
aerodynamic car, and were also able to build up a competitive advantage. 
Today, Saab is an international player within the premium car segment 
with market presence on more than 50 markets. Since 1989 GM owns 
the company.  

                                           
131 Saab Sources, www.saabsverige.com/home/SE/sv/historical_1937.xml,   
14.12.2000 
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During the 1960’s, two of the most popular cars were introduced by 
Saab, the Saab 95 and the Saab 96 and from 1960 to 1980 they sold in 
more than 650 000 pieces. 
 
The 95 station wagon represented a major step in Saab’s development. It 
was quite small in comparison to other wagons on the market but stilled 
carried 7 passengers. The smaller 96 was introduced as being 
“sensational” and in the first advertisement the slogan read “gorgeous, 
easy to drive and with beautiful design”. Further, in the description the 
word elegance is mentioned several times. Later, seatbelts became 
standard and other improvements such as windscreen cleaners were 
added.  
 
During the following years new colours were added to the model line, 
not only in terms of paint but also interiors and sun roof and particular 
kinds of gears were optional. Other comfort features included trash bins 
and heating and ventilation. 
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The 99 was introduced in 1969 and already then it was one of the safest 
cars on the market. During the 1970’s, the safety was improved by side-
impact door beams and standard three-point belts and self-repairing 
bumpers. It also received two safety awards in Europe. The car was for 
the upper medium sized car segment and was referred to as “the broad-
shouldered Swede” since it was spacious on the inside but small on the 
outside.  
 
The passenger comfort was also in focus when the watch, and a cigarette 
lighter as well as two ashtrays in the back seat and improved 
compartment lights were launched. In addition, world news included 
heated seats and headlights cleaners. In 1974 the Saab 99 was developed 
into a practical hatchback with the Saab 99 Combi Coupé. 
 

“The fold down rear-seat and large tailgate offered exceptional 
versatility” 
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In 1977 the Saab 99 Turbo was available in the stores. It was a revolution 
since it was equipped with a turbo engine. Saab used concepts such as 
”the Super-Swede and Power of the Future” in order to promote their 
“mile stone in the car making history” 
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The Saab 900 was introduced at the end of the 1970’s. The numbering of 
the new model inclined that the Saab was targeting new customers and 
segments, even if the company had, as usual, almost only made changes 
to the front. Still, Saab referred to it as:  

 
“The Most Intelligent Car Ever Built” 

 
The car had many interesting features such as new heating and 
ventilation system with the first cabin air-filter in the world. Other 
comfort increasing features included adjustable head restraints. 
 
The turbo concept, introduced in 1977 was developed and adjusted 
during the 1980’s and in 1983 the turbo engine of the third generation 
was launched with the APC system, which adjusts the engine to run on 
varying fuel grades by raising or lowering turbo boost. 
 
During the rest of the decade further improvements were made but they 
were focusing on the engine and exteriors rather than comfort. 
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The Saab 9000 Turbo was launched in the mid-eighties and it marked the 
company’s move into the premium car segment. With its generous 
interiors space it actually qualified as a large car in the US even though it 
had the same exterior dimensions as the predecessor. It was described as 
a luxurious family car with sport car features by the magazine Motor, 
shortly after the introduction. 
 
During the 90’s the features on the 9000 were improved and new 
components were added. For instance Anti Break System, and on the 
cars with Automatic Climate Control, extra fans were included on the 
back doors as a defrosting measure. Other improvements included 
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stronger engine output and Direct Injection. The Saab 9000 CS was 
fitted with the first CFC free air-conditioning system in the world and 
one of the strongest side impact protection systems. Air bags and the 
Traction Control System were available for the first time on some 
models. However, driver airbags became standard in 1994 together with 
electrically powered windows and rear view windows 
 
Later catalysts completed the models together with ABS-brakes and in 
1992 the service interval was prolonged from 10000 km to 20000 km. 
All in all more than ten different improvements regarding the engine 
were made between 1990 and 1997  
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“Saabs have a distinct spirit, a delight in an era of 
homogeneity. Either you like it or you don’t and if the latter 
is true the General (GM) has many conventional cars to sell 
you. But if you like it you do, there’s no where else in the 
world to find it” 
 

The above words, uttered by the American magazine Road & Track were 
used to described the Saab 900 in 1997. 
 
The long-awaited new Saab 900 was launched in 1993. The process of 
developing the car had been difficult due to the new owner General 
Motors, who required that the assembly time must be reduced by 30 
hours. Nonetheless, it was an instant success and Saab increased its 
market share by 214 % in comparison to the previous year. 
 
The standard model offered ABS-brakes, driver air bag, electrically 
powered windows and rear view windows, central looking and servo 
steering. The coach clearly resembled the older 900 but the CD value 
(the air resistance coefficient) was only 0,30. Further, it had a high level 
of safety and featured a rear seat with load-retention beam, 3 rear-three 
point seatbelts and rear side impact protection. 
 
“Night Panel” was also introduced, which shut down all panel 
illumination without the speedometer. The new automatic clutch Saab 
Sensonic, with an electronically operated gear unit replacing the clutch 
pedal was another news in the Saab 900. In spite of all the 
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improvements, the ignition key was still placed in middle console. The 
engines were only partially new with four different options. In the 
following years only minor improvements were made such as a new 
steering wheel and new brakes.  
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“In a world where all cars seem look more and more the 
same, it is important to capture the distinctive 
characteristics.”  

 
Almost 50 years after the introduction of the very first Saab 92, the all 
new Saab 9-5 was introduced. It was a four-door sedan model in the 
upper middle class. A powerful car with a sporty touch, dynamic looks 
and traditional Saab characteristics.  
 
Once again, the safety of the passengers was in focus and the 9-5 came 
with two-part side airbags and active head restraints, which reduce the 
risk for whiplash injuries. 
 
 
6.2 A Saab According to Saab 132 

 
“You ride a Volvo, whereas you drive a Saab” 

 
Today, Saab is focusing on providing the driver with superior quality, 
safety and driving experience. Still, the design is important as well, since 
it is the package together with the safety aspect which are the source of 
attention. Other important features emphasised by Saab include 
harmony and shaping. These features have always been important 
aspects of car making in the company, but they were put down on paper 
only a few years ago. 
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The need, which Saab is trying to satiate is safety, but they also stress the 
indefinable feeling of well-being and pride, which is associated with 

                                           
132 Interview, 05.12.2000 
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owning a Saab. It is an emotional experience, which is referred to as the 
Mona Lisa Effect by Saab. Mona Lisa is a well-known figure, everybody 
knows who she is, everybody can see that she is smiling but nobody 
knows why she is smiling. It is the same with a car from Saab. After 
having driven it the driver cannot resist to give it a second glance and 
when looking at it he or she will be smiling, but they will not know 
exactly why they are smiling. 
 
In order to increase the customer satisfaction, the company is striving to 
find the particular features, which combines the core values safety and 
driving experience. The features are then packaged in an inconspicuous 
yet distinctive design. Still, they avoid being flashy and boring. One of 
the advantages with Saab is that it dares to combine safety and driving 
experience.  
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Customers choose to drive a Saab since they appreciate safety, quality 
and the driving experience, but first and foremost it is because of the fact 
that the Saab offers the customer additional value. The value can be 
described in terms of a feeling of individuality. An individuality, which 
allegedly can not be achieved by driving an Audi, for instance. By owning 
a Saab customers are extending their “own language” and their roles in 
society. The Saab acts as an intermediary in displaying the customer’s 
own identity, which in this case is individuality. When Saab began to 
produce cars they were made by and for enthusiasts and this still holds 
but the enthusiasm is now completed by the individualism. 
 

