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SCIENTIFIC GLOSSARY

Design thinking is a user-centric, multidisciplinary thinking logic and tool
to deliver value co-creation in order to ensure enhanced value proposition.
It is based on the way designers work and think.

A management tool is a method used by organizations to cope with envi-
ronmental challenges such as dynamically changing markets to sustain
competition advantage in order to improve performance.

Mutual value is shared value co-created by multiple providers and custom-
ers, suppliers or other stakeholders through interaction or an exchange of
resources which is beneficial for all involved actors.

Value co-creation is a joint process of creating value by involvement of
relevant stakeholders during which value is reciprocally created for each
actor aiming at increasing value proposition accuracy and value proposi-
tion. Value co-creation could be used as a management system and as a
management tool to create value with stakeholders by identifying their
needs and demands and by co-creating solutions which are aligned with
stakeholders” value preferences.

Value innovation is an outcome of the design thinking logic to deliver
value based on value co-creation approaches in order to ensure both; an
increased value proposition and a decrease of costs.

Value proposition illustrates the benefits offered by the provider to meet
customers” value preferences and can be created through customers” in-
volvement in value co-creation processes.

Value proposition accuracy is the degree to which value proposition meets
customer value preferences.

A value proposition accuracy gap emerges in the case that the management
perception of the customer value preferences varies from the needs and
demands of customers.



INTRODUCTION

Topicality of the research

In today’s dynamic, turbulent and rapidly changing business environment, the worldwide
hospitality industry faces a number of profound challenges. Newly rising technologies, global-
ization, natural disasters, shifts in the global economy and game-changing innovation have put
significant competitive pressures on hotel corporations which will continuously reshape the
hospitality and tourism industry (Langford et al., 2017, Roth and Fishbin, 2017).

Langford et al. (2017) even state that they expect an adventurous and challenging era of
transformation for the global hospitality industry. Since it has become rather difficult to forecast
the future market demand in a highly networked and globalized world, hotel corporations have
to find solutions for successfully operating their businesses within permanently changing envi-
ronmental and economic conditions (Langford et al., 2017, Roth and Fishbin, 2017).

Consequently, Glick et al. (2016), Roth and Fishbin (2017) as well as Langford et al.
(2017) argue that the global hospitality and tourism sector will experience extensive shifts to-
wards its customers” needs and demands which will be based on international trends, habits and
challenges such as urbanization, demographic shift, customization of products and services or
the rising concept of a sharing economy among others.

To avoid a loss of competitive advantage and successful business positions, leading to
decreasing business performance, unsatisfied shareholders and lower employee engagement in
a globalized hospitality industry, a reshape of hotel corporations according to the dynamically
and increasingly changing environment and society is essential.

This development is also underpinned by underlying concepts such as the approach of
dynamic capabilities, which describes increasing challenges for businesses as they face a situ-
ation of rapidly changing markets, new customer needs and wants, often low-cost competition
and the commoditization and customization of products and services (Day, 1994 and Pra$nikar
et al, 2008).

As a research gap emerges in the hospitality and tourism industry, the focus of this study
is on elaborating possibilities to lead companies through these challenging times. According to
the author, the application of value co-creation to increase value proposition accuracy and, thus
enhance value proposition may be interpreted as a management tool in business management,
which provides value to customers and businesses.

Santos-Vijande (2013) and Black et al. (2014) even point out that co-created contents
generally outperform the contents which are professionally created by the provider, on key
market performance metrics (Santos-Vijande, 2013; Black et al., 2014). Customers will be
given the chance to co-design and co-develop products and services that fit to their own needs
and demands, leading to an increased value proposition, and hence to a rise of competition
advantage in the future (Gronroos, 2000 and Vargo and Lusch, 2004). Bettencourt et al. (2014)
argue that the co-creation of value has potential to redefine existing markets or to even help to
create new markets (Bettencourt et al., 2014).

The author interprets value co-creation as a management tool to create value with cus-
tomers by identifying their needs and demands and by co-creating solutions, which fit to cus-
tomer needs and wants to achieve value proposition increase. As a result, increased value leads
to competitive advantage, and thus an increase of business performance despite or even because

of rapidly changing business environments will be achieved.
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Value co-creation approaches which are based on thinking logics such as design thinking
or value innovation were already successfully applied to corporations of other industries. How-
ever, there is a lack of research concerning the application of value co-creation in the hospitality
industry.

Taken all the mentioned aspects into consideration, this doctoral dissertation focuses on
the application of value co-creation as a management tool in business management to increase
value proposition accuracy, and thus to achieve value proposition increase in the hospitality
industry. A scientific approach to value co-creation with customers to enhance value is an actual
topic of significant future importance as, due to a lack of scientific research, there is only little
evidence about this concept within the hospitality industry.

Research question, hypotheses, object and subject

The main research question can be described as follows:

How can value co-creation as a management tool be applied to deliver a higher level of value
proposition accuracy and thus to increase value proposition in the design hospitality industry?

The object of the research is the design hospitality industry.
The subject of the research is value co-creation.

The doctoral dissertation analyzed the following hypotheses aiming at answering the research
question:

H: Value co-creation as a management tool leads to higher value proposition accuracy,
and thus to value proposition increase.

H1: There is a value proposition accuracy gap between the perception of customers” value
preferences among top management representatives and the real-life value preferences of
customers. This gap and its directions can be identified.

H2: Value proposition accuracy gaps vary depending on specific customer profiles. The
understanding of specific customer profiles has a direct impact on value proposition ac-
curacy level.

H3: The application of value co-creation as management tool by top management leads
to higher value proposition accuracy in the design hospitality industry.

Research goal and main tasks

The main goal of the research is based on the sighting, analysis and classification of rel-
evant academic literature concerning the meaning and role of value co-creation as a manage-
ment tool to evaluate the value proposition accuracy level in order to elaborate a management
model leading to an increase of value proposition in the design hospitality industry.

In consideration of this goal, the research intends to accomplish the following main tasks:



1. Ascertain characteristics, meaning and role of value co-creation as a management tool
to increase value proposition based on international scientific literature;

2. ldentify underlying management approaches which support the concept of value prop-
osition increase by applying underlying thinking logics to foster an increase of value
propositions accuracy based on value co-creation approaches;

3. Accomplish comparative research about key success factors of usage of value co-cre-
ation for value proposition increase among business executives and customers;

4. ldentify and analyze key drivers (elements) and international cross-industry practices
for the application of value co-creation as a management tool to increase value proposi-
tion accuracy and thus to enhance value proposition;

5. Elaborate a management model for business executives and customers to use and de-
velop their competences to apply value co-creation as a management tool to increase
value proposition;

6. Provide conclusions and recommendations for the application of value co-creation as
a management tool to increase value proposition in the hospitality industry.

Research Methods

To find answers to the underlying research question, scientific research requires an em-
pirical, systematic and critical analysis of the research problem (Kerlinger, 1986).

In the research at hand, academically established quantitative and qualitative scientific
research methods were used, e.g. the monographic method, content analysis, survey method,
descriptive statistics method, econometric method of cluster, means and discriminant analysis,
among others. All research methods are based on distinctive value co-creation studies streams
in scientific literature.

For the quantitative research of the doctoral dissertation, 24 hotels were identified
which met all criteria of being a German design hotel. A representative sample which comprises
13 hotels and represents the entire population was established based on experts” opinions of
identified design hotel groups. These 13 hotels had a total number of 392.984 in-house guests
in 2016 (= population size). Based on the population size, a confidence level of 95 percent, a
confidence interval (margin of error) of 3 and a z-score of 1,96 a representative sample was
calculated. Consequently, part one of the research (quantitative research) had to be carried out
with a representative sample of at least 1065 participants. A survey on value preferences of
existing design hospitality customers, which supports the analysis and evaluation of value prop-
osition benefits, was conducted in order to find out customers” needs and demands as well as
elements which customers truly value in the 21st century. The survey was distributed in hotels
which form a representative sample (explanation see above) of the German design hospitality
industry.

For the qualitative research of the doctoral dissertation, structured interviews with 13
hotel directors of the participating hotels were conducted before and after value co-creation
measures to identify which attributes hotel directors think are valuable to customers in a chang-



ing environment. As a final research step, two depth interviews (face-to-face) with C-level ex-
ecutives of the hotel groups were conducted. These C-level interviews do not aim at gaining
additional data for the data analysis, they rather target the identification of possibilities for a
concrete implementation and realization of value co-creation measures by establishing a man-
agement model, which transfers theoretically gained academic knowledge to business life.

Limitations of the research

The doctoral dissertation aims at an elaboration of a management model, leading to an
increase of value proposition by decreasing value proposition accuracy gaps, and thus to en-
hance value proposition by applying value co-creation as a management tool in the design hos-
pitality industry in Germany. The evaluation of value co-creation as a management tool in-
volves and is also influenced by multiple independent and interrelated elements. As a conse-
quence, the research of the doctoral dissertation had to be limited to a certain extend.

First of all, the doctoral dissertation focuses its object of research from a business man-
agement perspective only.

Moreover, the empirical part comprises an analysis of value co-creation as a management
tool to increase value proposition accuracy, and hence to enhance value proposition from the
perspective of business executives and customers. As an increase of the provided level of cus-
tomers” needs and demands is in the center of the doctoral dissertation research, it focuses on
value co-creation with customers. The research does not consider any further stakeholders such
as suppliers or partners. Therefore, the sample of the quantitative research will only contain
customers (no suppliers etc.).

The object of research is the design hospitality industry, which is why the main focus will
be on this specific industry.

The hospitality industry (worldwide) consists of numerous hotels with different strate-
gies, which are based on various cultures etc. As the doctoral dissertation focuses on the Ger-
man hospitality industry, the sample for the quantitative research will only contain hotels which
are operated in Germany.

Further, the hospitality industry in Germany consists of a wide range of differing hotel
types. The research concentrates on the design hospitality industry and specifically on design
hotel groups which have an identical corporate identity in all hotels and which fulfill certain
criteria such as an official 4-5 stars classification, which includes products for the market seg-
ments business and leisure travelers as well as a modern and contemporary design.

Customers and hotel executives of 24 hotels in Germany, which fulfill the above men-
tioned criteria, form the representative sample in this research project and will be considered
for the quantitative primary research.

Furthermore, there are limits towards respondents as not every C-level executive can par-
ticipate in the research. Correspondingly, not all customers of the segment can take part in the
survey.

In addition, research contains a sampling error which occurs through the sampling frame
bias as it has to be assumed that there are differences between the sample of this research and
the population of the investigated segment (Bryman and Bell, 2007).

It should be noted that costs and time constraints will also limit the research to a certain
extend (Bryman and Bell, 2007).



Research Period

The research period of the theoretical part includes the last decades of the 20™" century as
well as the years of the 21% century till date. However, the consulted academic literature and
research on management and business are based on scientific milestones from the year 2000
onwards.

The primary research part of the doctoral dissertation was carried out from mid-2017
onwards. It has to be differentiated between the quantitative primary research which took place
from 01.09.2017 till 31.10.2017 and both qualitative research parts. The period for the quanti-
tative primary research (customer survey) was tactically chosen based on the recommendations
of senior management members of the participating hotel companies due to the presence of
regular guests and the absence of e.g. holiday periods etc. during those times.

The first qualitative part (interview with 13 hotel directors), which aimed at drawing com-
parisons between the actual needs and demands of customers and the opinion of hotel directors
what they think customers truly value, was conducted in parallel to the quantitative part from
01.09.2017 till 31.10.2017. The selection of the interviewees was based on certain selection
criteria such as educational background (academic qualification of at least Bachelor level), pro-
fessional experience (at least one year of being hotel director of the specific hotel) and on a
geographical basis.

Afterwards, the first period of data analysis started from November 2017 onwards. Once
the data analysis was completed, value proposition accuracy gaps between hotel directors and
customers were identified. As a consequence, value co-creation as a management tool was ap-
plied and hotel directors participated in workshops, which were based on input of co-creation
processes.

From 01.02.2018 to 18.02.2018, hotel directors were interviewed again, and the second
data analysis took place in order to identify changes of the previously analyzed value proposi-
tion accuracy gap.

As a final research step, two depth interviews with C-level executives were conducted
from 01.03.2018 to 02.03.2018 to present the research findings and to develop and elaborate a
management model that will help to transfer the scientifically gained knowledge into real busi-
ness life aiming at an increase of value proposition accuracy, and thus to foster enhanced value
proposition in the future. The selection criteria for C-level representatives were educational
background (academic qualification of at least Master level), gender diversity (inclusion of men
and women) and professional experience in the design hospitality industry of at least five years.

The Thesis presented for defense

1. Anidentification of significant (p<0,05) and highly significant (p<0,01) value proposition
accuracy gaps based on application of value co-creation with customers is a necessary
precondition for increasing value proposition accuracy.

2. The understanding of specific customer profiles has an impact on the value proposition
accuracy level as value proposition accuracy gaps vary depending on customer profiles.

3. Comprehending customer characteristics through an application of value co-creation with
customers increases value proposition accuracy, and hence value proposition.



The theoretical and methodological basis

The theoretical and methodological basis of this doctoral dissertation is formed by under-
lying international scientific publications and research work of leading experts of the hospitality
and tourism industry underpinning the necessity of finding answers, e.qg. if using value co-cre-
ation as a management tool to increase value proposition in business management to react to
upcoming challenges of the industry for ensuring sustainable business development.

The empirical part of this doctoral dissertation is based on theoretical approaches and
logics such as the Dynamic capabilities approach, the Resource-based theory, the Service-dom-
inant logic or the Job-to-be-done logic in strategic management. The main scientific contribu-
tors are Teece, 1984; Day, 1994; Teece, Pisano, Shuen, 1997; Ulwick, 2002; Christensen and
Raynor, 2003; Hamel, 2006; Zahra, Sapienza, Davidsson, 2006; Helfat, Finkelstein, Mitchell,
Peteraf, Singh, Teece, Winter, 2007; Prasnikar, Lisjak, Buhovac, Stembergar, 2008; Arend and
Bromiley, 2009; Kindstrom, Kowalkowski, Sandberg, 2013; Bettencourt, Lusch, Vargo, 2014;
Lin, Su, Higgins 2016; Ringov, 2017; among others.

Principles of the application of value co-creation as a management tool in business man-
agement form the basis for value proposition increase. The main contributors in this research
field are Prahalad and Ramaswamy, 2004; VVargo and Lusch, 2004; Holbrook, 2006; Ballantyne
and Varey, 2006; Gronroos, 2008; Vargo and Lusch, 2008; Nordin and Kowalkowski, 2010;
Gronroos, 2012; Truong, Simmons, Palmer, 2012; Gronroos and Voima, 2013; Neghina,
Cabiels, Bloemer, Birgelen, 2015; Leclercq, Hammedi, Poncin, 2016; among others.

The approach of value co-creation as a management tool in business management to in-
crease value proposition accuracy and, thus to enhance value proposition is also supported by
underlying thinking logics such as design thinking or value innovation. The main scientific
contributors in this research area are Kim and Mauborgne, 1997, 2005; Matthyssens, Vanden-
bempt, Berghman, 2006; Barnes, 2009; Brown, 2009; Cirjevskis, Kubilute, Ershovs,
Medvedevs, 2009; Martin, 2009; Rylander, 2009; Sheehan and Vaidyanathan, 2009; Stickdorn
and Schneider, 2010; Brown and Katz, 2011; Kimbell, 2011; Lindi and Marques da Silva, 2011,
Johansson-Skoldberg, Woodilla, Cetinkaya, 2013; Becker, 2014; Bettencourt, Lusch, Vargo,
2014; Gobble, 2014; Liedtka, 2014, 2015; Rouse, 2015; Carlgren, EImquist, Rauth, 2016;
Geissdoerfer, Bocken, Hultink, 2016; Tuominen and Ascencdo, 2016; Breschi, Freundt,
Orebéck, Vollhardt, 2017; among others.