3����� ����
������� 6�����
�

 
In terms of innovations and equipment Saab has always been at the 
forefront. Saab are striving towards building a car which is still fun drive 
after 700 km, and consequently the panel is designed to provide the 
driver with comfort and a feeling of being safe. It is supposed to help the 
driver as opposed to complicating the situation. Thus, Saab avoids 
adding equipment, which can distract the driver. Nevertheless, due to 
market forces they might have to add popular equipment, such as on-
board navigator, that does not stem from a real technical need. 
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Saab is of the firm belief that additional services are becoming more 
important. The customer is becoming aware of the fact that he or she is 
not only buying a car, but a whole spectrum of services, ranging from 
mechanic service to insurance. At Saab, this kind of reasoning started to 
develop during the last years of 1990’s and will be put into practice early 
in 2001 with the introduction of Saab Unlimited. The concept is mainly a 
response to market forces and will be revolutionary within the 
automotive industry. It will enable the customer to buy a car that will 
cater for his or her need in that the customer can by a 9-5 Wagon to use 
during autumn and winter, but in spring and summer it can be 
exchanged for a 9-3 convertible. 
 
Further, in terms of repairs the customer can have the car picked up 
during work hours or even when going away on vacation. The price will 
not be include in the price of the car, instead the customer can chose 
which degree of service he or she would like to have and pay 
accordingly. Saab believes that this kind of service will provide the 
customer with superior value. 
 
 
6.3 A Saab According to a Saab Driver 133 
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Our interviewee highly values the Saab as a means of safe transportation 
that also offers sporty performance and attractive design. The Saab’s 
loading capability is emphasised, which is very useful during long trips 
together with the importance of the high level of safety offered by the 
car.  
 

“Once or twice a year, we drive back and forth to France, and 
it is very important for me and my family ride in a safe, 
comfortable vehicle – my Saab offers just that.” 

 
Further, it is built for Swedish conditions as well as for long trips abroad 
and the harmony between nature and machine is appreciated.  

                                           
133 Interview, 06.01.2001. 
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Driving in other countries, where the Saab is considered to be more of 
an original automobile and that stands for novelty, is highly rated. 
  
The car’s physical qualities, such as handling, brakes, air condition and 
comfortable upholster, are regarded as important, and driving an 
automobile that is relatively advanced, technically speaking, is said to 
matter greatly.   
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The price level on the optional equipment is perceived as being too high 
in comparison to what the customer gets, the equipment offers low value 
for money. However, when asked if it is reasonable to order these 
options at these price levels, the answer was no, but they were ordered 
anyway. The choice of high equipment level could not be motivated 
other than the acknowledgement of both male vanity and a need for 
comfort.  
 

3����� �����	��

 
A well-oiled service net was perceived as very important. Nonetheless it 
was stated that Saab has previously offered poor service, but has 
improved in this aspect during the last few years. The Saab owner 
believes that cars are sold more and more with the help of activities 
surrounding the product itself, such as repair service. Further, we learned 
that he probably would have changed from Saab to some other make of 
car if it had not been for one particular repair shop offering the kind of 
service he wanted. Other services such as guarantees, insurance and 
financing are not regarded as important since any other automobile 
company would have offered the same favourable service, if only so 
demanded. 
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6.4 Porsche 134  
 
Under the direction of Ferdinand Porsche, the first assembly lines for 
Volkswagen was erected in Wolfsburg, Germany, but World War II got 
in the way and it was not until 1946 that the Volkswagen went into series 
production. In 1948, under the direction of “Ferry” Porsche, a sports car 
was built in Gmünd based on Volkswagen parts – and the Porsche 356 
was born. On June 8, 1948 the first sports car bearing the name Porsche 
sees the daylight. It was a roadster built of light metal, and would be the 
first model in a long row of successful cars. 
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“The Porsche reincarnation of the future” 

 
In 1963 the incarnation of the future Porsche 911 made its appearance in 
the market. It came with the first version of the new two-litre (joint 
cubic capacity of cylinders, roughly indicating size and power of engine), 
six-cylinder, boxer engine that developed 130 horsepower (bhp). The 
production of the 911 E began in 1964. Already in 1965 the product line 
was extended, and came to include the “Targa”, which can be classified 
as a semi-convertible. 
 
A year later, in 1966, the 911 S was introduced with a more powerful 
engine – an automobile designed for more sporty driving than the 911 E. 
It was the world's first mass produced vehicle with inner-vented brake 
discs, design for effective and durable braking ability. 
 
The 911 T joined the six-cylinder model family, with leaner trim and a 
less powerful engine in 1967. The Targa was sold at a very attractive 
price of less than DM 20,000. -, and US exports increased rapidly. In 1969 
some changes were made in the engine bay areas on the 911 T, E and S 
and they were all tuned up. The most powerful of them was the S, with 
no less than 180 bhp. A semiautomatic gearbox was also available as 
optional equipment. 

                                           
134 Porsche Sources; www.porsche.com/english/company/history/default.htm, 
14.12.2000. 
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A few years later, in 1972, the two 911 Carreras paved way for further 
growth. Two options were available; the RS with a 2.7 litre engine and 
the 2.8 litre Carrera RSR, and it is the first production car with front and 
rear spoiler. Following a plant shutdown in the summer of 1973, the new 
model range revealed significant modifications in body design. Bumpers 
now complied with US regulations and the car was offered with impact 
absorbers at each side. The 2.7-litre engine, developing 210 bhp, was 
introduced as standard in the Porsche 911.  
 
In 1974, Porsche was the first automobile manufacturer in the world to 
mass-produce sports cars with exhaust gas turbo charger – a major 
breakthrough, with ideas that are firmly rooted in the product line even 
today. In the years to come, only minor changes were made to the 
product line. The 911-model range continued with a 2.7-litre power unit 
as well as the 3.0-litre in the Carrera, and output remained unchanged in 
both cases. 
 
In 1976, to battle a cars worst enemy – corrosion – the body shell was 
hot-galvanised, significantly extending the life-cycles of all Porsche 
models as of the 1976 model year. From now on the 911 bares the 
model name "Porsche 911 SC" with a four-piston brake system and 
perforated brake discs standard on the 911 Turbo. 
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In 1983, after almost 20 years, Porsche returned with a “real” 
convertible, the 911 SC Cabriolet. The car became a best seller right 
from the start. In September, the 911 Carrera was once again introduced, 
this time with a 3.2 litre engine producing an extraordinary 231 bhp, and 
Turbo-look as available option. In 1986, the 911 Turbo also became 
available in both Targa and Cabriolet guise. 
 
The new generation of the 911 came in 1988, with the in-house code 
964. The introduction of the new model started with the 911 Carrera 4 
featuring four-wheel drive. The 964 series was available first as a Coupé, 
and later Cabriolet. Its six-cylinder boxer engine, now featuring double 
ignition, was boosted to 3.6 litres and the driver now controlled 250-
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horse power. The outgoing series of the 911 introduced the classic 
design of the “Speedster”, an open two-seater with a small windscreen. 
In 1989, the 911 was available with rear-wheel drive, the Carrera 2, both 
as a Targa and Cabriolet. Furthermore, it could be ordered with the 
semi-automatic gearbox “Tiptronic”. It was introduced at the same time 
and allowed automatic or sequential gearshift. The 911 Turbo was 
dropped from the range, and the production of it ceased in autumn 
1989. 
 

3����� !���1�������.�
����119) ��

 
In 1990, Porsche became the first German manufacturer to fit all left-
hand-drive models with driver and front passenger airbags as standard. 
Furthermore, the new  911 Turbo entered the market in September with 
a 3.3 litre power plant, and with a slight increase in power. 
 
Big changes occurred in 1993 when Porsche presented the thoroughly 
modified 911, in-house code name 993, that featured an even more 
streamlined body, the new multi-link rear axle and a choice of either six-
speed manual gearbox or four-speed Tiptronic. Its engine capacity was 
further increased and now delivered an astonishing 272 bhp. The new 
993 was built initially as the Carrera coupé with rear-wheel drive. An 
even more dynamic version of the Turbo, the GT2, came exclusively 
with rear-wheel drive. With its 430 bhp and low weight it offered the 
driver racing performance. In September the 911 Carrera also collected 
extra power and at the same time a new Porsche Targa, with a sliding 
glass roof, entered into production. 
 
In 1997, Porsche presented a new 911 with slightly larger body 
dimensions but still in the same classic style as its predecessor. It was 
also built with improved suspension and a more powerful version of new 
water-cooled boxer engine, something that was new, since all engines 
traditionally have been air-cooled. The four-wheel-drive Porsche Carrera 
4S, Targa and Porsche 911 Turbo remained unchanged in production 
until March 1998.  
 
The 911 Cabriolet, based on the new model, was presented to the public 
in the same year. Its roof opened and closed electro-hydraulically, at the 
touch of a button. An aluminium hardtop came as standard, as did the 
side airbags on both doors. 
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In Porsche’s 911-range today, we find the Carrera Coupé and the Carrera 
Cabriolet, both with four-wheel-drive option, Turbo, and the GT3. 
 
 
6.5 A Porsche According to Porsche 135 
 

“A Porsche is not a medium for transportation – it is a 
machine that delivers experiences” 

 
According to Porsche, the company is not in the car business, rather it is 
in the experience business and the car is a language for communication 
between the engineers and the drivers. The car fulfils an emotional need, 
and provides the customer with a feeling of quality. A Porsche is unique 
because of its utility; it is built for being used.  
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Surveys by Porsche indicate that the average customer has an awareness 
of quality and is well informed. Further, he or she takes interest in 
technology and prefers classical design. Many customers are also pedants 
and some even insist on driving without shoes. Other customers even 
regard their car as having a soul or being their “child” – that is how they 
perceive their automobile. 
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The brand value of Porsche cannot be measured since it is connected 
with a feeling and intuition. What is interesting to Porsche is to what 
extent people are deeply committed in the brand. The many Porsche 
clubs around the world is a good way of measuring the customer 
commitment. All in all there are as many as 130 000 (!) clubs in the 
world, and in Sweden there are two official clubs with more than 3000 
members – relatively the largest club in the world, with one third of the 
country’s Porsche fleet involved. With this in mind, the company realises 
that it has a responsibility towards the customers since the 
communication with them is considered to be very important. The 

                                           
135 Interview, 29.11.2000. 



Empiricism 

81  

customers are deliberately involved in almost all of Porsche’s activities 
and Porsche co-operates with Porsche Club Sweden to a large extent.  
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“The art of never becoming out of fashion lies in never being modern” 

 
Basically, the form of a Porsche has always been the same, and the 
heritage is well displayed not only in the cars but also throughout the 
company. Nevertheless, a Porsche is supposed to feel new but still be 
classic, since the customer wants to be able to see the familiarity.  
 
The car itself is always unique since it can be built exactly as the 
customer wants it with regards to interiors and to some extent also the 
engine but the safety and quality of the car is never tampered with. This 
ability to tailor make the ordered car is called Porsche Exclusive. 
Consequently, the delivery time varies between 6 months up to 1, 5 years 
and there are never any cars in stock. Yet another aspect of the car’s 
exclusiveness is that even though Porsche easily could increase sales, the 
company does not increase the supply, because having more potential 
customers than cars, is in itself a value.  
 
In terms of technology, a Porsche in the year 2000 offers more comfort 
and power than ever before. Still, Porsche believes that the company is 
not more in the forefront today than it was 30 or 20 years ago. The main 
difference lies in the surrounding features and services such as “the tailor 
made car”. 
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As mentioned above, the surrounding features and services are 
becoming increasingly important to Porsche, as they are a way of 
providing an added value to the customers. Particularly the clubs are a 
way of providing the customers with a feeling of belonging and a 
connection to others with the same frame of mind, something said to be 
very important to Porsche customers and drivers. Yet another additional 
service is the Porsche Travel Club which offers unusual holidays and 
getaways. Porsche also offers an exclusive line of lifestyle accessories and 
garments under the name of Porsche Selection. The items are designed to 
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match Porsche and the Porsche life style but are available to everyone, 
not only Porsche owners. The complementary magazine 
“Christophorus” started as early as 1951 and is published every two 
months and includes reports, news and interviews connected to Porsche, 
both the company and the car. Porsche also offers a service called 
Porsche Classic, which provides customers with parts to specific older 
Porsche models. 
 
 
6.6 A Porsche According to a Porsche Driver 136 
 

“A Porsche is a mix between a product and a machine for experiences” 
 
To some customers the Porsche might be a mere modus for 
transportation, and to others it might be a way of displaying success. 
However, the majority of Porsche drivers are genuinely interested in 
everything connected to the car, and to them it means much more. 
Dedicated drivers love the history and the background of the Porsche 
and they believe that it can not be replaced, only supplemented by other 
Porsches. They are also active club members and being active enables 
the customer to extract much more from the car – the car transforms 
from being a modus for transport into an experience of pleasure. The 
club members can be further divided into drivers with an interest in the 
technology and those who are interested in what you can do with the 
technology. Consequently, the latter emphasise the experience. 
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The reliability and the exceptional quality are what distinguishes Porsche 
from other cars. The fact that Porsche owners can drive the car to the 
race track, race all day and then drive the car back home makes it 
exceptional, since few, if any sports car are as useful. Dedicated 
customers believe that it would prove difficult for Porsche to improve 
the cars, and that the service through the travel club only provides an 
additional value to those who are not active members of a Porsche Club. 
The reason for this is simply that many of the activities offered by the 
travel club are organised by the clubs. 
 

                                           
136 Interview, 30.11.2000. 
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The dedicated members accept the accessories, especially since many 
regard them as the first step towards buying a Porsche. However, it is 
stated that there is a risk that the Porsche brand is weakened if the 
accessories are over emphasised.  
 
Allegedly, a Porsche rarely breaks down but when it does the service 
becomes even more important. Warranties and the service net are a part 
of this above-mentioned reliability, and since Porsche is limited with 
regards to authorised repair centres, it is of uttermost importance that 
the service is impeccable. Nevertheless, since a Porsche does not 
frequently brake down, the drivers tend to be indulgent towards the 
somewhat insufficient number of repair centres. 
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One must not forget that the uniqueness of the Exclusive programme is 
connected with a cost. Surely this service creates value for customers, 
who are willing to pay a year’s salary for a Porsche. But the uniqueness, 
which can be built in to a Porsche is not of significance to drivers who 
are genuinely interested in driving. To them, it does not matter whether 
they can get a fan in leather or not. In their case it is essential that the car 
is not too heavy, although they do admit that less extras in the car might 
limit the usefulness of the car. 
 