In addition, strategic analysis reports of international corporations such as McKinsey &
Company, Engel & Volkers Hotel Consulting, Deloitte and Hotelier.de, etc. form the basis of
the theoretical part of the doctoral dissertation.
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Scientific significance and novelty of the research

The scientific significance of the research arises from the novelty of the topic as the author
applied a new and innovative approach to achieve a higher level of value proposition accuracy,
and hence value proposition increase by using a value co-creation based approach as a manage-
ment tool in the hospitality industry. In order to increase value proposition, and hence to find
answers to emerging challenges of the industry, the conducted research comprises scientific
novelties and theoretical significance which can be highlighted as follows:

e Characterization and ascertainment of the meaning and role of value co-creation as a
management tool to increase value proposition in the design hospitality industry.

o Specification of the definition of value co-creation as a management tool to increase value
proposition in the design hospitality industry (development of clearer definitional
bounds).

¢ Identification of the drivers of value proposition accuracy increase (= value preferences),
which can be interpreted as value proposition benefits based on value co-creation ap-
proaches with customers.

¢ Integration of value co-creation as a management tool into corporate strategy, product
and service innovation as well as business model innovation processes of hotel groups of
the design hospitality industry to foster sustainable business performance by increasing
the company’s value proposition.

o Development of the design thinking-based model “The Wheel of Design”, which co-sup-
ports value co-creation with customers to increase value proposition

e Development of the value proposition management model “The Wheel of Value Proposi-
tion” for business executives of theoretical knowledge transfer to real business settings
by facilitating value co-creation with customers” approaches to increase value proposi-
tion.

Practical significance of the research

The doctoral dissertation can be described as practically significant due to a number of
elements which can directly be applied or transferred to business life. Firstly, the application of
value co-creation as a management tool in the design hospitality industry is an approach which
directly helps business executives to create value proposition increase. Drivers for value prop-
osition accuracy increase were identified and recommendations for companies how to create
value propositions by applying value co-creation in business management were elaborated.

The model “The Wheel of Design” was developed to support value co-creation approaches
based on the thinking logic of design thinking. In addition, the author developed a value prop-
osition management model “The Wheel of Value Proposition” for raising the ability of business
executives in implementing value co-creation as a management tool to increase value proposi-
tion in the hospitality and tourism industry. This model facilitates the application of value co-
creation based approaches and encourages business executives to foster value proposition in-
crease by co-creating value with customers. New business opportunities and unique value
curves resulting in competition advantages and superior business performance are benefits of
the newly created concept.
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Approbation of the most relevant results

The results of the scientific research of this doctoral dissertation have been internationally

presented in four scientific conferences by the author. Additionally, research results were pre-
sented in two key note speeches during further scientific conferences:

1.

9" Annual Scientific Baltic Business Management Conference on Challenges of Busi-

ness Sustainability in the digital age. “Value innovation drivers for delivering superior

customer responsiveness.” Organized by BA School of Business and Finance, RISEBA

University and Stockholm School of Economics in Riga, Latvia; 21.04. — 23.04.2016.

6™ International Conference on New Challenges in Management and Business. “Value

co-creation drivers in dynamic markets.” Organized by AIMI Institute — NCM Confer-

ence in Dubai, United Arab Emirates; 11.02.2017.

Singapore International Conference on Management, Economics, Business and Social

Sciences (SIMBES). “The role of design thinking in creating an increased value prop-

osition to improve customer experience.” Organized by Research Synergy in Singapore;

18.01. - 19.01.2018.

. Korea International Conference on Humanities, Social Science and Business Studies
(KIBSS). “Creative and Design Thinking.” Organized by Research Synergy in Seoul,
South Korea; 05.03.2018.

. International Scientific Conference on the Future of Sustainable Hospitality 18, “The

art of thinking: Achieving value proposition accuracy in the hospitality industry.” Or-

ganized by Hotel Management College Riga in Riga, Latvia; 15.05.2018.

International Conference on Management, Economics and Social Science (ICMESS).

“Key success factors to increase value proposition in the hospitality industry.” Orga-

nized by Researchfora in Miami, United States of America; 23.08. — 24.08.2018.

Publications

1.

The main results of the research were published in five different scientific publications:

Kleber, D.M.S., Volkova, T. (2016). Value Innovation Frameworks for delivering su-
perior customer responsiveness. Journal of Business Management 12, 34-45. — ISSN:
1691-5348

Kleber, D.M.S., Volkova, T. (2017). Value Co-Creation Drivers and Components in
Dynamic Markets. Journal of Marketing and Branding Research 4, 249 — 263. — ISSN:
2476-3160

Kleber, D.M.S. (2018). Design Thinking to deliver superior customer value. Etikonomi:
Journal Ekonomi 17 (2). — ISSN: 2461-0771

. Kleber, D.M.S., (2018). Actual and Future Trends and Challenges in Hospitality. Hos-
pitality Opportunities, Challenges and Perspectives Vol. 2, edition 2018.

Kleber, D.M.S., Volkova, T. (2018). Key Success Factors to increase value proposi-
tion in the hospitality industry. Journal Industrial Engineering — PROZIMA (Produc-
tivity, Optimization and Manufacturing System Engineering) Vol. 2 (1). — ISSN: 2541-
5115
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Structure and volume of the promotion paper

This doctoral dissertation is an independent research thesis consisting of an introduction,

three main chapters comprising eight subchapters, conclusions, recommendations, a bibliog-
raphy and appendices. The total volume of the paper is 188 pages including 41 tables and 36
figures.

The doctoral dissertation is structured as follows:

Introduction

1.

Characteristics of value co-creation and its role to increase value proposition

1.1 Characteristics of Value Co-Creation as a management tool

1.2 Value Co-Creation management models and impact factors

1.3 Trends and challenges of the global hospitality industry and the need for value
proposition increase

. Evaluation of value co-creation possibilities to achieve an increased value proposi-

tion in the German hospitality industry

2.1 Design hospitality industry in Germany and its characteristics

2.2 Research methodology on application of value co-creation for increasing value
proposition

2.3 Evaluation of the level of awareness, application and impact of value co-creation
as a management tool in the design hospitality industry

. Directions for value co-creation delivery in the hospitality industry for increasing

value proposition

3.1 Management model for increasing value proposition by value co-creation ap-
proaches in the hospitality industry

3.2 Practical implementation to apply value co-creation as a management tool to in-
crease value proposition

Conclusions
Recommendations
Bibliography
Appendices
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KEY SCIENTIFIC TENETS

1 CHARACTERISTICS OF VALUE CO-CREATION AND ITS ROLE
TO INCREASE VALUE PROPOSITION

(Chapter 1 consists of 41 pages comprising 7 tables and 11 figures)

In this doctoral dissertation, it is argued that value co-creation can be applied as a man-
agement tool in business management to achieve an increase of value proposition accuracy, and
hence to increase value proposition. Underlying theories, thinking logics, frameworks and im-
pact factors which will support the idea of achieving an increase of value proposition by apply-
ing value co-creation as a management tool in business will be identified and analyzed. Value
proposition increase can be interpreted as a major driving force for the global hospitality indus-
try development.

As in today’s dynamic and rapidly changing business environment hotel corporations face
numerous profound challenges, the hospitality industry will experience a reshape based on cus-
tomer-centric thinking logics to satisfy ever-changing customer needs and demands (Langford
etal., 2017, Roth and Fishbin, 2017).

The concept of value co-creation is based on and originates from Vargo and Lusch (2004,
2008). According to them, each customer is considered a value co-creator. Prahalad and
Ramaswamy (2004) argue that value co-creation can be regarded as a joint initiative in which
beneficiaries and providers co-create value (Prahalad and Ramaswamy, 2004).

Recently, Leclercq et al. (2016) conceptualize value co-creation as a process in which
actors jointly create value by exchanging resources. They define value co-creation as a mutual
process during which value is reciprocally created for each actor (Leclercq et al., 2016).

The lack of a clear definition of value, value co-creation and its dimensions requires
further investigation and conceptualization of value co-creation (Neghina et al. 2015).

From the author’s point of view, value has to be co-created based on interaction by both
beneficiaries; customers and business executives. The willingness to participate in such
processes can be regarded as essential for value co-creation processes. Therefore, it can be said
that value may be jointly created through resource exchange by business executives and
customers in form of an ongoing value co-creation process. This can be regarded as a process
leading to an outcome of interaction between subjects. The author argues that value co-creation
supports the process of satisfying customers” needs, solving customers” problems and adding
value to companies, what also corresponds to Grénroos” and VVoima’s approach (2013).

According to the innovation management stream, actors reciprocally co-create value
(Leclercqetal., 2016). Caru and Cova (2003), Woodall (2003), Sanchez-Fernandez and Iniesta-
Bonilla (2007) state that value co-creation incorporates a process which increases the
customers” well-being, and hence delivers an increased value proposition (Gronroos, 2008;
Vargo et al., 2008; Nordin and Kowalkowski, 2010).

Additionally, the author identified a strong correlation between overall product-fit and
customer satisfaction, also leading to an increased value proposition, and thus to superior
customer experiences, customer loyalty and consequently to competitive advantages. As an
increased product-fit leads to a decrease of the value proposition accuracy gap, and thus to an
increased value proposition, the importance of value co-creation processes with customers
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becomes vitally important in today’s dynamic markets. Further, it can be argued that an
increased value proposition may be regarded as a result of adjusting products and services to
the dynamically changing customers’ needs and demands . This perspective is also in line with
Amit and Zott (2010) who see great importance in solving customer problems while
simultaneously satisfying customer needs and demands by continuously adjusting the value
propositions (Amit and Zott, 2010).

As the aim of the doctoral dissertation is to clarify how to ensure an increase of value
proposition, the author defines the term “value proposition” based on internationally recognized
experts” prior research.

Kotler et al. (2016) argue that value propositions describe how products or services dif-
ferentiate from others while delivering increased customer value. Hoveskog et al. (2015) point
out the need of an ongoing reevaluation and readjustment of value propositions in terms of
usefulness, novelty and feasibility.

The author’s perspective on value propositions is in line with Amit and Zott (2010),
Hoveskog et al. (2015) and Kotler et al. (2016) as in today’s fast changing and dynamic markets,
they see a need of steadily adjusting value propositions which are still valuable to customers in
today’s business environments. Moreover, the author argues that value propositions can also be
interpreted as the result of customers” involvement in value co-creation processes because a
successful involvement forms the basis of powerful value propositions, which are valuable from
the customers” point of view. It can be stated that the awareness and willingness of customers
to be involved in value co-creation processes is essential for achieving improved and adjusted
value propositions.

As value propositions aim at providing benefits and distinct advantages, which solve the
target customers” problems (Anderson et al., 2006), it can be said that value propositions are
not about a company’s offerings, features or attributes, but about the needs and demands of the
end-customers and their experience (Barnes et al., 2009).

Consequently, the importance of value co-creation is rapidly increasing. The doctoral dis-
sertation identifies and analyzes drivers and key success factors for value proposition increase,
possibilities to create value and visualizes possible synergies of an application of the underlying
frameworks and thinking logics with a clear focus on delivering enhanced value proposition.

In addition, the author describes value co-creation as a concept consisting of several com-
ponents which form a management process, a management tool and also a management system
of value co-creation.

Moreover, the doctoral dissertation elaborates on the above presented content and intro-
duces three value creation spheres which focus on the customers” and the service providers
role during the process of value co-creation (Gronroos and VVoima, 2013). Value co-creation
with customers is possible in a joint sphere of customer and product or service provider (see
Figure 1-1). In this joint sphere, the value provider and the customer mutually influence each
other and will therefore lead to value co-creation (Gronroos and VVoima, 2013).
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Producer: The provider as
producer of resources to be
used in the customer*s value
creation.

Co-producer: The customer
participates as co-producer
in the joint production
process.

PROVIDER SPHERE JOINT SPHERE X-SPHERE

(e.g. Customer Sphere)
value creation
in interaction

(real value)

production .
(potential value)

independent value
creation (real value)

Customer's role

Value creator/co-creator: The
customer is the value creator in
direct interaction, but when

Value creator: The customer is
an independent value creator
outside direct interaction.

inviting the provider into this
process (a merged dialogical
process), value is co-created
with the provider.

Value facilitator:
The provider is a value
facilitator.

Value facilitator: The provider
is a value facilitator.

Provider’s role Co-creator: The provider may

get an opportunity to engage in
the customer*s value creation
process as a co-creator.

Figure 1-1: Value Creation Spheres
Source: developed by author based on Grénroos and Voima (2013, p.141)

According to Groénroos (2011) direct interaction is essential for value co-creation. The
joint sphere may therefore be interpreted as a platform for joint value co-creation (Grénroos
and Voima, 2013).

As co-created contents generally outperform the contents, which are professionally cre-
ated by the provider on key market performance metrics, it is essential to understand the cus-
tomers” point of view and create new products and service offerings according to the prefer-
ences of customers while at the same time reducing the risk of product failure (Varey and Bal-
lantyne, 2006; Nambisan and Baron, 2007; Bogers et al., 2010; Roser et al., 2013; Santos-Vi-
jande, 2013; Black et al., 2014).

From the author’s point of view, the joint sphere is the place in which the customers take
responsibility of value creation by applying a dialogical approach of direct interactions and in
which mutual value is created.

Moreover, the doctoral dissertation elaborates on the job-to-be-done (further - JTBD)
logic as a truly customer-centric logic which applies value co-creation approaches to overcome
traditional boundaries and perspectives in business to create increased value proposition, and
thus strategic competitive advantages. Customers will be given the chance to co-design and co-
develop products and services that fit to their own needs and demands, leading to an increased
value proposition in the future. Consequently, customers can be interpreted as co-creators of
value. Through this approach, the co-creation of value can redefine existing markets or even
help to create new markets (Bettencourt et al., 2014).

The author regards the JTBD logic as a set of processes which co-create value with cus-
tomers by identifying the customers” needs and demands as well as co-creating solutions, which
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fit to these needs and wants to achieve increased value proposition. By achieving an increased
product-fit to the needs and demands of customers, the value proposition accuracy gap between
customers” expectations and the delivered products/services can be decreased. In other words,
it can be said that the needs and demands of customers are rather met or that the value proposi-
tion accuracy is increased.

Recognized approaches, such as the approach of dynamic capabilities, analyze and de-
scribe methods and sources of value creation. They intend to answer the question how compa-
nies can create and sustain competition advantage in a world of rapidly changing environments.
Due to the increasing globalization, innovational approaches are frequently leading to economic
growth by ensuring increased value proposition also leading to competitive advantage. The
presented theories underpin value co-creation approaches to increase value proposition and to
create superior value.

In the pioneering work on dynamic capabilities, published by Teece, Pisano and Shuen
in 1997, the origins of the dynamic capabilities approach are identified.

According to Teece et al. (1997), dynamic capabilities represent a potentially integrative

and emerging approach to understand the actual sources of competitive advantage.
One could also say that the approach deals with future research potential of companies and as
an aid to management, endeavoring how to create competitive advantage in increasingly rapid
changing environments (Teece et al., 1997). Due to the fact that the strategic resource-based
theory was criticized as it did not consider a long-term development of a company’s resources,
the approach of dynamic capabilities, which takes the resource-based theory as a basis, ad-
dresses this issue. Teece et al. (1997) also define dynamic capabilities as routines within a com-
pany’s processes which aim at gaining, releasing, integrating and reconfiguring its resources
according to an ever-changing environment. Further it can be stated that the approach of dy-
namic capabilities aims at adapting a company’s resource base to changing and evolving cus-
tomers” needs and demands and to arising market trends. In this way, companies have the po-
tential to reshape their environments through innovation which is based on collaboration (value
co-creation processes) with their customers (Teece et al., 2007).

In today’s world, dynamic capabilities are of fundamental importance as companies face
a situation of globalization which evokes rapidly changing markets, new customer needs and
wants, often low-cost competition and the commoditization and customization of products and
services (Day, 1994 and Pras$nikar et al, 2008).

As dynamic capabilities depend on the company’s history but also influence the com-
pany’s future at the same point in time, Arend and Bromiley (2009) also agree with the previ-
ously mentioned authors that dynamic capabilities incorporate a great potential for assuring
competitive advantage by initiating an increase of corporate value proposition (Arend and Bro-
miley, 2009).

The author sees the role of dynamic capabilities as an effective approach for steadily ad-
justing corporate resources to changing environments with its needs and demands of customers
to ensure an increase of value proposition accuracy, and thus to enhance value proposition.