Still, the customers would probably buy the cars regardless of the 
Exclusive Programme.  
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A N A L Y S I S  

In this chapter we will present our thoughts on the concepts of the 
product, value and consumer behaviour. We will scrutinise the concepts 
individually and apply them to our empiricism. However, we would 
like to remind the reader that the empiricism is only to be regarded as 
an illustration of our chosen theories – we do not use the empiricism to 
neither falsify nor verify these theories. In addition, we will relate the 
different concepts to each other. We begin the discussion with consumer 
behaviour with regards to the product concept and then continue with a 
discussion regarding value. Conclusively we will treat the concept of 
value and consumer behaviour together.  
 
 
7.1 Consumer Behaviour in the Product Concept 
 
In our previously displayed frame of reference, the focal point of the 
product concept according to most authors such as Bagozzi137, Palmer138 
and Kotler139 is the core value or benefit of the product, i.e. what the 
customer really wants and buys. In terms of our chosen companies the 
core value or benefit could be e.g. the need for transportation or 
experiences. As we will see below, the fact that so many authors stressed 
the satiation of a need implies that consumer behaviour is already to 
some extent a part of the product concept. 
 

                                           
137 Bagozzi, 1991. 
138 Palmer, 2000. 
139 Kotler, 1984; Kotler, 1996b. 
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Nevertheless, Cateora & Graham140 choose to place the physical product 
in the centre of the product concept and do not mention the satisfaction 
of a need. However, this might be due to different views on the 
intention of the product model i.e. whether it is seen from a producer’s 
or a consumer’s point of view. Nonetheless, this kind of distinction 
between producer’s and consumer’s view is not explicitly made by the 
authors who put core value in the centre of the model, with the 
exception of Linn141.  
 
In the following sections we will scrutinise the relationship between 
consumer behaviour and the product concept. We begin with Maslow 
and Alderfer and continue with Richins and Bagozzi. 
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Even though every individual has their own set of needs and wants it is 
possible to classify the needs into at least three or maybe five levels. The 
theories of Maslow142 and Alderfer143 give us somewhat similar views on 
what motivates people to take action – a need of some sort, whether it is 
physiological or psychological. Alderfer criticised Maslow for having a 
too narrow definition of need, and stated that humans might attempt to 
satisfy a need higher up in the hierarchy, even though a need, lower on 
the scale, is not fully satisfied. 
 
When discussing automobiles, one can rule out the immediate 
physiological needs people have, no one can fulfil this kind of need from 
buying an automobile.  
 
One of the automobile’s main functions is transportation. Many people 
use the car as a tool in their work; thereby the car indirectly puts food 
on the table. This transportation can be in the line of duty – a cab or bus 
driver or anyone driving to, from or at work, thereby satisfying both our 
need for security and our physiological needs – the automobile allows us 
to earn our living.  
 

                                           
140 Cateora & Graham, 2000.  
141 Linn,1985. 
142 Maslow out of Robbins, 1999. 
143 Alderfer out of Mullins,1989. 
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There are more aspects of driving than just transportation. We all have a 
need for meeting friends and relatives and the car can facilitate this since 
trips are often made by car. The automobile can therefore be said to 
satisfy our security and social needs. 
 
However, a driver also wants the car to have some other qualities than 
just its intrinsic values, there is more to driving than just the transport 
and people do not want to ride around in just a shell of metal with an 
engine. Maybe customers want the car to offer some sort of pleasure as 
they commute. This pleasure can be offered through a certain level of 
equipment in the car, anything from air condition to a very powerful 
engine, satisfying the driver’s needs, even though these satisfiers could 
not be classified as needs  in a Maslowian sense.  
 
It is hard to draw a line between when the equipment of the automobile 
is standard, and when it becomes luxury. It is not until the level of luxury 
in a car exceeds what the average person might perceive as “normal 
luxury”, that satisfaction of other need than social ones are being 
pursued. Maybe the individual then is in need of appreciation, either 
from other relevant individuals, or it is simply a quest for status. 
Maslow’s ideas of appreciation and self- esteem are linked to the car’s 
ability to create a desirable image for the driver and his or her self. The 
individual wants the automobile to reflect something that he or she has 
accomplished, or that he or she stands for. An extravagant automobile, 
what needs does it satisfy? If compared with Maslow’s stair of needs, 
driving this kind of automobile could be classified as either a social need 
or need for appreciation.  
 
As a final step on Maslow’s stair of needs we find self-realisation. But 
this step is not applicable on an automobile as it is a highly personal and 
intimate feeling of being whatever one self can be. The car is not a tool 
for being the best you can be and this level is more closely connected to 
the psychological qualities of the individual’s self.  
 
But can Maslow’s pyramid be applied to the specific behaviour of a 
customer in relation to his or her automobile? Not in every aspect. For 
instance, what Maslowian need does the experience of stretching out the 
Porsche at the racetrack appease? When it comes to pure pleasure, they 
are not included in Maslow’s stair of needs, and thus reveals some 
limitations of the theory since it fails to address more hedonistic needs. 
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However, we believe that the following sections complement these 
shortcomings. 
 

;����� 2�,�.�+����
��
��������	
�

 
Porsche owners state that one of the highest rated features of a Porsche 
is the driver satisfaction, i.e. the pleasure from driving the machine. How 
does one classify a feeling of pleasure into a hierarchy of needs, since 
pleasure is not a need per se? According to Richins144, the car can stand 
as a symbol of the individual’s values whether they are of purely 
materialistic or of functional nature. Then, whichever these 
characteristics of the car may be, they convey a message from the owner 
through the car, a meaning transfer, to the relevant observer145 – you are 
what you drive, as the slogan says146.  
 
When looking at an automobile from this identity perspective, the 
individual will be inclined to search for an automobile with properties 
that can both bring forward the desired image of the individual (the self), 
as well as provide him or her with some utility. Richins147 states that in 
order for the customer to buy the product, the conditions have to be 
right, i.e. the customer’s efforts to attain the product have to be less than 
the benefits of acquiring it. This must also be compared with the 
meaning, and purpose of use of the product. 
 
If an individual with low self-esteem obtains an expensive automobile, 
he or she might think of it as a form of self-realisation. Nevertheless, this 
can fail and the consequences can then be somewhat embarrassing, if the 
attributes of the product stands in opposition to the individual’s personal 
characteristics.  
 
Consequently every individual has a personal way of satisfying a certain 
set of needs, which can be reflected in the car they drive. Temporarily 
disregarding the price of the automobile, when looking for loading 
capability one buys a station wagon, if looking for speed and handling, 
one buys a sports car, and anything in between – when juxtaposing all 

                                           
144 Richins, 1999. 
145 Ibid. 
146 Unknown. 
147 Richins, 1999. 
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the individual’s needs and other desires, this will result in a certain 
behaviour.  
 