Industry examples of well-known corporations such as Philips or IBM, which focused on
the rather static resource-based approach, experienced a loss of competitive advantage in the
past. Companies and corporations which were able to rapidly react to environmental changes,
with e.g. product or service innovations, together with a flexible management capability were
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winners in the global market. Hence, the ability to gain new forms of competitive advantage
may be called dynamic capability (Teece et al., 1997).

The doctoral dissertation also elaborates on different thinking logics which support value
creation processes.

The thinking logic of “Design Thinking” can be interpreted as a contemporary thinking
logic to deliver value co-creation in order to ensure an increase of value proposition.

As identified in the doctoral dissertation, the importance of value proposition of national
and international corporations is continuously increasing because of quickly changing business
environments. As a consequence, there is a great demand for new thinking modes and methods
for the development of innovative value propositions. Design thinking represents a by nature
user-centric thinking mode to foster the creation of value propositions based on the way design-
ers work and think.

Nowadays, companies experience a need to develop innovative perspectives in order to
gain competitive advantage and stay relevant in various fragmented markets in times of imper-
manency, hypercompetition, globalization and fluidity. Dynamic thinking modes, such as de-
sign thinking, are required to create value for customers to increase their experience by assuring
a continuous adaption of corporate value propositions to the needs and demands of customers
(Tuominen and Ascencéo, 2016). During the last decade, the application of design as a strategic
thinking logic for business development has become an important topic among scientists and
practitioners (Prahalad and Ramaswamy, 2004; O'Dwyer et al., 2009; Johansson- Skoéldberg et
al., 2013; Gobble, 2014; Geissdoerfer et al., 2016).

The origin of design thinking comes from IDEO, a design company in Palo Alto, Cali-
fornia. The concept popularized in academia and gained significant public attention when the
Stanford Design Center was founded in 2006 (Geissdoerfer et al., 2016). Gobble (2014) de-
scribes design thinking as a multidisciplinary range of frameworks and tools which reflects its
driving concerns with human experiences. According to Johansson- Skdldberg et al. (2013)
design thinking is the best way to be creative and to find innovative solutions to complex prob-
lems. Brown and Katz (2011) agree with that and regard it as a human centered approach which
aims at solving problems as it concentrates on the needs and demands of human beings instead
of hypothetical market segments as a basis for ideas and inspiration.

The author interprets design thinking as a multidisciplinary approach to innovation which
is human centered. It is based on designers” thinking modes and methods to match customers’
needs with strategic business development aiming at increasing value proposition, and thus im-
proving customer experience. It is seen as an emotional, creative alternative that also incorpo-
rates analytical modes of reasoning instead of applying solely the traditional logic based ways
to think and work. This interpretation is also in line with Brown, 2009; Rylander, 2009; Kim-
bell, 2011; Johansson- Skoldberg et al. 2013 and Liedtka, 2015.

In addition, designerly thinking can be delimited from design thinking. Designerly think-
ing refers to the academic term of professional designers” competences and skills and also how
to interpret this non-verbal competence of designers. According to Johansson- Skoéldberg et al.
(2013), designerly thinking links theoretical as well as practical design approaches and is aca-
demically situated in the field of design.

Design thinking is the other discourse which is reserved for practices and competences
also, beyond the above-mentioned design context, with people without a scholarly background
in the field of design. It can therefore be interpreted that design thinking is a way of explaining
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designers” methods which are integrated into practical management or academic discourses Jo-
hansson- Skodldberg et al. (2013).

As the doctoral dissertation aims at contributing to an increase of value proposition and
is therefore positioned in the field of business and management, the management discourse of
design thinking is of greater relevance in this specific context.

Meeting the desires of customers has become more important than ever before. As a con-
sequence, companies try to develop new, customer-centric strategies as the speed of innovation
and the market dynamics became unpredictable (Breschi et al., 2017).

Design tools and thinking logics such as a job-to-be-done analysis to support value co-
creation approaches with customers, help companies to reframe their perspectives and come up
with new innovative ideas and solutions. In line with value co-creation approaches, Liedtka
(2014) argues that business success increasingly depends on the ability to focus on aspects
which really matter to the customers for whom companies create value.

Based on Liedtka’s (2014) and Breschi et al.”s (2017) approach, the author developed a
design thinking-based model “The Wheel of Design” which aims at achieving an increased
value proposition for companies and customers. As needs and desires of societies are dynamic,
businesses continuously require value-co-creation based on design thinking to identify the
changing needs and demands over the next weeks, months and years.

One can conclude by saying that the various business benefits of design thinking are in
line or co-support the benefits of value co-creation with customers to increase value proposi-
tion.

Highly successful companies have realized the blurring boundaries between services,
products and environments. Nowadays, companies do not compete about the best product or
service, they rather strike for the best combination of all elements to gain competitive advantage
and to create a superior overall customer experience as today’s customers do not simply buy
products or services anymore, they rather buy experiences which are valuable to them (Breschi
etal., 2017).

From the author’s point of view, design thinking embedded in value co-creation processes
Is an answer to the rising convergence of services, products and environments.

In addition, value innovation can be interpreted as a thinking logic to support value de-
livery based on value co-creation approaches in order to ensure an enhanced value proposition.

As value innovation can also be seen as a supporting thinking logic for value co-creation
processes, it can be considered as an impact factor for increasing value proposition.

The origin of value innovation comes from Kim and Mauborgne (1997), who emphasize
that it is mandatory to develop a systematic way of identifying new business opportunities and
to develop a different competitive mindset. This strategic logic, which aims at achieving an
increased value proposition while ensuring valuable corporate benefits at the same time, is
named value innovation.

Rouse (2015), in agreement with Kim and Maurbogne’s approach, describes value inno-
vation as a concept which aims at creating new market spaces instead of competing for existing
market share.

From the author’s point of view, this approach can be regarded as a supportive thinking
logic for value co-creation processes which can be applied by companies to ensure the imple-
mentation of their strategies by breaking-through existing and established industry patterns,
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developing new industries or by creating a new meaning of well-established products or ser-
vices.

According to Matthyssens et al. (2006), value innovation pursues the objective of creating
and sustaining competitive advantage in order to rejuvenate organizations and to ensure value
proposition increase. In addition, Cirjevskis et al. (2009) argue that business growth may be a
consequence of value innovation as it can be seen as a driver for company growth. This leads
to the interpretation that Matthyssens et al.”s and Cirjevskis et al.”s approach is also in line with
Kim and Mauborgne (1997).

From the author’s point of view, value innovation can be interpreted as a thinking logic
to support value co-creation to ensure business development, and thus to achieve an increased
value proposition.

As anumber of companies try to overcome antiquated industry patterns, the thinking logic
of value innovation for value proposition increase based on value co-creation approaches helps
to identify barriers, drivers and success factors for a break-through approach (Matthyssens et
al., 2006).

To conclude, value innovators seek for total solutions that solve the buyers” jobs to be
done / eliminate buyers” problems while finding superior solutions for compromises, which had
to be done in the past (Kim and Mauborgne, 2004).

This doctoral dissertation incorporates an overview over applications of value creation
frameworks based on different thinking logics to increase corporate value proposition. It dis-
cusses underlying thinking logics of design thinking and value innovation from existing litera-
ture to support value co-creation processes in order to achieve an increase of value proposition.
Due to the changing nature of customers” desired experiences as well as their demands and an
increase of competition, value propositions need to be reconsidered and adjusted in order to
deliver enhanced customer value.

The author regards value co-creation, based on the thinking logics of design thinking and
value innovation, as a management tool for achieving value proposition increase. During this
process the underlying logics, frameworks and tools which are identified and described in the
doctoral dissertation have to be applied. A number of possibilities to create value are shown
and possible synergies of an application of underlying thinking logics and identified frame-
works with a clear focus on enhancing value proposition in practice are highlighted.

One can also say that the theoretical part of the doctoral dissertation is aiming at providing
an overview over perspectives, conceptualizations and application approaches of value co-cre-
ation for increasing value proposition. It deals with existing value co-creation spheres, compo-
nents of value co-creation and underlying logics for delivering value co-creation such as the SD
or JTBD logic which are derived from existing research literature. A thorough and comprehen-
sive scientific management literature review was conducted.

Firstly, the concept of value co-creation is described and the perspectives of various re-
search contributors is emphasized. Secondly, a differentiation and delimitation of related con-
cepts of value creation is performed and the components of value co-creation are pointed out.
In addition, spheres of value co-creation are formulated.

Service focused theories such as the SD logic and the JTBD logic are embedded in the
process of value co-creation with customers. A shift from the traditional to the customer-ori-
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ented approach to ensure value co-creation in today’s dynamic markets is highlighted. Further-
more, key success factors, which are by name awareness and willingness of value co-creation,
as well as critical drivers of value co-creation are identified and analyzed.

As already explained by the author, value propositions aim to provide specific advantages
and benefits which intend to solve customers” problems (Kleber and VVolkova, 2016).

As stated, the author regards value co-creation as a tool, a collaboration process and a
system for the joint creation of new product or service attributes or delivery of new products or
services, which are mutually performed with the customers.

To conclude this chapter, possibilities of co-creating value to ensure that customers” needs
and demands are met to achieve and adjust value propositions, which are even valuable to cus-
tomers in today’s ever-changing markets, are pointed out. The reciprocally creation of value
which aims at achieving benefits for customers as well as strategic advantages for companies
can be interpreted as mutually beneficial for all involved parties. Design thinking and value
innovation can be seen as thinking logics which support value co-creation processes for achiev-
ing value proposition increase and thus superior customer value.

These scientific findings can be interpreted as the base for the empirical research part of
the doctoral dissertation, for the development of a management model in order to facilitate the
integration of value co-creation into corporate strategy to increase the firm’s value proposition,
for the implementation of value co-creation as a management tool in business management and
also for providing recommendations to increase value proposition based on value co-creation
in the hospitality industry in the future.

2 EVALUATION OF VALUE CO-CREATION POSSIBILITIES TO
ACHIEVE AN INCREASED VALUE PROPOSITION IN THE
GERMAN HOSPITALITY INDUSTRY

(Chapter 2 consists of 59 pages comprising 34 tables and 20 figures)

In the second chapter of the doctoral dissertation, an evaluation of value co-creation pos-
sibilities to achieve an increased value proposition accuracy and thus an increase of value prop-
osition in the hospitality industry (specifically in the design hospitality industry in Germany) is
conducted. An identification and analysis of drivers for value proposition accuracy increase and
key success factors for value co-creation to increase value proposition was performed. In addi-
tion, the current status of the hospitality industry as well as actual and potential industry trends
and challenges were identified.

Even though, the worldwide hospitality industry plays an important role in the global
economy. The empirical research concerning an increase of value proposition within this spe-
cific industry is still limited as already discussed in the previous chapter. As a consequence,
there is a demand for researchers in the discipline of business management, who provide re-
search-based recommendations and conclusions how to apply and implement value co-creation
as a management tool to increase value proposition in the hospitality industry, which are based
on scientific findings.
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To fulfill the research objectives of the doctoral dissertation, four hypotheses are estab-
lished. As the research primarily focuses on value co-creation approaches with customers and
managers to enhance value proposition accuracy and thus to increase value proposition, the
working hypothesis can be formulated as follows:

H: Value co-creation as a management tool leads to higher value proposition accuracy,
and thus to value proposition increase.

H1: There is a value proposition accuracy gap between the perception of customers” value
preferences among hotel directors and the real-life value preferences of customers. This
gap and its directions can be identified.

H2: Value proposition accuracy gaps vary depending on specific customer profiles. The
understanding of specific customer profiles has a direct impact on value proposition ac-
curacy level.

H3: The application of value co-creation as management tool by top management leads
to higher value proposition accuracy in the design hospitality industry.

The following research model (see Figure 2-1) visualizes the above described hypotheses
and the underlying research process of this doctoral dissertation:

Independent VAR Moderating VAR Mediating VAR Dependent VAR
H
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Awareness
vee Mgmt. Model to
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h 4
X H Identification of i . H3
Understanding |~ Value Proposition Value Co-Creation as a
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Customer Profile 2 Accuracy Gaps Management Tool Value Proposition

KSF
Willingness
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Figure 2-1 Research Model
Source: developed by author (2017)

Fundamental key success factors to increase value proposition based on value co-creation
approaches and on the thinking logic of design thinking, which were identified by the compre-
hensive study of academic literature, have to be examined.

Moreover, as value proposition accuracy leads to an increase of value proposition, drivers
for value proposition accuracy have to be identified and analyzed.

This doctoral dissertation is aiming at a value proposition increase of today’s dynamic
hospitality industry supported by an application of value co-creation as a management tool. The
essential role of customers as contributors to value co-creation processes and systems, and as
enablers of value leading to an increase of value proposition accuracy, and thus to an increase
of value proposition, will be highlighted. The doctoral dissertation analyzes if and how value
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co-creation can be implemented as a management tool in business management to foster value
proposition and thus to reshape the hospitality industry.

In order to achieve empirical and scientific solutions to fulfill the above described objec-
tives of the research, a representative sample had to be identified.

Out of 24 identified hotels which met all criteria of being a German design hotel, a rep-
resentative sample (based on experts” opinions of identified design hotel groups) had to be es-
tablished. The sample comprises 13 out of 24 hotels that represent the entire population (e.g.
hotels in the South, North, West and East of Germany, and hotels that have characteristics which
best fit to the market segment). Some hotels, such as wedding hotels etc., had to be excluded as
they target other market segments even though they fulfill the established criteria (see research
limitations and bias).

These 13 hotels had a total number of 392.984 in-house guests in 2016 (= population
size). Based on the population size, a confidence level of 95 percent, a confidence interval
(margin of error) of 3 and a z-score of 1,96, a representative sample was calculated based on
the following formula (2.1) (McClave et al., 2008):

=2 p(1-p)
Sample Size = e

Population Size = N | Margin of error =e | z-score =z
e /s percentage, put inte decimal form (for example, 3% = 0.03). (2-1)

Source: McClave et al. (2008)

Table 2-1
Z-SCores
Desired Confidence Level z-score
80% 1.28
85% 1.44
90% 1.65
95% 1.96
99% 2.58

Source: developed by author based on McClave et al. (2008)

Part one (quantitative research) of the research had to be carried out with a representative
sample of at least 1065 participants. Part two (qualitative research) was conducted with the 13
hotel directors of all participating hotels. Part three (face-to-face C-level interviews) was done
with two C-level executives of the participating hotel groups.

Additionally, different research approaches were applied. The doctoral dissertation in-
cludes quantitative as well as qualitative research methods which were based on distinctive
value co-creation studies streams in scientific literature. Based on primary data and on the Four
Actions, the PERFA Framework and on the Wheel of Design, the doctoral dissertation aims at
elaborating a management model for improving value propositions in the hospitality industry.
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For the research project, a threefold research approach was applied. The triangle of re-
search (see Figure 2-2) includes quantitative research in terms of a customer survey, qualitative
research as structured interviews with hotel directors and C-level interviews with management
executives of the participating companies.

Customer Surveys

\\

Structured Interviews £ b
with Hotel Directors

C-Level Interviews

Figure 2-2: The Triangle of Research
Source: developed by author (2016)

A survey on value preferences of design hospitality customers of the German market
was conducted in order to investigate their needs and demands and to identify what customers
truly value in the 21% century. Value proposition benefits can be derived based on the results of
this research. The survey was distributed in hotels which form a representative sample (expla-
nation see above) of the German design hospitality industry.

13 structured interviews with middle management representatives of the hospitality in-
dustry (selection based on experts” opinions) were conducted before and after value co-creation
measures to find out which attributes hotel directors think are valuable to customers in a chang-
ing environment. The selection of the interviewees is based on certain selection criteria such as
educational background (academic qualification of at least Bachelor level), professional expe-
rience (at least one year of being hotel director of the specific hotel) and on a geographical
basis.

At last, two depth interviews with C-Level representatives (CEO and COO) of the hotel
groups were conducted to identify possibilities for implementation and realization of the results
of the empirical research parts one and two (explained above), based on the Four Actions
Framework, the PERFA Framework and the Wheel of Design thinking logic. The selection
criteria for C-level representatives were educational background (academic qualification of at
least Master level), gender diversity (inclusion of men and women) and professional experience
in the design hospitality industry of at least five years. The following table visualizes the pri-
mary research methods used for this doctoral dissertation:
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Table 2-2
Visualization of applied primary research methods

Primary Research Method Specifications of Primary Research

1. Customer survey Classification Quantitative Research
Purpose Determination of customer data to evaluate the hypotheses of the research model
Participants Hotel guest of selected hotels (according to the sample)
Instruments One structured survey per participant, consisting of three survey sections

Data collection | Physical survey distribution in hotel rooms

Data Analysis Statistical data analysis including descriptive statistics, cluster analysis and means analysis

2. Structured interviews Classification Qualitative Research
with Hotel Directors Purpose Determination data based on experts” opinions to evaluate the hypotheses of the research model
Participants Hotel directors of selected hotels (according to the sample)
Instruments One structured interview per participant, consisting of three interview sections

Data collection | Structured interview with hotel directors

Data Analysis Control group for statistical data analysis including descriptive statistics, means analysis

3. C-Level interviews Classification Qualitative Research

Purpose Determination information and feedback based on experts” opinions to establish a management
model which can be transferred to real business life

Participants C-level members of participating hotel groups

Instruments One depth interview per participant

Data collection | Depth interviews with C-level members

Data Analysis | Application of newly gained information for the development of the management model

Source: developed by author (2018)

The quantitative research (customer survey) was carried out from September 2017 until
October 2017 based on the recommendations of corporate executives. Due to various ad-
vantages of physical surveys, mentioned by Kaotler et al. (2006) among others, it was decided
to conduct in-room surveys to get further data about the research objectives of the research and
to find out what customers” value in today’s rapidly changing environments aiming at an iden-
tification of value proposition benefits. The survey consists of three major parts:

Part 1: Value preferences of customers
Part 2: Awareness of value co-creation and design thinking
Part 3: Willingness to participate in value co-creation as a process

58 variables and sub-variables were used to measure customer needs and demands in the
hospitality industry. These variables were selected based on items which were previously iden-
tified in specified literature on international tourism and travel by Yuan and McDonald (1990),
Echtner and Ritichie (1993), Yang and Chen (2000), Kozak (2002), Kim and Prideaux (2003)
and Feldman and Ward (2014). The items were adapted to the German design hospitality in-
dustry.

The responses of the participants were measured predominantly on 5-point likert scales.
In addition, the survey asked for socio-demographic and categorical data (e.g. length of stay).
For these types of data, the scales were adjusted accordingly.
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After having collected relevant data through survey research, the data was analyzed with
IBM SPSS Statistics Version 21 and Microsoft Office 365°s University Edition of Excel.

A cluster analysis was conducted to identify underlying dimensions and major clusters,
which were analyzed in further research steps. The data set for the cluster analysis consisted of
eight variables which are sex, age, education, total visits, frequency of travels, approx. spend-
ing, marital status and trip type. Relevant socio-demographic clusters of the entire population
which can be compared to the hotel directors output were identified.

Based on hierarchical cluster analysis, an optimum number of two to three clusters was
identified as the superior approach. Consequently, the Two K-Means clustering method as well
as the Three K-Means clustering method were used with this pre-defined cluster number
(Everitt, 1993; Uprichard and Byrne, 2012).

For the Two K-Means clustering method, the following ANOVA-table provides infor-
mation about the relative size of the statistics and each variable's contribution to the separation
of the groups.

Table 2-3
Two K-Means clustering method — ANOVA Matrix
ANOVA
Cluster Error
Mean Square df Mean Square df F Sig.
Sex 4,224 1 ,253 1121 16,710 ,000
Age 10,594 1 ,628 1121 16,861 ,000
Education 3,100 1 1,104 1121 2,809 ,094
Total Visits 257,266 1 ,769 1121 334,545 ,000
Frequency of travels 993,935 1 ,833 1121 1193,357 ,000
Approx. Spending 275,634 1 ,818 1121 337,034 ,000
Marital Status 36,877 1 ,237 1121 155,700 ,000
Trip Type 703,517 1 ,923 1121 761,812 ,000

Source: developed by author (2017)

The variables sex, age, total visits, frequency, approx. spending, marital status and trip
type have a low level of significance, affecting a significant difference between the clusters.
“Education” also almost reaches significance level of 5 percent (0.094). However, this variable
had to be discarded. The next table summarizes the “Number of Cases in each Cluster”.
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Table 2-4

Two K-Means clustering method — Number of cases per cluster

Number of Cases in each Cluster

Cluster 1 377,000

2 744,000
Valid 1121,000
Missing ,000

Source: developed by author (2017)

It can be seen that (in absolute numbers) there is a rather big cluster (Cluster 2) with 744
participants and also a smaller one (Cluster 1) with 377 participants. Finally, due to the fact that
no additional outliers were excluded, one can interpret that the full data set is “valid”, indicating
no missing items.

In addition, for the three K-Means clustering method (three clusters), an ANOVA-table
was created.

Table 2-5
Three K-Means clustering method — ANOVA Matrix
ANOVA
Cluster Error

Mean Square df Mean Square Df F Sig.
Sex 1,291 2 ,254 1121 5,074 ,006
Age 46,027 2 ,556 1121 82,780 ,000
Education ,198 2 1,107 1121 ,179 ,836
Total Visits 280,941 2 ,497 1121 565,020 ,000
Frequency of travels 520,223 2 792 1121 656,820 ,000
Approx. Spending 169,655 2 ,762 1121 222,761 ,000
Marital Status 23,157 2 ,229 1121 101,290 ,000
Trip Type 552,233 2 ,566 1121 976,241 ,000

Source: developed by author (2017)

As assumed, sex, age, total visits, frequency, approx. spending, marital status and trip
type have again a low level of significance, affecting a significant difference between the clus-
ters. The variable “Education” clearly does not reach the significance level of 5 percent (0.836)
and has to be discarded. The following table summarizes the “Number of Cases in each Clus-
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Table 2-6
Three K-Means clustering method — Number of cases per cluster

Number of Cases in each

Cluster
Cluster 1 481,000
2 309,000
3 331,000
Valid 1121,000
Missing ,000

Source: developed by author (2017)

In absolute numbers, one can say that the groups are rather homogeneous than in the two
K-Means cluster approach. There are 481 participants in cluster 1, 309 participants in cluster 2
and 331 participants in cluster 3. As again no additional outliers were excluded, the full data set
iIs valid, indicating no missing items.

After hierarchical clustering and the two and three K-Means clustering approaches, there
are two options for clustering the data set, which is the creation of two to three clusters. As a
consequence, a discriminant analysis for both options was conducted to determine the cluster
option which will be best suited for further data analysis.

Taking “Eigenvalues”, “Wilk’s Lambda” and “Canonical Correlation” into consideration
(see further details in the full doctoral dissertation), the summarized results of the two-cluster
discriminant analysis can be observed within the following table:

Table 2-7
Two-Cluster Discriminant Analysis — Classification Results
Classification Results?
Predicted Group Membership
Cluster Number of Case 1 2 Total
Original Count 1 364 13 377
2 14 730 744
% 1 96,6 34 100,0
2 1,9 98,1 100,0

a. 97,6% of original grouped cases correctly classified.

Source: developed by author (2017)

For group 1, 364 cases have been predicted correctly, whereas 13 were mistakenly clas-
sified to group 2. According to group 2, 730 out of 744 cases were classified correctly while 14
were mistakenly added to group 1 instead of allocating them to group 2. Therefore, 98.1 percent
were correctly predicted in group 2 while 96.6 percent were correctly predicted for group 1. In
general, for both groups, the prediction rate was high.

However, another discriminant analysis will be conducted for a 3-group-case. Taking
“Eigenvalues”, “Wilk’s Lambda” and “Canonical Correlation” again into consideration, the
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summarized results of the three-cluster discriminant analysis can be observed within the fol-
lowing table:

Table 2-8
Three-Cluster Discriminant Analysis — Classification Results
Classification Results?
Predicted Group Membership

Cluster Number of Case 1 2 3 Total
Original Count 1 466 8 7 481
2 27 277 5 309
3 10 0 321 331
% 1 96,9 1,7 1,5 100,0
2 8,7 89,6 1,6 100,0
3 3,0 0 97,0 100,0

a. 94,9% of original grouped cases correctly classified.

Source: developed by author (2017)

For group 1, 96.9 percent of the cases have been predicted correctly. Taking a closer look
at group 2 and group 3, 89.6 percent and 97 percent have been predicted correctly. Comparing
this result with the result of the two-groups approach, the two-groups approach is the superior
one.

In summary, it can be stated that the prediction of the two-group approach (96.6 percent
and 98.1 percent) was better. Due to superior predictions, it can be said that the classification
of the underlying data set into two groups provides better results and was applied for the further
research of this doctoral dissertation.

As a next research step, cluster 1 was renamed to “Cluster Leisure Travelers”. In absolute
numbers, cluster 1 consists of 377 participants™ surveys, after the elimination of outliers.

In comparison, the majority of guests of cluster 2 are business travelers who travel fre-
quently. As a consequence, cluster 2, consisting of 744 participants (after the process of data
cleaning), is renamed to “Cluster Business Travelers”. 1121 customers participated in the quan-
titative research part of this doctoral dissertation.

The second pillar of the triangle of research consists of qualitative research, specifically
one to one conversations that use interview guidelines (structured interviews) (Kotler et al.,
2006). An analysis of the responses of the 13 hotel directors, which were interviewed based on
a structured identical interview guideline during the primary research part of the doctoral dis-
sertation, was conducted. The aim of the second part of the research was to find out what hotel
directors think is truly valued by customers. The results of each hotel director varied. Conse-
quently, one could interpret that hotel directors do not necessarily follow the same strategy.

A comparison of what is truly valued by customers with attributes, which hotel directors
perceive as being valued by customers, was conducted.

Interviewing business executives (hotel directors of design hotels) helped to identify a
value proposition accuracy gap between real life customer value preferences and elements
which hotel directors think, that customers truly value, and also to identify new and upcoming
trends and issues, which nobody has thought of before (Black Swan Issues) and which may
help to increase value proposition in the hospitality industry.
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To identify the value proposition accuracy gap (mentioned above), answers of the 1121
participants of the two clusters (“Cluster Leisure Travelers” and “Cluster Business Travelers”)
were compared to the answers of the control group “Hoteldirectors”, consisting of 13 structured
interviews based on means-analysis.

The following table and network diagram exemplarily visualizes the structure of the con-
ducted research of this doctoral dissertation.

Table 2-9
Results of Means Analysis — Network Diagram Value Preferences
VAR Group Hoteldirectors
Seek Adventure 261 .M 192
Enjoy Shopping 2.81 2,97 2,77
Enhance Knowledge about region 315 297 3.62
Experience German Culture 2,77 2,13 3,54
Show Experience to others 311 3.63 262
Seek Novelty 3.60 3.70 3.46
Relieve Stress 3.01 2,88 3.46
Relieve Boredom 245 1,83 292
Individual Daily Schedule 1.8% 4.01 3.62
Gain Life Energy i 377 354
Increase Familiy & Friends Ties 291 253 3.00
Make new Friends 327 3.89 223
Enjoy Food 393 3.97 392
Calm Atmosphere 363 3,60 423
Metropolitan Atmosphere 3.52 3.57 238
Individuality in_daily Life 365 102 331
Physically Relax 2.37] 2.06 254
Mentally Relax 324 349 223
Enjoy Nightlife 3.17 3.64 238
Source: developed by author (2017)
Seek Adventure
Enjoy Nightlife Enjoy Shopping
Mentally Relax Enhance Knowledge about region
Physically Relax Experience German Culture
ndividuality in daily Life Show Experience to others

Metropolitan Atmosphere Seek Novelty

Calm Atmosphere Relieve Stress

Enjoy Food Relieve Boredom
Make new Friends Individual Daily Schedule
ncrease Familiy & Friends Ties Gain Life Energy
——Cluster Leisure Travelers ——Cluster Business Travelers

—Group Hoteldirectors

Figure 2-3: Network Diagram — Value Preferences

Source: developed by author (2017)
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With an independent sample test, heterogeneity of variances (heteroscedasticity) was
checked. Based on a Levene’s test, highly significant value proposition accuracy gaps with
p<0,01 and significant value proposition accuracy gaps with p<0,05 were identified.

In this example, it can be seen that hotel directors tend to overvalue elements such as
“Experience German Culture” and “Relieve Boredom” while elements like “Show Experience
to Others”, “Make new Friends”, “Metropolitan Atmosphere” and “Enjoy Nightlife” are under-
valued (see full doctoral dissertation for all highly significant (p<0,01) and significant (p<0,05)
value proposition accuracy gaps).

After having identified existing value proposition accuracy gaps in November 2017, hotel
directors were briefed on the findings and outcomes of the research. Workshops based on value
co-creation as a management tool were conducted to help hotel directors and business execu-
tives to understand the true needs and demands of today’s customers in order to be able to
design enhanced value propositions. In February 2018, hotel directors were again interviewed
aiming to analyze the development of the value proposition accuracy gap after value co-creation
as a management tool was applied.

The following table and network diagram exemplarily visualize the initial answers of the
participants of the clusters “Leisure Travelers”, “Business Travelers”, the answers of the “Ho-
teldirectors” before value co-creation processes and the post value co-creation data which was
received from the group of “Hoteldirectors” based on means analysis.

Table 2-10

Results of Means Analysis — Network Diagram Post Value Co-Creation Value Preferences
VAR _ Group Hoteldirectors |Group Hoteldirectors Post VCC

Seek Adventure 261 344 192 3.69
Enjov Shopping 281 297 2,77 285
Enhance Knowledge about region 315 297 362 323
Experience German Culture 277 213 154 285
Show Experience to others 3.1 363 262 331
Seek Novelty 3.60 3,70 346 3.4
Relieve Stress 3.0 288 346 338
Relieve B oredom 245 183 202 262
Individual Daily Schedule 380 4.01 3,62 4.08
Gain Life Energy 3,712 3,77 3.54 3.62
Increase Familiy & Friends Ties 29 253 3.00 285
Make new Friends 327 389 223 362
Enjoy Food 39 397 392 392
Calm A tmosphere 3.63 3.60 423 302
Metropolitan Atmosphere 352 357 238 300
Individuality in daily Life 3.65 4,02 331 423
Physically Relax 237 2,06 2,54 200
Mentally Relax 3.24 349 223 331
Enjoy Nightlife 317 .64 238 392

Source: developed by author (2018)
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—— Cluster Leisure Travelers
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= == Group Hoteldirectors

Group Hoteldirectors Post VCC

Figure 2-4: Network Diagram — Post Value Co-Creation Value Preferences

Source: developed by author (2018)

As a key result of the research, it can be highlighted that previously identified highly
significant (p<0,01) or significant (p<0,05) value proposition accuracy gaps decreased. An ex-
emplary variable is the value preference element “Make new Friends”. Due to the application
of value co-creation approaches, the previously identified highly significant value proposition
accuracy gap between the cluster Leisure Travelers and the group Hoteldirectors (p=0,0031;
with p<0,01) as well as the highly significant value proposition accuracy gap between the clus-
ter Business Travelers and the group Hoteldirectors (p=0,0000; with p<0,01) decreased and
resulted in non-significant value proposition accuracy gaps of p=0,32 with p>0,05 and p=0,44
with p>0,05 for both clusters, Leisure and Business travelers after value co-creation. Corre-
spondingly, research shows that before the application of value co-creation as a management
tool, 43 highly significant or significant value proposition accuracy gaps were identified while
after value co-creation measures, only 11 highly significant or significant value proposition
accuracy gaps were measured. Consequently, it can be argued that the use of value co-creation
as a management tool leads to a decrease of value proposition accuracy gaps, and thus to an
increase of value proposition accuracy.