The producers understand that buyers not only want transportation, so 
they create a product that suits the consumer in several aspects. The 
buyer of a Porsche appreciates durability, superb quality, the potentials 
of a sports car and the like. Saab buyers want safety, individual design, 
versatility etc. Porsche and Saab then build in all the desired qualities into 
a car and offer it, to a certain price, to the consumer. Even though the 
two cars are fundamentally different, the lowest common denominator 
of the two cars is that they fulfil some specific need of an individual. 
 
Nonetheless, when the product is purchased and the need is fulfilled, 
there must be some sort of reaction or feeling involved with this 
interaction with the product. The usage of the possession results in a 
meaning for the user briefly mentioned above by Richins. In the 
consecutive section, we analyse Bagozzi’s standpoints on what meaning 
the product brings to the customer. 
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Bagozzi’s148 ideas concerning the concept of the meaning of the product 
conceptualises how people perceive products. The model’s (4.12) focal 
point lies on the meaning of the physical product for the person. If the 
physical product, or any message (brand name, commercial etc.) related 
to the product changes, or if there is an internal change with the 
individual, Bagozzi talks about a change in the emotional equilibrium. 
 
Saab claimed that when GM took over business in 1989, Saab 
experienced a period of uncertainty. The automobiles produced by GM-
standards were of lower quality than Saab customers were used to, and it 
took the companies a few years to adjust to each other. This uneven 
quality represented a change in the physical product. The customers 
perceived the changes, and according to Bagozzi, they would have felt a 
change in the emotional state – suddenly “their” car was no longer what 
it always had been – and the meaning of the product becomes altered.  
 
The customer perceives the product differently, either liking or disliking 
the automobile. The consumer then takes action to relieve the imbalance. 

                                           
148 Bagozzi,1999. 
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Some owners might have bought other makes of automobiles in order to 
seek satisfaction of the needs that were no longer met by Saab. 
After having examined the correlation between consumer behaviour and 
the product concept we now set out to investigate the value concept in 
relation to the product concept. 
 
 
7.2 Value in the Product Concept 
 
In the chapter of the product, we have seen how the notion of value has 
been implicitly expressed in the product model. Authors such as 
Bagozzi149, Palmer150 and Kotler151 mention numerous tangible and 
intangible values that are added by companies in order to increase the 
benefit for the customer. This can also be related to the ideas of some of 
the authors presented in the Value chapter, who stress the tangible and 
intangible aspects of a product as a part of the value perceived by the 
customers. These ideas will be examined in the sections below.  
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According to Nilson152, the model of the value balance accentuates some 
of the dimensions, which companies must grasp if they want to map the 
perceived value of their products. The dimensions include tangible and 
intangible values and price and they are displayed below using Porsche as 
an example. 
 
 
 
 
 
 
 
 
 

FIGURE 7.1 
THE VALUE BALANCE APPLIED TO PORSCHE 

                                           
149 Bagozzi, 1991. 
150 Palmer, 2000. 
151 Kotler, 1984, Kotler 1996b. 
152 Nilson, 1992. 

   

Engine Power, 
Quality 

Freedom of Choice 

Heritage, Utility 
Unique Driving 
Experience 

 in relation to 

Expensive, yet Value for Money 

Source: Own arrangement of Nilson’s Value Balance Model, 1992. 
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The strength of this model lies in the fact that it addresses both tangible 
and intangible values of the product. Especially for Porsche this could be 
of great importance since they emphasise elusive attributes. By using this 
model, it is easy to make a distinction between the two different values 
although some terms can apply to both. Quality for instance can be 
defined as an intangible and a tangible value. 
 
As we can see in the model, it also treats the perceived price level of the 
product. Still, we believe that the price aspect of the model has its 
shortcomings since it does not take other negative aspects into account. 
For example, there are a few daunting features connected with a 
Porsche, as with all cars, such as delivery time, second-hand value etc. 
Nevertheless, apart from the car being perceived as expensive, no 
additional features are considered by Nilson’s model. Yet another aspect, 
which the model fails to recognise, is the need of the customer. Still, 
Nilson does stress that the perceived value of a product is not constant 
and is subjective but does not elaborate on the reasons behind this. 
 
We will supplement Nilson’s theory by bringing forward Kotler’s ideas 
on value that takes some of the Value Balance’s weaknesses into account.  
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Kotler153 claims that customers will buy from the company, which they 
believe to be offering the highest customer delivered value. The value 
stems from the difference between the total customer value and the total 
customer cost and in terms of the latter, Kotler addresses more issues 
regarding cost than Nilson154 does. 
 
Comparing these factors with Porsche, the customer delivered value 
would look like the figure on the following page: 

                                           
153 Kotler, 1996a. 
154 Nilson, 1992. 
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FIGURE 7.2 
CUSTOMER DELIVERED VALUE OF A PORSCHE 

 
As mentioned in chapter 5, the customers will arrive at their individually 
perceived value of the product by adding up the four factors product, 
services, personnel and image values.  
 
In terms of the product, the customers value the reliability and the 
“exceptional quality” that a Porsche delivers. In addition, the offered 
services such as the Exclusive Programme and the Porsche Travel Club 
are also appreciated and they are a way to add value to the total customer 
value. Regarding the personnel, there is no relevant information available 
as to if and what the customer values with it. However, all sales staff 
working at Porsche dealers have a thorough knowledge of technology 
and automobiles, in order to match the customers high levels of both 
interest in, and knowledge of the technology, which the car offers them. 
 
The last factor, image, differs to a large extent depending on the chosen 
type of customer. As established in the empiricism, Porsche mainly has 
three different types of customers; the ones who see their car as a mere 
mode for transportation, those who use their cars in order to display 
their success and lastly, the dedicated drivers. Nevertheless, in all cases 
the value stemming from the image of a Porsche ought to be 
considerable high. 
 
Continuing with the total customer cost it comprises monetary, time, 
energy and psychic costs and it will be accounted for below. 
 
Beginning with the monetary cost for a Porsche, it takes up a great part 
of the total customer cost since a Porsche is fairly expensive. Still, the 
customers believe that they get “value” for their money. Regarding the 
time cost, it consists of the extensive delivery time of the car, which 

Total Customer Value (Options, quality, durability, 
travel programme, image etc.)

Total Customer Cost (Expensive, jealuosy, service 
possibilities etc.)

Customer Delivered Value (”Profit” to the consumer)

-
=

Source: Kotler, 1996a  
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ranges between 6 months and one and a half years. Due to the deficient 
service net customers are likely to be forced to wait for a considerable 
amount of time when wanting to repair their car, which in turn 
contributes to the time costs. Nevertheless, Porsche customers tend to 
be patient when it comes to the waiting time, since a Porsche, allegedly, 
rarely brakes down. 
 
The scarce dealer net, on the other hand, could lead to energy costs since 
the customer might have to travel in order to visit the nearest dealer. 
Considering the psychic costs associated with owning a Porsche, there is 
not any relevant information available. However, possible psychic costs 
could be related to jealousy of others and the conscientious qualms of 
buying an expensive car. 
 