The following table is a short summary which visualizes the identified highly significant
(p<0,01, dark red) and significant (p<0,05, light red) value proposition accuracy gaps before
and after value co-creation.
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Table 2-11

Summary of highly significant and significant Value Proposition Accuracy Gaps

| Time T1 Pre Value Co-Creation | T2 Post Value Co-Creation

VAR T1 Leisure SS Business

Seek Adventure 0,08 0,39
Enjoy Shopping 0,88 0,90 0,72
Enhance Knowledge 0,12 X 0,44
Experience German Culture 0,01 0,81 0,01
Show Experience 0,55 0,31
Seek Novelty 0,82 0,58
Relieve Stress 0,15 0,07 0,23 0,12
Relieve Boredom 0,16 0,62 0,01
Individual development 0,36 0,17 0,52 0,78
Gain new life energy 0,55 0,44 0,73 0,62
Increase Family&Friends Ties 0,78 0,16 0,85 0,36
Make new friends 0,32 0,44
|Enjoy Food 0,99 0,86 0,98 0,86
Seek calm Atmosphere 0,32 0,29
Seek Metropolitan Atmosphere 0,10 0,09
Individuality in daily life 0,31 0,02 0,07 0,47
Physically Relax 0,54 0,09 0,18 0,80
Mentally Relax 0,82 0,64
Enjoy Nightlife 0,01 0,02 0,34
| Design of Hospitality Products 0,03 0,04 0,75 0,92
Location 0,03 0,02 0,74 0,60
Sleep Comfort 0,10 0,05 0.75 0,51
Customer Support 0,02 0,15 0,28 0,86
Kid's Club 0,15 0,53 0,24 0,72
Image / Reputation 0,37 0,24 0,43 0,62
Clornbln_atlon of IBusmess Trips 0.53 074 0.53 0.74
with Leisure Actions

Personalized Products 0,01 0,28 0,71
Business Lounge 0,20 0,01 0,72
Conference Facilities 0,04 0,38 0,04 0,37
Chill-out Area 0,57 0,05 0,24 0,90
Wellness & SPA 0,18

Bars 0,03 0,80 0,06 1,00
Restaurants 0,01 0,39 0,50 0,27
Special Treatment of Regular 0.01 0.22 0.30 0.61
Guests

Interpersonal Dialogue 0,02 0,16 0,01 0,10
Dialogue via Digital Engagement 0.21 0,01 0.12 0,79
Platform

Interpersonal Trust btw.

Employees and Guests L LR
Direct Feedback 0,42 0,97
Welleducated Staff 0,22 0,16
P: 24/7 Inhouse Supemarket 0,02 0,65
P: Office-free Life 0,05 0,45
P: Communityship 0,24 0,77
P: Free Bicycles 0,06 0,58
P: Contact to Senior 017 0.35
Mamagement

P: Multigenerational Travel 0,85 0,41
P: Free-Style Hotels 0.80 0,30
F: 24/7 Inhouse Supermarket 0,01 0.74
F: Office-free Life )| 0,19
F: Communityship 0,09 0,93 0,26
F: Free Bicycles 0,47 0,28 0,18
F: Contact to Senior 0.25 0.40 0.1
Mamagement

F: Multigenerational Travel 0,68 0,59 0,68 0,60
F: Free-Style Hotels [ 0.60] 0,37 0,15 0,86

Source: developed by author (2018)

In appendix six of the full doctoral dissertation, a further detailed table which analyzes

the identified value proposition accuracy gaps will be provided (see full doctoral dissertation).

In part two and three of the survey research, key success factors such as the awareness of
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Table 2-12

Results of Binary Variable Analysis — Key Success Factors of Value Co-Creation

Customers indicating: | Business Executives | Customersindicating: | Business Executives

Key Success Factor o o

Yes indicating: Yes No indicating: No
Awareness of

0.11 0.46 0.89 0.54
Value Co-Creation
Awareness of

0.13 0,31 0.87 0,69
Design Thinking
Willingness to
participate in 0,64 1,00 0,36 0,00
Value Co-Creation

Source: developed by author (2018)

Based on the analysis of binary variables, one can state that the awareness of value co-
creation as a management tool and of design thinking as an underlying thinking logic among
business executives and customers is rather low (see table above).

However, after having explained the meaning of the concept of value co-creation and its
benefits to customers and managers, the willingness to participate in co-creation processes was
high (64 percent among customers, 100 percent among business executives). This is also visu-
alized in the following figure:

Awareness of Value Co-Creation among customers

Awareness of Value Co-Creation among hotel directors

Awareness of Design Thinking among customers

Awareness of Design Thinking among hotel directors

Willingness to participate in Value Co-Creation among

customers

Willingness to participate in Value Co-Creation among

hotel directors

0% 10% 20%

HYes ®mNo

30% 40% 50% 60%

70% 80% 90% 100%

Figure 2-5: Analysis of Key Success Factors of Value Co-Creation, %

Source: developed by author (2018)
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One can therefore interpret that there is a great potential for new concepts and thinking
modes among both groups; managers and customers. As both beneficiaries are willing to par-
ticipate in value co-creation processes to increase value proposition accuracy, and thus to in-
crease value proposition, the concept can be interpreted as being realistic and transferable to
business settings.

At the last research stage and on the basis of the findings of the survey research with
customers and the structured interviews with business executives of the German design hospi-
tality industry, depth interviews with selected C-level members were conducted on 01.03.2018
and 02.03.2018. Possibilities for implementation, realization and further application of the re-
sults of research phases one and two of the triangle of research were discussed in order to elab-
orate a management model to increase value proposition accuracy and thus to create enhanced
value proposition.

After having analyzed the primary data, it can be clearly stated that with value co-creation
applied as a management tool, a higher level of value proposition accuracy is achieved. As a
consequence, it becomes clear that the application of value co-creation as a management tool
has a direct impact on the value proposition accuracy (H.3 accepted).

Additionally, the highly significant and significant value proposition accuracy gaps be-
tween customer needs and demands are identified (H.1 accepted).

The research results show that customer profiles directly influence value proposition ac-
curacy gaps. The understanding of specific customer profiles has a direct impact on value prop-
osition accuracy gaps (H.2 accepted).

Concluding, an identification of value preferences, drivers and key success factors of
value co-creation helps hotel directors to understand the needs and demands of customers,
which is reflected in an increase of value proposition accuracy. Based on Barnes et al. (2009),
whose research focuses on other industries, but also on qualitative research approaches used in
this doctoral dissertation, value proposition accuracy leads to an increase of the overall value
proposition also in the hospitality industry. Supported by these insights, improved and adjusted
products and services can be created, which meet the needs and demands of customers better.
Thus, value proposition will increase and will presumably lead to an increased customer expe-
rience in the future.

One can therefore say that value co-creation as a management tool has an impact on value
proposition accuracy and consequently leads to an increase of value proposition by creating
mutual value (H accepted).

However, it has to be mentioned that the research also comprises some research limita-
tions. The doctoral dissertation focuses on the German hospitality industry only. For the quan-
titative research, the sample only consists of hotels which are operated in Germany.

In addition, the research contains a sampling error which occurs through the sampling
frame bias as it has to be assumed that there are differences between the sample of this research
and the population of the investigated segment.

The hospitality industry in Germany consists of a huge number of hotels. The research
solely concentrates on the design hospitality industry.

The following figure visualizes the research limits of the targeted market.

35



Hospitality Industry

Design Hospitality Industry

Figure 2-6: Research limits of the targeted market

Source: developed by author (2017)

One can say that customers of design hotel groups, which target business and leisure
travelers, have a classification of 4-5 stars and an identical corporate identity in all hotels in
Germany, will form the representative sample of this research project.

Moreover, the research is limited to value co-creation with customers and does not ad-
dress other potential groups such as partners, suppliers etc., who might also act as value co-
creators as value co-creation could be performed with multiple stakeholders. As a consequence
the sample of the quantitative research only contains customers (no suppliers etc.). Furthermore,
there are limits towards the respondents as for the qualitative research, not every C-Level ex-
ecutive could participate in the research. Correspondingly, not all customers of the segment
could take part in the survey for the quantitative research part. It should be noted, that cost and
time constraints also limited the research to a certain extend (Bryman and Bell, 2007).

To conclude, it can be said that the doctoral dissertation aims at an identification of tools
to ensure an increase of value proposition by an application of value co-creation. Value prefer-
ences of guests of the design hospitality industry in Germany, leading to value proposition ben-
efits, were identified. Based on these value preferences and the opinions of hotel directors, an
increased value proposition accuracy can be achieved. Moreover, based on a second interview
with hotel directors at a later stage, it was analyzed that value co-creation as a management tool
has a positive influence on value proposition accuracy. Additionally, the awareness of value
co-creation and design thinking and the customers”™ as well as managers” willingness to partic-
ipate in such processes was researched.

Through mutual value creation, value proposition can be tailored to customers” needs and
demands, leading to an increase of value proposition accuracy, and thus to an increase of value
proposition. At a final stage, a value proposition management model was developed, which
supports this process and which is aiming at an increased value proposition.
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3 DIRECTIONS FOR VALUE CO-CREATION DELIVERY IN THE
HOSPITALITY INDUSTRY FOR INCREASING
VALUE PROPOSITION

(Chapter 3 consists of 21 pages comprising 0 tables and 5 figures)

Today, companies experience a need to develop innovative perspectives in order to gain
competitive advantage and stay relevant in various fragmented markets in times of imperma-
nency, hypercompetition, globalization and fluidity (Tuominen and Ascencéo, 2016).

As forecasted by Langford et al. (2017), the global hospitality industry will experience
extensive shifts towards its customers” needs and desires, which are empowered by effects re-
sulting of e.g. geopolitical turmoil, natural disasters or pandemics, shifts of the global economy,
but also from game-changing innovation. The tourism and hospitality industry will be reshaped
in the near future which will be an adventurous and challenging era of change, transformation
and growth for all parties involved (Langford et al., 2017; Roth and Fishbin, 2017).

In such phases of disruption and transition, there is a critical need for innovative and
progressive business models, product and service innovations, new thinking logics, manage-
ment tools and methods such as value co-creation to support management in extending and
sustaining value proposition and competitiveness under the newly emerging conditions.

This research aims at giving strategic answers to the above described upcoming chal-
lenges for the hospitality industry. The author argues that management innovation, rather than
technological innovation, has a great potential to create essential contributions to the strategic,
long-term success of companies by increasing their value propositions through the application
of value co-creation as a management tool. A steady adjustment of corporate resources to ever-
changing environments and its rapidly changing needs and demands of customers will help to
ensure an increase of value proposition accuracy, and thus lead to an increase of value propo-
sition and competition advantages. This strategic approach may support business executives to
lead their companies through turbulent, inconsistent and unpredictable environments while im-
proving their market position at the same point in time.

Corporations e.g. IBM, which focused on rather static strategic approaches, experienced
a loss of competition advantage while organizations such as SAP or 3M, which were able to
rapidly react to environmental changes e.g. due to flexible management capabilities, were win-
ners in the global market and gained competitive advantage in the past.

As there are no specific value co-creation-based management tools to increase value
proposition in the design hospitality industry in Germany, the research aims at developing a
management model which fosters value co-creation approaches to increase value proposition
and, in this way, to achieve enhanced value.

Based on the research and on the empirical findings of the doctoral dissertation, “The
Wheel of Value Proposition”, a management model for business executives was created, which
supports the development of innovative business strategies to co-create value with customers
and which aims at sustaining successful future business performance.

37



Dy]\ﬂmic Capabilities

econﬁgure a.s‘xa ;e‘vpaﬁ.s'e
ironmenial ¢
@ envir jf@'&g&,

Flexibility

Ananoaryy

T
s, 2l
fl;JaWOIEHQ[o uoumuasud

Py, 2 bdlfl()aaqf Jo §2010428
"Poud Sinsn uaym suoH°

Prosddy aptysont

Figure 3-1: Value Proposition Management Model “The Wheel of VValue Proposition” for
value proposition increase based on value co-creation as a management tool in business
management

Source: developed by author (2018) based on Bower and Christensen (1995), Teece et al.
(1997), Christensen and Overdorf (2000), Barnes et al. (2009), Sheehan and Vaidyanathan
(2009), Lindi and Marques da Silva (2011), Bettencourt et al. (2014), Liedtka (2014),
Hoveskog et al. (2015), Carlgren et al. (2016) and Breschi et al., (2017)

The management model for value proposition increase based on value co-creation as a
management tool in business management consists of five dimensions.

The full doctoral dissertation incorporates a detailed description of all dimensions of the
management model. For the doctoral dissertation summary, the author takes a holistic perspec-
tive to describe the entire management model and especially the interrelation of its dimensions
and elements as well as application possibilities of the model to achieve value proposition in-
crease.

Multidisciplinary teams form the core of the management model. At the beginning, di-
verse research teams deal with Liedtka’s (2014) first question “What is?”. In other words, an
analysis of the current situation based on different perspectives of the multidisciplinary team
members has to be conducted to analyze the current environmental situation. As the underlying
approach of dynamic capabilities indicates that in today’s world, companies face a situation of
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rapidly changing markets and environments, a steady adjustment to new customer needs and
wants is obligatory to ensure value proposition increase and consequently to create competitive
advantage. Teece et al. (1997) indicates that a company needs to be aware of a continuous,
dynamic and rapidly changing field of operation. The reconfiguration and modification of a
company, which includes the integration of external and internal competencies, is mandatory
for achieving enhanced business performance in today’s changing environments (Teece et al.,
1997). In order to keep satisfied customers and to increase corporate value proposition, flexi-
bility is an important component due to nowadays competitive environment (Lindi and Marques
da Silva, 2011). In the management model, the ongoing adjustment of corporate resources is
co-supported by the PERFA element “Flexibility” as it elaborates on companies’ ability to re-
configure and adjust its organizational resources, strategies and processes as a response to en-
vironmental changes (Lindi and Marques da Silva, 2011).

As an outcome of Liedtka’s (2014) “What is?” question, current needs and demands of
customers have to be identified and understood as indicated by Breschi et al. (2017). This is
also in line with Lindi and Marques da Silva’s (2011), “Performance” element of the PERFA
framework as it aims at serving the customers best while being profitable (Lindi and Marques
da Silva, 2011). As Barnes et al. (2009) define performance as a profitable way of focusing on
the corporation’s activities and actions towards customers™ needs and wants, a direct connection
to Breschi et al.”s third dimension element “understand customers” needs and demands” of the
management model can be established.

In addition, this approach is in line with the underlying core element “user-centered
approach”, which is based on the thinking logic of design thinking as it focuses on users” em-
pathy to understand their latent needs and wants by using qualitative, context specific ap-
proaches in order to do user research (Calgren et al., 2016). Furthermore, the service dominant
logic (SDL) co-supports this approach as according to the SDL, a shift of the focus from the
companies” creation and distribution of outputs to a co-creation of value with customers which
increases the product-fit to the customers” need and demands becomes necessary in today’s
rapidly changing environments (Vargo and Lusch, 2004).

As a next phase of the management model, multidisciplinary teams will be confronted
with Liedtka’s (2014) second question “What if?”. This question can be connected to the
PERFA element “Ease of Use” and to underlying theories such as the JTBD-logic or the Black
Swan theory as the degree to which customers perceive the usage of a product as effort free,
which has a direct link to the fulfilment of customers” needs and demands. A direct interrelation
to the JTBD-logic can be established as Christensen and Raynor (2003) indicate that the iden-
tification of customers” jobs became essential for designing products and services and for busi-
ness model innovation. This theory leads the organization to a perspective of unbounded ques-
tioning with the possibility to start focusing on improving how things should/might be instead
of focusing on how things are done today (Bettencourt et al., 2014). As a consequence, the
inclusion of customers to co-design and co-develop products and services that fit to their needs
and demands is essential. Moreover, it will help to illuminate future possibilities by facilitating
the right dialogue at the right point in time. In this context, Taleb (2007) states that often issues
which are not known yet are more important than issues which were already identified at a
previous stage (Black Swan issues).

As a next step, the management model addresses Liedtka’s (2014) third question “What
wows?”” To find meaningful and also strategic answers to this question, Breschi et al. (2017)
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propose to take a broader perspective and to get an idea of actual movements and trends in
society as customers” needs and demands are also influenced by societal shifts. In the manage-
ment model, this can be connected to the “Affectivity” element of the PERFA framework which
indicates that feelings and emotions when using a company’s products or services play a major
role (Lindi and Marques da Silva, 2011). This is also in line with Roth and Fishbin’s (2016)
theory that in times of social media platforms such as facebook, instagram etc., the consumption
of travel products and services represent the customers” lifestyle and their identity in public.
Consequently, emotional and creative tourism products will have a higher probability of being
accepted because they provide an increased fit to customers”™ desires. Customers of these cus-
tomer segments define themselves by the product choice or the product choice represents “who
they are” (Roth and Fishbin, 2016).

To get an idea of products or services which achieve an emotional bonding between cus-
tomers and providers, the management model incorporates Breschi et al.”s (2017) recommen-
dation to take a look at other industries in order to get inspiration for new and innovative product
and service development. An international corporation, which has done a fabulous job in terms
of creating an emotional bond between the organization and its products to customers, is Apple.

However, Liedtka’s (2014) final question “What works?”” has to be discussed at that stage
of the management model as customers demand products and services which perform according
to their promises.

This is in line with the PERFA element “Reliability”, which is included in the manage-
ment model, and is also underpinned by the findings of Roth and Fishbin (2016), who state that
customers” trust and loyalty is not based on traditional loyalty programs (e.g. the collection of
points or bonus-miles etc.) in the hospitality industry any longer. It is rather based on the ability
of the organization to fulfill customers™ needs and demands according to their expectation and
eventually by even surprising them with additional unexpected amenities as the overall cus-
tomer experience is a stronger driver of customer loyalty than any loyalty points, miles or cred-
its (Roth and Fishbin, 2016; Roth and Fishbin, 2017).

As a last step of the management model for value proposition increase based on value co-
creation as a management tool, the author suggests that a prototype of the previously co-created
concepts should be developed. Based on the Four-Actions Framework (ERRC-Grid) developed
by Sheehan and Vaidyanathan (2009), the team of multidisciplinary participants can co-create
new products or services based on the analysis of the content of previous stages of the manage-
ment model. In order to co-create new products and services, which correspond to the needs
and demands of customers, product and service attributes will have to be eliminated, reduced,
raised or newly created. As an outcome of the management model for value proposition increase
based on value co-creation as a management tool, a new value curve will be established.

However, as the approach of dynamic capabilities indicates that organizations have to
cope with rapid changes of customers” needs and demands due to fast changing environments,
the author created the above described management model as a circulation model.

In summary, the management model for value proposition increase based on value co-
creation as a management tool provides a user-centric solution to achieve value proposition
increase based on the application of value co-creation approaches. As managers may perceive
specific attributes as beneficial, while customers do not see their advantages, additional value
can only be created through an integration of customers in the value creation process. As Barnes
(2009) already argued, value propositions are not concerning a company’s offerings, features
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and attributes, but the needs and demands of the end-customers and their experience (Barnes et
al., 2009). As a consequence, the presented value proposition management model “The Wheel
of Value Proposition* shows a possibility of reciprocally value co-creation in order to design
increased value propositions, which are tailored to the needs and demands of customers.

After having identified the essential role of value co-creation as a management tool to
increase value proposition in the hospitality industry, customers play a major role as they can
be interpreted as value co-creators to achieve value proposition increase. Consequently, the
awareness of value co-creation approaches among customers is essential.

As a consequence, and also based on literature, the author interprets the awareness of
value co-creation as a management tool to increase value proposition and also the willingness
of customers and managers to get involved in value co-creation processes, as key success fac-
tors for an increase of value proposition. Thus, the awareness and willingness to participate in
value co-creation processes, which are based on the thinking logic of design thinking among
customers and business executives, was analyzed based on primary research results.

One can state that only if there is a willingness of both beneficiaries to participate in value
co-creation processes to ensure the co-creation of value and thus an increased value proposition,
the above presented value proposition management model can be applied to business life.

By conducting this research, it can be clearly stated that awareness of design thinking and
value co-creation among the participating hotel companies and customers was increased and
that the willingness to participate in value co-creation approaches among all in the research
participating beneficiaries is high (64 percent among customers and 100 percent among busi-
ness executives).

To conclude, one can say that possibilities of co-creating value to ensure that customers’
needs and demands are met to achieve and adjust value propositions which are even valuable
to customers in today’s ever-changing markets are pointed out. The reciprocally creation of
value which aims at achieving benefits for customers as well as strategic advantages for com-
panies can be interpreted as mutually beneficial for all involved parties and as a basis for value
proposition increase. Additionally, one has to note that value co-creation demands a compre-
hensive understanding of non-obvious problems, which firstly need to be identified and then be
solved in the future. In order to understand these problems, customer-centric approaches have
to be applied because they help to identify trends and take the perspective of actual and future
clients to get aware of their needs and demands. A shift from a traditional inside-out to an
outside-in perspective is necessary to understand the real-life needs and desires of customers.

However, one can say that value co-creation as a strategic tool in business management
helps to create value proposition and supports successful business development in a dynamic
and globalized world. With an implementation of customer-centric approaches, business exec-
utives can understand the reasons of consumer behavior and adjust their products and services
correspondingly. Value co-creation can be applied to discover new customer-based concepts
within the hospitality industry and supports the transformation of the entire industry into the
digital age. New experiences can be created based on business executives” broader perspectives
which are intensified by value co-creation processes.

Research also shows that there is a lack of awareness of value co-creation approaches and
design thinking among business executives and customers. However, after a process of aware-
ness increase, the willingness to participate in value co-creation processes of both groups was
high.
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Additionally, value-co creation as a management tool to increase value proposition in the
hospitality industry does not only create value for customers, also companies benefit from the
design thinking based successful application of value co-creation in terms of innovational lead-
ership, competitive advantages or first mover advantages. Companies of other industries al-
ready achieved good results and experienced benefits of the dynamic approach compared to
their main competitors who focused on rather static management approaches.

Moreover, the interpretation illustrates that beside an identification of awareness and will-
ingness to participate in value co-creation processes as key success factors, this research also
analyzed key drivers for value proposition increase of the design hospitality industry based on
the identification of significant and highly significant value proposition accuracy gaps between
hotel directors and customers. Consequently, it will be possible to deliver products and services
value propositions which satisfy customer needs and demands best.

Furthermore, it can be stated that international research evidently confirms that the use of
value co-creation as a management tool to increase value proposition in business management
leads to an increase of business performance, value and sustainability. According to the author’s
research findings, the application of value co-creation as a management tool leads to an increase
of value proposition accuracy, and thus to value proposition increase for the hospitality indus-

try.

CONCLUSIONS

This doctoral dissertation comprises research on value co-creation approaches as a man-
agement tool to increase value proposition accuracy, and thus to deliver an increased value
proposition in the hospitality industry.

1. The concept of value co-creation is a complex phenomenon as it can be characterized
as a management process, a management tool and also a management system.

2. Value co-creation can be seen as a process which increases the customers”™ well-being,
and thus delivers an increased value proposition. Value has to be co-created based on
interaction of both beneficiaries; customers and business executives.

3. Co-created value contents outperform the value contents, which are professionally cre-
ated by the provider. Customers will be given the chance to co-design and co-develop
products and services which fit to their own needs and demands leading to an increased
value proposition accuracy, and thus to an adjusted and increased value proposition in
the future.

4. A shift from the traditional perspective of a customer as a passive recipient to an active
participant forms the basis of the approach of value co-creation. It is also important to
mention that once it is understood that value is created through co-creation processes
with customers, the choice of customers becomes an important factor for the success of
the entire organization.

5. There are value proposition accuracy gaps consisting of significant and highly signifi-
cant differences between customers” needs and demands and the perception of them by
hotel directors, what leads to the acceptance of hypothesis one (H.1).
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Value proposition accuracy gaps are influenced by the profile of customers. It can be
stated that understanding customers” profile and their value preferences becomes an es-
sential aspect for increasing value proposition. In other words, the customer profiles
have a direct impact on value proposition accuracy. Statistical evidence shows that hy-
pothesis two (H.2) is accepted.

In a joint sphere of value creation, value providers and customers mutually influence
each other and jointly co-create value based on customers” preferences. Companies can
understand the customers” point of view and create new products and service offerings
according to their needs and demands while at the same time reducing the risk of product
failure.

Value propositions can be created based on customers” involvement in value co-creation
processes as a successful involvement of customers forms the foundation for powerful
value propositions, which are valuable from the customers” point of view. Approaches
of value co-creation support the process of satisfying customer needs and demands, and
thus solve customer problems while simultaneously adding value to companies. The
customers have a critical role in this process as business executives may perceive spe-
cific elements and attributes as beneficial while customers do not see their benefits.
Research confirms that an application of value co-creation as management tool leads to
a decrease of value proposition accuracy gaps, and thus to an increase of value proposi-
tion accuracy in the design hospitality industry. Consequently, hypothesis three (H.3) is
accepted.

As an increased value proposition accuracy leads to an increase of value proposition,
value co-creation with customers has a direct impact on achieving value proposition
increase both; for quantitative and qualitative aspects.

Research confirms that value co-creation approaches with customers and managers lead
to a decrease of value proposition accuracy gaps resulting in a higher level of value
proposition accuracy, and thus increase value proposition in the design hospitality in-
dustry. Consequently, the main hypothesis (H) is accepted.

Research results show that the awareness of value co-creation and design thinking
among business executives and customers in the design hospitality industry was rather
low. Hence, business executives and customers have a limited awareness of design
thinking and value co-creation as a management tool for adjusting hospitality products
and services to customer value preferences.

Customers” jobs to be done help to identify drivers for co-designing products and ser-
vices in value co-creation processes, redefine existing markets or even help to create
new market spaces. By achieving an increased product-fit to the needs and demands of
customers, value proposition accuracy gaps between customers” expectations and the
delivered products™ and services™ value propositions can be decreased. In other words,
the needs and demands of customers are rather met or the value proposition accuracy is
increased.

Research suggests that the design hospitality industry concentrates on short term fo-
cused products™ and services value proposition development instead of focusing on
strategic holistic approaches, which target customers” value preferences.
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Research concentrates on value proposition increase by an application of value co-cre-
ation measures in the design hospitality industry in Germany. It can be assumed that the
value proposition management model for value proposition increase can also be trans-
ferred to directly-related service-oriented industries, such as the design hospitality in-
dustries of other countries or even to varying service-oriented industries, such as the
cruise industry. However, additional research is needed due to the fact that the research
results of one specific country and one specific industry cannot automatically be gener-
alized (external validity).

Based on cross-industry practices, applied by companies and organizations, such as
Toyota, SAP, IKEA, Transdev or the municipality of Dublin among others, research
suggests that the thinking logic of design thinking supported by value co-creation ap-
proaches, can be applied as a management tool to increase value proposition, and thus
leading to enhanced business performance.

Management innovation in addition to technological innovation has a great potential to
create critical contributions to strategic, long-term success of companies by increasing
their value propositions. As in today’s world, companies face a situation of globalization
and digitalization, which causes rapidly changing markets, an underlying concept of
value co-creation with customers to achieve value proposition increase is the approach
of dynamic capabilities, which forms the basis of the newly developed management
model.

Dynamic capabilities describe an effective approach for the steady adjustment of com-
pany resources to changing environments, which cause ever-changing needs and de-
mands of customers, to ensure value proposition increase, and thus to create competitive
advantage in the design hospitality industry.

The user-centric, multidisciplinary thinking mode of design thinking fosters the creation
of value propositions based on the way designers work and think.

Design thinking embedded in value co-creation processes can be seen as an answer to
the rising convergence of services, products and environments as business benefits of
design thinking are in line or co-support the benefits of value co-creation with customers
to increase value proposition.

Value innovation is a result of design thinking logic which supports the approach of
value co-creation as a management tool to ensure increased value proposition.
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RECOMMENDATIONS

1. Business executives have to re-evaluate their actual traditional business development
strategies and supplement the technology driven strategies with management driven in-
novation, as research shows that the achieved value is higher when focusing on an ap-
plication of management driven approaches.

2. Business executives have to increase their awareness about new customer-centric busi-
ness approaches and concepts aiming at increasing value for both beneficiaries - cus-
tomers and companies - by identifying and analyzing customer needs and demands to
ensure an enhanced product value proposition fit. Consequently, it is strongly recom-
mended to hotel corporations but also to management researchers to initiate further re-
search on possibilities to achieve an increase of awareness of value co-creation and de-
sign led thinking logics among customers and managers in the future.

3. Additional design thinking-based workshops and value co-creation measurements have
to be conducted by multidisciplinary teams of hotel employees among hotel corpora-
tions as research shows that these workshops decreased significant or highly significant
value proposition accuracy gaps and even led to an elimination of some of them.

4. Business executives have to conduct or to commission additional research about their
customers” characteristics as the conducted research shows that customer profiles sig-
nificantly impact the level of value proposition accuracy, and thus influences the value
proposition.

5. Short term focused product and service development as well as business model devel-
opment aiming at temporary cost reduction have to be reduced. Business executives
have to focus on strategic objectives and develop their business models correspond-
ingly.

6. In order to foster a systematic application of value co-creation as a management tool to
enhance value proposition, business executives have to consider the application and us-
age of the by the author newly elaborated value proposition management model “The
Wheel of Value Proposition”. The management model visualizes and facilitates the ap-
plication and usage of value co-creation approaches in business management and there-
fore increases the opportunity of finding innovative business solutions to satisfy the
dynamically changing needs and demands of customers while delivering enhanced
value to companies in times of rapidly changing business landscapes.

7. Business executives have to consider an integration of value co-creation as a manage-
ment tool to the selection of company strategies and business models as research across
multiple industries and sectors (e.g. transportation, entertainment, information technol-
ogy among others) demonstrates an enhanced successful and sustainable business de-
velopment.

8. Business executives have to aim at a development of closer cooperation with researchers
and research institutions, like universities or further educational institutions to be among
the first ones who identify changing value preferences of customers. When applying the
above presented management model, such corporations will benefit from first mover
advantages and enhance competitive advantages by establishing new value curves.
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Business executives have to establish a joint sphere of value creation in which value
providers and customers mutually influence each other and jointly co-create value based
on customers” preferences.

Hotel companies have to commission further scientific research to identify upcoming
trends and challenges and to stay up to date with current market situations and expecta-
tions. Outsourcing research will additionally have the potential of strengthening the col-
laboration between the above-mentioned research centers or universities and hotel com-
panies.

Hotel groups have to establish their own value co-creation based educational programs
in order to increase awareness about the possibility of achieving value proposition in-
crease based on value co-creation among their employees, but also to be able to integrate
this strategic future-oriented thinking logic to the corporate identity of the company.
Hotel schools and universities, which focus on international hospitality and tourism
management, have to enhance the awareness of value co-creation as a management tool
to increase value proposition among their students by including modules in their study
programs that aim at educating students about newly rising and innovative management
approaches.

In addition, top management representatives are encouraged to apply the model “The
Wheel of Design” in order to familiarize their employees and management teams with
the thinking logic of design thinking and actively apply design thinking aiming at in-
creasing value proposition.
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JEDZIENU SKAIDROJUMS

Dizaina domasana ir uz lietotaju orient€ta, starpdisciplinara domasanas
logika un Iidzeklis vértibas kopradiSanai, kas nodroSina pilnveidotu
vertibas piedavajumu. Tas pamata ir veids, ka strada un doma dizainers.

Vadibas lidzeklis ir metode, ko organizacijas lieto, risinot tadas
uznémgéjdarbibas vides problémas, ka, piemeram, strauji mainigie tirgi, lai
pilnveidotu savu veiktsp&ju un saglabatu konkurences prieksrocibas.

Kopiga veértiba ir dalita vertiba, ko, kopigi stradajot, radijusi dazadi razotaji
un klienti, piegadataji vai citas ieinteres€tas puses, savstarpgji
sadarbojoties vai apmainoties ar resursiem, dodot labumu visam
iesaistitajam pusém.

Vertibas kopradiSana ir kopigs vertibas radiSanas process, kura iesaistitas
attiecigas ieinteres€tas puses un kura gaita, savstarpgji sadarbojoties, tiek
radita vertiba, katram dalibnickam tiecoties paaugstinat sava vértibas
piedavajuma precizitati un paSu vertibas piedavajumu. Vertibas
kopradiSanu varétu izmantot ka vadibas sist€mu un vadibas Iidzekli, lai
kopa ar ieinteres€tajam pusém raditu vertibu, noskaidrojot vinu vajadzibas,
prasibas un kopigi rodot risinajumus, kas atbilstu tam vértibam, kuram dod
prieksroku ieinteresétas puses.

Vértibas inovacija ir dizaina domasanas logikas rezultats. Pie tas nonak,
radot vertibu, kuras pamata ir vértibas kopradiSanas pan€mieni, lai
nodrosinatu lielaku vértibas piedavajumu un samazinatu izmaksas.