Kotler’s above displayed ideas serve as a good base for the 
understanding of perceived value since it takes costs as well as benefits 
associated with the product into consideration. Further, these aspects are 
not only related to the purchase per se but also to the consequences that 
might occur after the actual purchase i.e. the consequences that are 
related to the ownership and usage of the product. Nevertheless, in this 
model Kotler does not contemplate the needs of the customer and their 
satiation in connection with customer value, something that we find 
important.  
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Similar to Kotler’s ideas on benefits in the product model and customer 
value in the customer delivered value, van Raaij states that it is the 
product’s attributes, or characteristics, that gives rise to consumer utility 
or benefit. He talks about a two-step function for the customer to reach 
the benefit. The first, psychophysical, reaction of the individual is 
entirely exclusive for that human being. It is a reaction that stems from 
the individual’s physical and psychological reactions, i.e. the perception 
of the five senses in combination with her cognitive systems. The Saab 
offers some characteristics, and the Porsche displays other. Whichever 
car a person drives, he or she has a sensation of something. The driver 
perceives sensations through the five senses, when hearing, seeing, 
feeling and smelling. These perceptions are the psychophysical reactions 
on the physical attributes of the car. 
 



In Search of an Integrating Product Model 

94  

The second transformation is the consequences of watching or using the 
object, i.e. the utility the attributes bring for the unique individual. It is 
not enough for a car manufacturer to know that their consumers can 
smell the leather or hear the engine. They need to know what the 
customers think about the smell or the sound, how the individuals have 
perceived the physical and attributes.  
 
Take the attribute sound, for instance. Porsche have special sound-
laboratories, not to eliminate sound, but to create  sound, as it is 
perceived as very important by Porsche drivers. If the characteristic 
sound of the engine is altered, and the driver does not recognise it as the 
“real” sound, he or she will perceive the entire product differently. This 
is the consequence of the attribute sound. 
 
Many authors have described that value does stem from tangible and 
intangible aspects of the product, however van Raaij is the first, in our 
field of literature, to address the factual transformation from the physical 
object to the perceived value. In the following section, we will probe 
further into the second transformation, the consequence of the product. 
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According to Woodruff and Gardial155, products and services must be 
regarded as a means of achieving the customer’s purposes. As a result, 
the value does not originate from the attributes of the product per se. 
Instead, value is created by the consequences, which are delivered with 
customer’s experience of the product. Additionally, the judgement of 
value stems from the particular situation and can change as time changes. 
 
In order to make the idea of value creation less abstract the authors have 
developed a framework, which can be used to establish the concept and 
analyse it in components.  
 
Applied to Saab, the framework could look like the figure on the 
following page: 

                                           
155 Woodruff & Gardial, 1996. 
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FIGURE 7.3 
THE CUSTOMER VALUE HIERARCHY APPLIED TO A SAAB 

 
When looking at the applied framework some interesting reflections 
regarding the authors’ ideas arise.  
 
The authors explicitly explain the relation between the attributes of the 
product and their consequences for the customer. In Saab’s case the 
consequence would be the “Mona Lisa Effect”, stemming from the 
Saab’s different attributes, which appeals to the customer. 
 
Secondly, the authors refer to the desired end-states as abstract and 
consisting of values that serve as fundamental motivators, in accordance 
to Maslow’s stairs of need. Nonetheless, in line with the reasoning of 
Bagozzi156 and Richins157, these notions are supplemented by needs, 
which can be defined as hedonistic or concerning the individual’s role in 
society. For instance, when buying a car, the motives do not necessarily 
stem from intrinsic motives such as transportation. Instead the motives 
may be far more pleasure seeking such as the desire to have fun.  
 
Lastly, the authors take the cost into account, monetary as well as 
sacrifices and undesirable outcomes. In conformity with the authors, we 
believe that the cost plays a major role in the perceived value of the 
product, regardless of whether it is monetary or not. When a customer 
has spent several hours searching for a product, encountered 
unfriendliness and in addition spent a large amount of money on it and 

                                           
156 Bagozzi, 1991. 
157 Richins, 1999. 

ATTRIBUTES
Design / Quality /Safety

CONSEQUENCES

Driving Experience /  The Mona Lisa Effect

DESIRED
END-STATES

Transportion/ Individuality

Source: Own arrangement Woodruff &Gardial , 1996.  
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the product is functioning well, the perceived value of the product ought 
to be influenced by all the above mentioned costs.  
 
Subsequent to the previous section, we will now discuss the correlation 
between value and consumer behaviour. 
 
 
7.3 Value vs. Consumer Behaviour 
 
In the chapter of Consumer Behaviour, we have seen how theories such 
as “the economic man” and the logic behind the demand function for 
products have all addressed the issue value, expressed as utility or 
benefit. It is said that the customer makes a buying decision based on to 
which extent the product is believed to satisfy needs and thereby 
delivering value. The correlation between needs and value will be further 
dissected. 
 
We begin the discussion with Thompson & Stone’s ideas, which include 
both the issue regarding need and the benefit connected to the product. 
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Thompson and Stone158 stress the different needs of a customer in direct 
relation to value. They claim that companies must strive towards a fit 
between their offering and the customers’ hierarchy of needs in order to 
assure that the customers experience value. The Moments of Potential 
Value lie in providing not only what the customers want but also the 
benefit or value associated with the product or service. 
 
The hierarchy of needs is divided into three different categories and they 
are demonstrated below using Saab as an example. 
 
!"Basic expectations  
 
They include the fundamentals for value, which the customers take for 
granted. Exaggerating the satisfaction of these needs does not attract any 
additional customers. Applied to a Saab, these attributes would include 
that the doors open, the engine starts or that the windows can be pulled 

                                           
158 Out of Onyango & Wahlström,1998. 
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down. Consequently, making the doors open better would not attract 
any additional customers. 
 
Still, in terms of a car it is difficult to draw a line between the basic 
expectations and the following category satisfiers. Further, we find it 
difficult to say that a satisfaction of basic needs cannot influence buying 
behaviour. For instance, in terms of the motor starting and running one 
would classify them as basic expectations since they are taken for granted 
but the question is what an enhancement of these functions could lead 
to. We believe that an improvement of the above mentioned could result 
in positive buying behaviour since a car, which starts better than others, 
ought to attract customers.  
 
!"Satisfiers 
 
This category comprises factors, which increase the satisfaction of the 
customer but do not cause loyalty to a particular brand or company. 
Further, they neither cause positive nor negative buying behaviour.  
 
In Saab’s case these factors would include driver air bags, central locking 
and power steering. Surely, these factors can help to satisfy the customer 
but as Thompson and Stone point out, customers will not buy a product 
based on these attributes only. 
 
!"Attractors 
 
The needs included in this category retain customers and make them 
recommend the product or company to others. With the help of these 
factors companies can distinguish themselves from their competitors.  
 
Saab Unlimited, which will be launched in the year 2001, could serve as 
an example of a factor, which Saab can use in order to attract and retain 
customers. An additional example could be the Night Panel and the 24-
hour service. 
 
Lastly, the concept of the hierarchy of needs offers an insight into how 
the needs of the customer and their perception of the product’s value are 
interrelated. In conclusion, we continue with ideas, which we believe to 
be offering a broad explanation of not only needs and the product 
concept but also complementary views on how value and needs are 
intertwined. 
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Wasson159 emphasises that companies must not only focus on the 
physical product but also realise what the customer is actually purchasing 
when buying a product. Many companies fail to realise that an elusive 
intangible aspect completes the physical product. Together, the two 
aspects are referred to as the perceived bundle of services and they fulfil 
the needs of the customer. This being so, the customer will make a 
buying decision based on to which extent the perceived bundle of 
services are fulfilling the needs. Consequently, the perceived value of the 
product is high if the company has succeeded in satiating the need. 
Worth mentioning is that the physical elements of the product might be 
irrelevant when it comes to fulfilling the need as we will see below. 
 