Veértibas piedavajums raksturo piegadataja piedavatos labumus, kas atbilst
klientu sagaidamajam veértibam un kurus var radit, klientiem
lidzdarbojoties vertibas kopradiSanas procesos.

Vertibas piedavajuma precizitate ir pakape, kada vertibas piedavajums
atbilst klienta sagaidamajam veértibam.

Vertibas piedavajuma precizitates neatbilstiba rodas gadijuma, kad vadibas
priekSstats par klientu sagaidamajam vértibam atSkiras no klientu
patiesajam vajadzibam un prasibam.
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IEVADS

Petijuma aktualitate

Misdienu  dinamiskaja, savilpojumiem un straujam parmainam bagataja
uznémgéjdarbibas videé viesmilibas industrija visa pasaulé saskaras ar daudziem nopietniem
izaicinagjumiem. Jaunas tehnologijas, globalizacija, dabas katastrofas, parbides pasaules
ekonomika un kardinalas izmainas nesoSas inovacijas paklauj viesnicas nopietnam
konkurences spiedienam, kas turpinas nepartraukti parveidot viesmilibas un tiirisma industriju
(Langford et al., 2017, Roth and Fishbin, 2017).

Atseviski pétnieki paredz aizraujoSu un intensivu parmainu laikmetu globalaja
viesmilibas industrija. Ta ka pédeja laika ir diezgan griiti prognozeét nakotnes tirgus
pieprasijumu arkartigi tiklotaja un globalizétaja pasaulg, viesnicam jarod risinajumi veiksmigai
uznémgéjdarbibai pastavigi mainigajos vides un ekonomikas apstaklos (Langford et al., 2017,
Roth and Fishbin, 2017).

Lidz ar to vairaki autori (Glick et al., 2016, Roth and Fishbin, 2017, Langford et al., 2017)
apgalvo, ka globalais viesmilibas un ttrisma sektors piedzivos nozimigas parmainas, kas
verstas uz klientu vajadzibam un prasibam, pamatojoties starptautiskajas tendences, paradumos
un izaicinajumos, kas ietver urbanizaciju, demografiskas parmainas, produktu un pakalpojumu
pielagoSanu vai daliSanas ekonomikas koncepciju, kas giist arvien plaSaku popularitati.

Lai nezaudétu konkurences prieksrocibas un veiksmigas biznesa pozicijas, kas noved pie
uznémuma veiktsp&jas samazinasanas, akcionaru neapmierinatibas un vajakas darbinieku
iesaistes globaliz&taja viesmilibas industrija, kritiski nepiecieSama viesnicu uznémejdarbibas
parveide atbilstosi dinamiskajai un aizvien mainigakajai videi un sabiedribai.

So tendenci uztur ari tds pamatd eso$ds koncepcijas, pieméram, dinamisko sp&ju
koncepcija, kas apraksta augosos izaicinajumus, ar kuriem saskaras uzné€mumi strauji mainigo
tirgu, klientu jaunu vajadzibu un v€lmju, biezi vien — zemu cenu konkurences, ka ari produktu
un pakalpojumu unikalitates zaud&sanu® un to pielagosanu (Day, 1994, Pragnikar et al., 2008).

Ta ka viesmilibas un tirisma industrijai attistoties, p&tnieciba rodas nepilnibas, Sis
petijums veltits tam, lai apskatitu iesp&as, kuras lautu vadit uzp€mumus cauri Sim
trauksmainajam laikam. P&c autora domam, vertibas kopradiSanas pielietojumu, lai veicinatu
vertibas piedavajuma precizitati un tad€jadi paaugstinatu vertibas piedavajumu, var interpretét
ka Iidzekli uznémejdarbibas vadiba, kas sniedz vertibu ka klientiem, ta art uzp€mumiem.

Pétnieki Santos-Vijande (2013), ka ar1 Bleks un citi (2014) pat apgalvo, ka kopigi radits
saturs efektivitates zina parasti parsp€j tadu saturu, ko pec galvenajiem tirgus veiktspgjas
raditajiem profesionali radijis razotajs (Santos-Vijande, 2013; Black et al., 2014). Klientiem
tiks dota iesp€ja piedalities tadu produktu un pakalpojumu izveid€ un attistiSana, kuri atbilst
vinu pasu vajadzibam un prasibam, panakot vértibas piedavajuma un turpmaku konkurences
priekSrocibu paaugstinaSanos nakotné (Gronroos, 2000, Vargo and Lusch, 2004). Betenkorts
un citi (2014) uzskata, ka vertibas kopradiSanai piemit potencials parveidot esoSos tirgus vai
pat palidzet radit jaunus tirgus (Bettencourt et al., 2014).

Autors apskata veértibas kopradiSanu ka vadibas Iidzekli, ar kura palidzibu, iesaistot
klientus un noskaidrojot vinu vajadzibas, prasibas un kopigi atrodot risinajumus, var radit

! Angl. commoditization — process, kura preces un pakalpojumi zaudé unikalitati, klast par plasa patérina
objektu.
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vertibu, kas atbilst klientu vajadzibam un prasibam, tadgéjadi sasniedzot vertibas piedavajuma
picaugumu. Ta rezultata paaugstinata veértiba rada konkurétsp&jigo priekSrocibu un tadgjadi
pilnveido uznémuma veiktsp&ju par spiti strauji mainigajai uznémejdarbibas videi, vai varbit
pat pateicoties tai.

Vértibas kopradiSanas risinajumi, kas pamatoti tada domaSanas logika ka dizaina
domasana vai vértibu inovaciju domasana, jau tikus$i sekmigi izmantoti citu industriju
uznémumos, tomér pagaidam trikst petijumu par vértibas kopradiSanas pielietojumu
viesmilibas industrija.

Nemot véra visus iepriekSminétos aspektus, $aja promocijas darba apliikots vertibas
kopradiSanas ka vadibas lidzekla pielietojums uzné€méjdarbibas vadiba, lai paaugstinatu
vertibas piedavajuma precizitati un tadgjadi panaktu vertibas piedavajuma pieaugumu
viesmilibas industrija. Zinatniska pieeja vertibas kopradiSanai ar klientiem, lai paaugstinatu
vertibu, ir temats, kuram nakotné bis liela nozime, jo zinatnisko petijumu triikuma dgl pieejams
loti maz informacijas par So koncepciju viesmilibas industrija.

Petijuma jautajums, hipotezes, objekts un priekSmets
P&tijuma galveno jautajumu var formulét §adi:
Vai vertibas kopradisanu kd vadibas lidzekli iespéjams izmantot, lai pandktu augstaku vértibas

piedavdjuma precizitati un tadejadi paaugstinatu vertibas piedavdjumu dizaina viesmilibas
industrija?

P&ttjuma objekts ir dizaina viesmilibas industrija.
P&tijuma priekSmets ir vértibas kopradiSana.

Lai atbildétu uz pétijuma jautajumu, promocijas darba analizétas Sadas hipotezes:

H: Vertibas kopradiSana ka vadibas lidzeklis palidz sasniegt augstaku veértibas
piedavajuma precizitati, un tadgjadi — vertibas piedavajuma paaugstinajumu.

HI: Vertibas piedavajuma precizitaté pastav plaisa — neatbilstiba starp biznesa augstaka
Iimena vaditaju priekSstatiem par klientu atzitajam vertibam un veértibam, kuram realitaté
dod prieksroku klienti. So neatbilstibu un tas parametrus iesp&jams noteikt.

H2: Vertibas piedavajuma precizitates neatbilstibas veidi atSkiras atkariba no konkrétiem
klientu profiliem. Izpratne par konkrétajiem klientu profiliem tieSi ietekmeé vertibas
piedavajuma precizitates limeni.

H3: Augstaka Iimena uzn@muma vaditajiem, izmantojot vertibas kopradiSanu ka vadibas
lidzekli, var sasniegt augstaku veértibas piedavajuma precizitati dizaina viesmilibas
industrija.
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Pétijuma mérkis un galvenie uzdevumi

Petijuma galvenais meérkis ir, pamatojoties uz akademiskas literatiiras studijam,
noverojumu analizi un klasifikaciju saistiba ar vertibas kopradiSanas ka vadibas lidzekla nozimi
un lomu vértibas piedavajuma precizitates meérisana, izstradat vadibas modeli vértibas
piedavajuma paaugstinasanai dizaina viesmilibas industrija.

Nemot vera $o mérki, petijuma paredzeti $adi galvenie uzdevumi:

1. Noskaidrot vértibas kopradiSanas ka vadibas lidzekla Tpasibas, nozimi un lomu vértibas
piedavajuma paaugstinasana, pamatojoties uz starptautisko zinatnisko literattru;

2. Noteikt vadibas panémienus, kas atrodas veértibas piedavajuma paaugstinaSanas
koncepcijas pamata, izmantojot domasanas logiku, kas veicina un paaugstina vértibas
piedavajumu precizitati, izmantojot vertibas kopradisanas pieeju;

3. Veikt salidzinoSo p&tijumu par galvenajiem veicinoSiem faktoriem, izmantojot vertibas
kopradisanu vertibas piedavajuma paaugstinasanai biznesa vaditaju un klientu vidd;

4. Noteikt un analizét galvenos virzitajspékus (elementus) un starptautisko starpnozaru
praksi veértibas kopradiSanas ka vadibas Iidzekla lietoSana, lai paaugstinatu vertibas
piedavajuma precizitati un tadejadi paaugstinatu vertibas piedavajumu;

5. lzstradat vadibas modeli biznesa vaditajiem un klientiem, lai palidzétu attistit
kompetences vertibas kopradiSanas ka vadibas lidzekla lietoSana, lai paaugstinatu
vertibas piedavajumu;

6. Sniegt secinajumus un priekSlikumus vertibas kopradiSanas ka vadibas lidzekla
izmantoSana, lai paaugstinatu vertibas piedavajumu viesmilibas industrija.

Pétniecibas metodes

Lai rastu atbildes uz pé€tijuma pamata esoSo jautajumu, zinatniskajai pé&tniecibai
nepiecieSama empiriska, sistematiska un kritiska p&tijuma problémas analize (Kerlinger, 1986).

Saja péttjuma tika izmantotas visparpienemtas kvantitativas un kvalitativas pétniecibas
metodes, tai skaitd monografiska metode, satura analize, parskata metode, aprakstosa statistika,
kopas ekonometriskas noveértéSanas metode, vid€jo aritmétisko veértibu un diskriminantu
analize. Visas pétjjuma metodes pamatotas noteiktos vertibas kopradiSanas pétijumu virzienos,
kas atspoguloti zinatniskaja literatiira.

S1 promocijas darba pétijuma kvantitativaja dala tika atlasitas 24 viesnicas, kas atbilda
visiem Vacijas dizaina viesnicu kritérijiem. Pamatojoties uz ekspertu viedokliem par
minétajam dizaina viesnicu grupam, tika izveidots reprezentativs paraugs, kura tika ietvertas
13 viesnicas un kas parstav visu generalo kopu. Sajas 13 viesnicas 2016. gada kopuma bija
apmetusies 392 984 viesi (= generalas kopas lielums). Pamatojoties uz generalas kopas lielumu,
95 procentu ticamibas Itmeni, kliidas pielaujamo lielumu 3 un standartnovirzi 1,96 punkti, tika
aprékinats reprezentativais paraugs. Tadejadi petijuma pirmais posms (kvantitativa dala) bija
javeic, izmantojot reprezentativo paraugu, kura ietilpst vismaz 1065 dalibnieki. Lai pamatotu
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veértibas piedavajuma priekSrocibu analizi un vertejumu, tika veikta aptauja par to, kadam
vertibam dod prieksroku esoSo dizaina viesnicu klienti, lai noskaidrotu klientu vajadzibas un
prasibas, ka arT tos elementus, kurus klienti patieSam augstu verté 21. gadsimta. Aptauja tika
veikta viesnicas, kuras veidoja Vacijas dizaina viesmilibas industrijas reprezentativo paraugu.

S1 promocijas darba pétijuma kvalitativaja dala tika veiktas strukturétas intervijas ar 13
petijuma iesaistito viesnicu direktoriem pirms un péc veértibas kopradiSanas pasakumiem, lai
noskaidrotu, kuras ipasibas péc direktoru domam Skiet vertigas klientiem mainigaja vide.
P&dgja petijuma posma tika veiktas divas padzilinatas intervijas (viens pret vienu) ar augstaka
limena viesnicu grupu vaditajiem. Sis augstaka lTmena vaditaju intervijas nav paredzétas
papildu datu iegiiSanai datu analizes vajadzibam, bet to mérkis drizak bija noskaidrot iesp&jas
konkr&ti ieviest un realizeét vertibas kopradiSanas pasakumus, izveidojot vadibas modeli, kas
teoretiski iegiitas akadémiskas zinasanas pielago realajai biznesa dzivei.

Pétijuma ierobeZojumi

ST promocijas darba mérkis ir izstradat vadibas modeli vértibas piedavajuma
paaugstinasanai dizaina viesmilibas industrija, samazinot vertibas piedavajuma precizitates
neatbilstibas gadijumus un tad€jadi paaugstinat vertibas piedavajumu, izmantojot vertibas
kopradiSanu ka vadibas lidzekli Vacijas dizaina viesmilibas industrija. Veértibas kopradiSanas
ka vadibas lidzekla novert§juma ietilpst un to ietekmé dazadi elementi — ka neatkarigi, ta
savstarp&ji saistiti. L1dz ar to promocijas darba p&tijuma apjomu nacas zinama mera ierobezot.

Promocijas darba pé&tijuma objekts tiek aplikots tikai no uznémgjdarbibas vadibas
viedokla.

Pie tam empiriskaja dala ietverta vertibas kopradiSanas ka vadibas lidzekla analize, lai
pilnveidotu vertibas piedavajuma precizitati un tadgjadi paaugstinatu vertibas piedavajumu no
biznesa vaditaju un klientu viedokla. Ta ka §1 promocijas darba pétijuma centra ir klientu
velmju un prasibu izpildes Iimena paaugstinasana, galvena uzmaniba taja tiek pieveérsta vertibas
kopradiSanai ar klientiem. P&tijjuma nav aplikotas citas ieinteres€tas puses, pieméram,
piegadataji vai biznesa partneri. Tadgjadi petijuma kvantitativas dalas parauga ietverti tikai
klienti (nevis piegadataji u.c.).

Pétfjuma objekts ir dizaina viesmilibas industrija, tad€é] pétijjuma uzmanibas centra
atrodas tiesi §1 konkréta industrija.

Visa pasaulé viesmilibas industrija darbojas neskaitamas viesnicas ar dazadam
stratégijam, kas saknojas dazadas kulttiras, utt. Ta ka §is promocijas darbs veltits tie$i Vacijas
viesmilibas industrijai, pétijjuma kvantitativas dalas parauga ietvertas tikai tas viesnicas, kas
darbojas Vacija.

Turklat Vacijas viesmilibas industrija ietilpst daudz dazadu viesnicu. P&tfjuma uzmaniba
versta uz dizaina viesmilibas industriju un konkréti uz dizaina viesnicu grupam, kuram visas
viesnicas izveidota vienota identitate un kuras atbilst noteiktiem krit€rijiem, pieméram, oficiala
4-5 zvaigznu klasifikacija, piedavajums tados tirgus segmentos ka pakalpojumi darijjumu un
turisma celotajiem, ka art moderns un miisdienigs iekartojums.

Reprezentativo paraugu $aja pétijuma projekta veido klienti un viesnicu vaditaji no 24
Vacijas viesnicam, kuras atbilst iepriek§min&tajiem krit€rijiem, un §is paraugs tiek aplikots
kvantitativaja primaraja petjjuma.
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Turklat ierobezojumi attiecas art uz respondentiem, jo ne katrs augstaka Itmena vaditajs
var piedalities petijuma, un gluzi tapat ne visi $a segmenta klienti var piedalities aptauja.

Papildus iepriekSmingtajam, petijuma pastav izlases kliida, kas rodas parauga pamata
novirzes rezultata, jo nakas pienemt, ka pastav atskiribas starp $a p&tijuma paraugu un pétama
segmenta generalo kopu (Bryman and Bell, 2007).