Wasson’s theories can be applied to Porsche in order to demonstrate the 
logic of his reasoning. When buying a Porsche, the customer has several 
different needs, which he or she wants to fulfil. A need for driving 
performance, utility, reliability and last but not least an emotional need. 
Looking at the first need, driving performance, it is up to Porsche to 
produce a car, which is a pleasure to drive not only by adjusting engine 
power but also by increasing driver comfort and inserting helpful 
additional features. Superior quality facilitates the fulfilment of the 
second need, utility and to a certain extent also the third need, 
reliability. 
 
The reason, as to why reliability cannot be fulfilled only by quality is that 
other aspects such as warranty and dealer and service net are a part of 
the bundle of perceived services. The last need, the emotional, is the 
most problematic to fulfil since it is difficult to establish exactly what it is 
that satisfies the need. In Porsche’s case the owners stressed the mere 
experience of driving a Porsche and possible aspects would then include 
pride and status, which in turn stem from the heritage and the history 
that Porsche stands for. Strong emotions also arouse after having driven 
the automobile, from the sheer experience of pushing oneself and the 
machine towards the limits. 
 
Price is also a part of the perceived value according to Wasson, and he 
sees it as the obverse side of the concept. The price consists of any kind 

                                           
159 Wasson, 1971. 
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of sacrifice that can inhibit the desire to possess the offering. 
Consequently, the price also encompasses circumstances, which may 
occur after the purchase. Negative cost aspects for a Porsche customer 
thus include the fact that there are few dealers present, driving and 
maintaining a Porsche requires a certain degree of knowledge and finally 
that the delivery time of a Porsche ranges from six months up to one 
and a half years. 
 
We believe that Wasson offers one of the more thorough concepts of 
value in our chosen field of literature. However, possible criticism 
towards the model could be that the tangible and intangible parts of his 
concept are neither developed nor thoroughly defined.  
 
After having analysed the various theories on consumer behaviour and 
value in relation to the product concept, we will now summarise the 
accrued wisdom from the previous chapters and integrate it into a 
model.  
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T H O U G H T S  O N  

I N T E G R A T I O N  

 
Having looked at consumer behaviour, products and value, we will 
now display our concept, which integrates the three concepts. Our below 
displayed model represents a product model, which more explicitly 
include both consumer behaviour and value. 
 
 
In our striving towards integration we have looked at different 
definitions of the concept of a product. As we established in the 
previous chapters, these models do not include the concept of value per 
se. However, authors such as Levitt160 and Avlonitis161 acknowledge the 
concept of value in their views on the product but do not express them 
graphically.  
 
In terms of consumer behaviour, almost all authors recognise a form of 
core value as the centre of the product model. This leads us to believe 
that authors understand and even emphasise the importance of 
saturating consumers’ basic needs. 
 
Consequently, we believe that these product models can serve as a good 
foundation for an integrating model since they also display the tangible 
and the intangible characteristic of a product. We find that these aspects 

                                           
160 Levitt, 1971. 
161 Avlonitis, 2000. 
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are a necessary part of the product concept and omitting them from the 
model would make the understanding of the product almost impossible. 
Moreover, as mentioned earlier many authors recognise that value is 
created with the help of these levels of the product.  
 
 
8.1 Integrating the concepts 
 
In the following section we will take the different concepts further and 
integrate them. The result is presented below in figure 8.1: 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FIGURE 8.1 
AN INTEGRATION OF THE PRODUCT MODEL, VALUE THEORIES  

AND CONSUMER BEHAVIOUR 
 
The figure offers an alternative way of looking at the product, where we 
include aspects as perceived value and consumer behaviour. The grey 
ellipse, and its contents, stretching over the product levels core value, 
tangible product and intangible product represent the value for the 
possessor of the product. The concept meaning of the product is what 
represents the theories of consumer behaviour, linking the purchase of 
the object to the needs and perceived values for the customer. 
 

CV
ME B

TP
IP

Source: Own arrangement of information 
in frame of reference

CV Core Value
M Meaning of Product
E Effort
B Benefit
TP Tangible Product
IP Intangible Product

CV Core Value
M Meaning of Product
E Effort
B Benefit
TP Tangible Product
IP Intangible Product

Product Perceived 
Value
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Included in the grey area are effort and benefit. These two represent 
positive and negative aspects of buying and possessing the good and 
originate from anything related to the three levels of the product. 
 
The concept finally ads up to represent a product and  its value 
perceived by the consumer. Below, we will probe deeper into the 
different parts.  
 
 
8.2 Core Value / Meaning of the Product 
 
Beginning with the most basic aspect of our product model, we find the 
ideas on core value and the meaning of the product. 
 
The core value of a product is the result from using the product. This 
notion is in accordance with most authors, such as Kotler162 and Linn163. 
The drill can serve as an example, where the drill it self is of less 
importance – what the customer wants is a hole. The hole is the drill’s 
core value. 
 
Up to this point, most authors agree that the core value provides the 
customer with a satiation of their needs. Thompson and Stone 164 stress 
that the customers’ needs must be satisfied if companies want to deliver 
value to their customers i.e. their offer must be aligned with the needs.  
 
However, we would like to take the concept somewhat further and also 
include the meaning of the product, or rather the meaning of the core 
value. The hole in the wall probably has a purpose. Maybe there is a 
house under construction that has come to a halt due to a broken drill. 
The true value of the drill is then not just a hole, but also the possibilities 
to finish the house – this is what we call the meaning of the product.  
 
The discussion ranges from simple meanings, such as the above-
mentioned drill, to very complex reasons for wanting to possess objects. 
Some may want to acquire products to shape an identity. 

                                           
162 Kotler, 1984. 
163 Linn, 1985. 
164 Thompson & Stone, 1997. 
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The core values of the wanted product could then be closely related to 
the meaning of it. Let us take Rolex as an example. The CEO at Rolex 
stated that: 
 

“We are not in the watch business, we are in the luxury 
business” 165 

 
If one buys a Rolex, she probably does not pay £5,000 just to be able to 
tell the time, since there are cheaper ways of achieving this. There will be 
a combination between e.g. her desire to wear a nice looking watch and 
her wish to show others her success. Rolex acknowledges these desires, 
and produces watches that satisfy both needs. Thus the core value of the 
product is the beautiful piece of jewellery that also tells time. The 
meaning of the Rolex is what effect this item has on the possessor and 
the relevant individuals around her. Simply put, what the watch does for 
the owner in her opinion. 
 
Following the above discussion, the concepts of core value and meaning 
can be distanced from each other, depending on the nature of the 
product. Thus, the concepts of differently distanced meanings and core 
values have to be individually applied to the product in question and it is 
therefore not possible to generalise. Let us state an example. When a 
person buys an ice cream the core value of the ice cream can be the good 
taste, or quenching thirst. It might be difficult to establish whether the 
ice cream has a meaning or not.  
 
It is not until there is another intention with the use of the ice cream, 
apart from its core value, that the meaning of the ice cream can be 
identified. If the boyfriend buys his girlfriend an ice cone, it might not 
only be to quench her thirst, but also to make her happy. The core value 
of the product is still the taste or the ability to quench thirst, however the 
meaning of it can now be identified as making someone happy. The 
more complex the product is the harder it can be to establish the 
relationship between a product’s core value and its meaning. 

                                           
165 Kotler, 1984 p 136. 
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8.3 Physical Product 
 
In accordance with e.g. Kotler166 and Cateora & Graham167 representing 
the product concept, we include the physical product in our model. 
Kotler called the product level the tangible product and Cateora and 
Graham referred to it as the packaging component. 
Nilson168 and Wasson169, who mention the tangible aspects of a product 
in their work on value, and denominate them as tangible values, also 
support including the physical product in this model. This level 
comprises all the physical aspects of the product such as features, 
packaging, quality, brand name and styling among others. We will not 
account for all physical features, however we believe that it is this level 
together with the following, which lies as a foundation for value, which 
we will account for later. 
 
 
8.4 Intangible Product 
 
This level of our product model, consist of all possible elusive aspects of 
the product and additional services such as service, maintenance, 
guarantees, warranty, installation and instructions. This line of reasoning 
is close to Bagozzi170, Nilson171 and Kotler172, to mention a few. As 
referred to earlier, this is one of the bases for the Benefit and the Effort 
i.e. the perceived customer value, in our model. 
 
 
8.5 Effort 
 

“The real price of anything is the toil and trouble of acquiring 
it” 173 

 
The negative aspects associated with purchasing and possessing a 
product is something, which we believe will invariably affect the 

                                           
166 Ibid. 
167 Cateora & Graham, 1999. 
168 Nilson, 1992. 
169 Wasson, 1971. 
170 Bagozzi, 1991. 
171 Nilson, 1992. 
172 Kotler, 1996b. 
173 Kotler, 1996a. p 439. 
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judgement of the value of the product. These negative aspects include 
the monetary cost, energy and time spent searching, compromise cost 
etc. It also includes other possible negative consequences, which may 
occur after the purchase such as learning cost, maintenance requirement 
and loss of monetary value. Yet another negative aspect could be 
psychological negative effects, which stem from for example other’s 
jealousy or one’s loss of prestige. Although mentioned by authors such 
as Kotler174, Wasson175 and Woodruff & Gardial176 when discussing 
value, the common product concept does not include, in a satisfying 
manner, the non-monetary discouraging aspects associated with the 
product. 
 
 
8.6 Benefit 
 
The positive aspects stemming from a purchase or possession of a 
product can be referred to as value, or benefit. The benefit of the 
product has been called e.g. utility by van Raaij177 and consequences by 
Wodruff & Gardial178. Further, what we call benefit, Kotler179 
denominates as total customer value. No matter the terminology, benefit 
includes all positive consequences derived from the acquired possession. 
 
Benefit of a product can range from anything as simple as the sweet taste 
of an ice cream to the complexity of status. 
 
Benefit for an individual is affected by several factors. For instance, if a 
customer chooses between a cup of coffee and a cup of tea, what 
eventually will cause him to take a decision is not only what he wants. 
His decision will also be affected by several complementary factors, 
finally leading the individual to what good provides him with the greatest 
benefit.  
 
He might like tea more, but if tea is twice as expensive as coffee, he 
might be inclined to choose coffee. But if the coffee is too weak, maybe 
he will buy the tea after all, since it tastes better. If the cream for the tea 

                                           
174 Kotler, 1996a. 
175 Wasson, 1971. 
176 Woodruff & Gardial, 1996. 
177 van Raaij, 1975. 
178 Woodruff & Gardial, 1996. 
179 Kotler, 1996a. 
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is sour, maybe he will refrain from drinking anything at all. What ever he 
does, it will be based on the rational decision on what provides him with 
the greatest benefit. 
 
The rather complex analysis of this simple phenomenon can also be 
applied to more difficult problems, such as the individual’s quest for 
status or prestige. 
 
 
8.7 In Conclusion 
 
We have now displayed our view on how the three concepts of 
consumer behaviour, value and product can be integrated into one 
concept and how it can be displayed graphically. However, we would like 
to stress that we do not aim to repudiate the current ideas on the 
mentioned concepts, rather we supplement them with our concept. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



In Search of an Integrating Product Model 

108  

 
 
 
 
 
 
 
 
 
 



 Reflections 

109  

 
 
 
 
 
 
 
 
 
 

R E F L E C T I O N S  

In this conclusive chapter we will present our findings and reflecting 
thoughts regarding our thesis. Further, we will also give suggestions for 
further research. 
 
When comparing consumer behaviour, product concept and value we 
found that the areas were intertwined and addressed similar issues but 
with different terminology. Although several authors treated the issues 
separately in their books, they were hardly ever deliberately integrated. 
 
Further, in our field of literature we have found several definitions of 
what a product can be said to be. The notions vary somewhat between 
authors, but the essence of all theories have been the same. Nevertheless, 
we found that the ideas lacked several qualities. For instance, they did 
not include the buyer’s perceived value, i.e. an explanation of why the 
consumer chooses one particular product over another. Nevertheless, 
most authors recognised the value as stemming from the product’s 
intangible and tangible attributes. 
 
In terms of the behaviour of the consumer, it was not explicitly included 
in the different product concepts. Nonetheless, most authors 
acknowledged that the essence of the product is related to the 
satisfaction of some sort of need, and it is this need that ultimately 
triggers a purchasing decision. In addition, some authors accentuate that 
the customer’s needs must be satisfied if companies want to deliver value 
to their customers. 

 
Even though our study does not offer a full understanding of this 
relationship, we provide the reader with a concept that sees the product 
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more focused on how the consumer perceives value and the behaviour 
leading to the acquisition.  

 
Our suggestions for further research lies in the field of consumer 
behaviour, especially regarding what different kinds of buying behaviour 
exists and how these can be related to the meaning of the product and 
the need. Further, we have found the connection between the product 
and the identity of the consumer interesting, and would recommend 
research within this area. 
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Appendix I 
 
Questions to the car owners 
 
Name 
Age 
Profession 
Education 
 
 
• What is a Saab/Porsche? 

• What does your Saab/Porsche mean to you? 

• Why do you own a Saab/Porsche? 

• Describe a Saab/Porsche? 

• What physiological qualities of your car do you value the most? 

• What immaterial qualities of your car do you value the most? 

• Do you have a lot of extra equipment – why? 

• What is best with a Saab/Porsche? 

• Why have you continued owning Saab/Porsche? 

• How do you value intangible aspects around your automobile 

(service net, service, guarantees, assistance, finance, insurance)? 
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Appendix II 
 
Questions to the companies: 
 
Name 
Title 
 
 
• What is a Saab/Porsche? 

• What does your product mean to the customer? 

• What needs do customers appease by buying a Saab/Porsche? 

• What makes a customer buy a Saab/Porsche? 

• What kind of customer buys a Saab/Porsche? 

• Describe a Saab/Porsche? 

• What physiological qualities of the car do the customers value the 

most? 

• What immaterial qualities of the car do the customers value the 

most? 

• What does extra equipment mean to the customers – why and 

how? 

• What is best with a Saab/Porsche? 

• Why do customers continue owning Saab/Porsche? 

• How do you think customers value intangible aspects around the 

automobile (service net, service, guarantees, assistance, finance, 

insurance)? 

• Is the automobile of today, relatively more advanced than 25 years 

ago? 

 