Jaatzimég, ka izmaksas un laika limits arT zinama méra ierobezo veikto pétijumu (Bryman
and Bell, 2007).

Pétijuma veikSanas periods

P&tijuma teorétiskas dalas 1stenoSanas periods aptver 20. gadsimta pedg€jas desmitgades,
ka arT 21. gadsimta sakuma gadus lidz Sim bridim. Tome@r izmantota zinatniska literatiira un
péetijumi par vadibu un uznémeéjdarbibu galvenokart attiecas uz zinatnes periodu, sakot ar 2000.
gadu un turpmak.

Promocijas darba primara petnieciska dala tika 1stenota no 2017. gada vidus. Ta janodala
no kvantitativa primara pétijuma, kas tika veikts laika no 01.09.2017. lidz 31.10.2017., un no
abam kvalitativa petijuma dalam. Kvantitativa primara pétijjuma istenosanas periods (klientu
aptauja) tika merktiecigi izvelets, uzklausot iesaistito viesnicu augstako vaditaju priekslikumus
par regularo klientu klatbiitni un t.s. brivdienu periodu neesamibu $aja laika.

Pirmas kvalitativas dalas (intervijas ar 13 viesnicu direktoriem) mérkis bija salidzinat
klientu realas vajadzibas un prasibas ar viesnicu direktoru uzskatiem par to, kadas, péc vinu
domanm, ir klientu patiesi atzitas vértibas. ST pétfjuma dala tika veikta vienlaikus ar kvantitativas
dalas 1stenosanu laika no 01.09.2017. lidz 31.10.2017. Interv§jamo personu izv€le pamatojas
uz noteiktiem atlases krit€rijiem, tadiem ka izglitibas Itmenis (akadeémiska izglitiba vismaz
bakalaura Itment), profesionala pieredze (vismaz viena gada pieredze konkrétas viesnicas
direktora amata), ka arT uz geografisko stavokli.

P&c tam pirmais datu analizes periods sakas no 2017. gada novembra. P&éc tam, kad datu
analize bija pabeigta, tika noskaidrota vértibas piedavajuma precizitate, proti tas neatbilstibas
plaisa starp vértibas piedavajuma uztveri no viesnicu direktoru un klientu puses. Tam sekoja
vertibas kopradiSanas ka vadibas lidzekla pielietoSana, un viesnicu direktori piedalijas
darbseminaros, kas tika organizeti, pamatojoties uz kopradiSanas procesos iegiitajiem datiem.

Laika no 01.02.2018. Iidz 18.02.2018. viesnicu direktori tika interveti velreiz, lai veiktu
otras kartas datu analizi, kas lava noskaidrot izmainas ieprieks analiz€taja vertibas piedavajuma
precizitates neatbilstibas noverteésana.

P&dgjais pétijuma solis ietvera divas padzilinatas intervijas ar augstaka [tmena vaditajiem,
kas notika no 01.03.2018. Iidz 02.03.2018., lai iepazistinatu ar petijuma rezultatiem un
izveidotu un attistitu vadibas modeli, kas palidzes parcelt petijuma iegiitas zinasanas uz realo
biznesa vidi, lai paaugstinatu vertibas piedavajuma precizitati un tadgjadi veicinatu pilnveidotu
vertibas piedavajumu nakotné. augstaka Iimena vaditaju atlases kriteriji bija izglitibas [imenis
(akadémiska izglitiba vismaz magistra [imeni), dzimums (parstavéti ka viriesi, ta sievietes) un
vismaz piecu gadu profesionala pieredze dizaina viesmilibas industrija.
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AizstaveSanai izvirzitas tezes

1. Statistiski nozimigu (p<0,05) un loti nozimigu (p<0,01) vertibas piedavajuma
precizitates neatbilstibu noskaidroSana, pamatojoties uz vértibas kopradiSanu ar
klientiem, ir nepiecieSams priek$nosacijums v&rtibas piedavajuma precizitates
paaugstinasanai.

2. Izpratnei par specifiskiem klientu profiliem ir ietekme uz vertibas piedavajuma
precizitates Iimeni, jo vertibas piedavajuma precizitates neatbilstibas atSkiras atkariba
no klientu profila.

3. Klientu raksturojuma izpratne, pielietojot vertibas kopradiSanu ar klientiem, paaugstina
vertibas piedavajuma precizitati un tad€jadi ar1 pasu vertibas piedavajumu.

Teorétiska un metodologiska baze

ST promocijas darba teorgtiska un metodologiska baze veidota, pamatojoties uz
starptautiskam zinatniskam publikacijam un vadoSo viesmilibas un tirisma industrijas ekspertu
pétniecibas darbu, lai skaidrotu nepiecieSamibu rast atbildes, pieméram, uz jautajumu, vai
vertibas kopradiSana ka vadibas lidzeklis var paaugstinat vertibas piedavajumu biznesa vadiba,
reaggjot uz jauniem izaicinajumiem industrija un nodros$inot ilgtsp&jigu biznesa attistibu.

S1 promocijas darba empiriska dala pamatota uz teorétiskajam metodém un logiku, tai
skaita Dinamisko sp&ju pieeju (angl. Dynamic capabilities approach), Resursos pamatoto
teoriju (angl. Resource-based theory), logiku, kas prieks$plana izvirza pakalpojumus (angl.
Service-dominant logic) vai veicama darba logiku (angl. Job-to-be-done logic) stratégiskaja
vadiSana. Galvenie zinatniska devuma autori ir Tiss, Dejs, Ulviks, Kristensens un Reinors,
Hamels, Zahra u.c., Helfets u.c., PreSnikers u.c., Arends un Bromilejs, Kindstréms u.c., Lins
u.c., Ringovs (Teece, 1984; Day, 1994; Teece et al., 1997; Ulwick, 2002; Christensen un
Raynor, 2003; Hamel, 2006; Zahra et al., 2006; Helfat et al., 2007; Teece, 2007; PraSnikar et
al., 2008; Arend and Bromiley, 2009; Kindstrom et al., 2013; Bettencourt et al., 2014; Lin et
al., 2016; Ringov, 2017), ka arT citi p&tnieki.

Vertibas kopradiSanas ka vadibas Iidzekla principi biznesa vadiba veido bazi veértibas
piedavajuma paaugstinasanai (Prahalad and Ramaswamy, 2004; Vargo and Lusch, 2004;
Holbrook, 2006; Ballantyne and Varey, 2006; Gronroos, 2008; Vargo et al., 2008; Nordin and
Kowalkowski, 2010; Grénroos, 2012; Truong et al., 2012; Grénroos and Voima, 2013; Neghina
et al., 2015; Leclercq et al., 2016, u.c.).

Veértibas kopradiSana ka vadibas lidzeklis biznesa vadiba ar mérki pilnveidot vértibas
piedavajuma precizitati un tadgadi paaugstinat vertibas piedavajumu pamatota ari uz
domasanas logiku, tadu ka dizaina domasSana vai vertibas inovacija. Galveno zinatnisko
pienesumu $aja joma pedejo gadu gaita devusi virkne petnieku (Kim and Mauborgne, 1997,
2005; Matthyssens et al., 2006; Barnes, 2009; Brown, 2009; Cirjevskis, 2009; Martin, 2009;
Rylander, 2009; Sheehan and Vaidyanathan, 2009; Stickdorn and Schneider, 2010; Brown and
Katz, 2011; Kimbell, 2011; Lindi and Marques da Silva, 2011; Johansson-Skdéldberg, 2013;
Becker, 2014; Bettencourt, 2014; Gobble, 2014; Liedtka, 2014, 2015; Rouse, 2015; Carlgren
et al., 2016; Geissdoerfer et al., 2016; Tuominen and Ascencdo, 2016; Breschi et al., 2017,
u.c.).
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Papildus min&tajam, §1 promocijas darba teorétiskas dalas pamata likti arT starptautisko
uznémumu McKinsey & Company, Engel & Volkers Hotel Consulting, Deloitte and Hotelier.de
strat€giskas analizes parskati.

Pétijuma zinatniskais nozimigums un novitate

P&tijuma zinatniskais nozimigums izriet no t€mas novitates, jo autors ir pielietojis jaunu,
inovativu pieeju, lai sasniegtu vertibas piedavajuma precizitati un lidz ar to vértibas
piedavajuma paaugstinaSanu, izmantojot vertibas kopradiSanas metodi ka vadibas lidzekli
viesmilibas industrija. Lai paaugstinatu vertibas piedavajumu un tadgjadi rastu atbildes uz
jaunajiem izaicinajumiem industrija, veiktais p&tijums ietver zinatniskas novitates un teor&tisku
nozimigumu, ko var raksturot sadi:

e Veértibas kopradiSanas ka vadibas Iidzekla jégas un lomas raksturojums un noskaidroSana
vertibas piedavajuma paaugstinasana dizaina viesmilibas industrija.

e Vertibas kopradiSanas ka vadibas lidzekla definicijas skaidrojums veértibas piedavajuma
paaugstinaSanai dizaina viesmilibas industrija (skaidraku definicijas robeZzu noteikSana).

e Vértibas piedavajuma precizitates paaugstinasanas veicinataju noskaidrosana (= veértibas,
kuram dod priekSroku), ko var interpretét ka vértibas piedavajuma prieksrocibas, kas
pamatojas uz veértibas kopradiSanas pieeju ar klientiem.

e Veértibas kopradisanas ka vadibas lidzekla integracija uznémgéjdarbibas strategija,
produktu un pakalpojumu inovacijas, ka art biznesa modela inovaciju procesos dizaina
viesmilibas industrijas viesnicu grupas, lai veicinatu ilgtspgjigu biznesa veiktspgju,
paaugstinot uznémuma vertibas piedavajumu.

e Dizaina domasana pamatota modela “Dizaina ritenis” (angl. “The Wheel of Design”)
izstrade, kas sniedz papildu atbalstu vertibas kopradiSanai ar klientiem, lai paaugstinatu
vertibas piedavajumu.

e Vadibas modela “Vertibas piedavajuma ritenis” (angl. “The Wheel of Value Proposition”)
izstrade uznémumu vaditajiem, lai teorétiskas zinaSanas parnestu uz realu biznesa
darbibu, veicinot veértibas kopradiSanu ar klientiem, lai paaugstinatu vertibas
piedavajumu.

Pétijuma praktiska nozime

So promocijas darbu var raksturot ka praktiski nozimigu sakara ar to, ka virkni elementu
var tieSi pielietot vai piemérot realas uznémeéjdarbibas vajadzibam. Pirmkart, vertibas
kopradiSana ka vadibas Iidzeklis dizaina viesmilibas industrija ir metode, kas tiesa veida palidz
uznémumu vaditajiem radit veértibas piedavajuma pieaugumu. Tika noskaidroti veértibas
piedavajuma precizitates paaugstinaSanas virzitajspeki un izstradatas rekomendacijas
uznémumiem par to, ka radit vertibas piedavajumus, pielietojot vertibas kopradiSanu
uznémuma vadiba.

Modelis “Dizaina ritenis” tika izstradats, lai palidz&tu vértibas kopradisanai, pamatojoties
uz dizaina domaSanas logiku. Turklat autors izstradaja ari vadibas modeli “Veértibas
piedavajuma ritenis”, kas dod papildu iesp&u uzp€émumu vaditajiem ieviest vértibas
kopradisanu ka vadibas lidzekli vértibas piedavajuma paaugstinasanai viesmilibas un tirisma
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industrija. Sis modelis rosina vértibas kopradi$ana pamatotu metoZu lietoSanu un iedrogina
uznémumu vaditajus veicinat vertibas piedavajuma pieaugumu, kopigi radot vértibu ar
klientiem. STs jaunraditas koncepcijas sniegtie labumi ir jaunas biznesa izdevibas un unikalas
robezvertibu liknes, kuru rezultata tiek panaktas konkurences priekSrocibas un izcila
uznémuma veiktspgja.

Nozimigako rezultatu aprobacija

Sos promocijas darba zinatniska p&tijuma rezultatus autors starptautiski publiskojis detras
zinatniskas konferences. Turklat pétijumu rezultati tika izklastiti vél divas citas tematiski
atbilstosas zinatniskas konferences:

1. 9" Annual Scientific Baltic Business Management Conference on Challenges of
Business Sustainability in the digital age. “Value innovation drivers for delivering
superior customer responsiveness.” Organized by BA School of Business and Finance,
RISEBA University and Stockholm School of Economics in Riga, Latvia; 21.04.—
23.04.2016.

2. 6" International Conference on New Challenges in Management and Business. “Value
Co-creation drivers in dynamic markets.” Organized by AIMI Institute — NCM
Conference in Dubai, United Arab Emirates; 11.02.2017.

3. Singapore International Conference on Management, Economics, Business and Social
Sciences (SIMBES). “The role of design thinking in creating an increased value
proposition to improve customer experience.” Organized by Research Synergy in
Singapore; 18.01. — 19.01.2018.

4. Korea International Conference on Humanities, Social Science and Business Studies
(KIBSS). “Creative and Design Thinking.” Organized by Research Synergy in Seoul,
South Korea; 05.03.2018.

5. International Scientific Conference on the Future of Sustainable Hospitality “18, “The
art of thinking: Achieving value proposition accuracy in the hospitality industry.”
Organized by Hotel Management College Riga in Riga, Latvia; 15.05.2018.

6. International Conference on Management, Economics and Social Science (ICMESS).
“Key success factors to increase value proposition in the hospitality industry.” Orga-
nized by Researchfora in Miami, United States of America; 23.08. — 24.08.2018.

Publikacijas
P&tijuma galvenie rezultati publicéti piecas zinatniskas publikacijas:

1. Kleber, D.M.S., Volkova, T. (2016). Value Innovation Frameworks for delivering
superior customer responsiveness. Journal of Business Management 12, 34-45. — ISSN:
1691-5348

2. Kleber, D.M.S., Volkova, T. (2017). Value Co-Creation Drivers and Components in

Dynamic Markets. Journal of Marketing and Branding Research 4, 249-263. — ISSN:
2476-3160
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3. Kleber, D.M.S. (2018). Design Thinking to deliver superior customer value. Etikonomi:
Journal Ekonomi 17(2). — ISSN: 2461-0771

4. Kleber, D.M.S., (2018). Actual and Future Trends and Challenges in Hospitality. Hos-
pitality Opportunities, Challenges and Perspectives Vol. 2, edition 2018.

5. Kleber, D.M.S., Volkova, T. (2018). Key Success Factors to increase value proposi-
tion in the hospitality industry. Journal Industrial Engineering — PROZIMA (Produc-
tivity, Optimization and Manufacturing System Engineering) Vol. 2 (1). — ISSN:
2541-5115

Promocijas darba struktiira un apjoms

Sis promocijas darbs ir patstavigs pétijums, kas sastav no ievada, trim galvenajam dalam,
kuras ietilpst astonas nodalas, secinajumiem, rekomendacijam, bibliografijas un pielikumiem.
Darba kopégjais apjoms ir 188 lappuses, tai skaita 41 tabula un 36 atteli.

Promocijas darbs strukturéts sekojosi:

levads
1. Vertibas kopradiSanas raksturojums un tas loma vertibas piedavajuma paaugstinaSana
1.1 Vertibas kopradiSanas ka vadibas lidzekla raksturojums
1.2 Vertibas kopradisanas vadibas modeli un ietekmes faktori
1.3 Tendences un izaicinajumi globalaja viesmilibas industrija un nepiecieSamiba p&c
vertibas piedavajuma paaugstinasanas
2. Vertibas radiSanas iesp&ju vert€jums vertibas piedavajuma paaugstinasanai Vacijas
viesmilibas industrija
2.1 Dizaina viesmilibas industrija Vacija un tas raksturojums
2.2 P&tijuma metodologija un vértibas kopradisanas pielietojums vértibas piedavajuma
paaugstinaSanai
2.3 Vertibas kopradiSanas ka vadibas Iidzekla izpratne, pielietoSana un ietekme
dizaina viesmilibas industrija
3. Vertibas kopradiSanas darba virzieni viesmilibas industrija vertibas piedavajuma
paaugstinaSanai
3.1 Vadibas modelis vertibas piedavajuma paaugstinasanai ar vertibas kopradisanas
metodém viesmilibas industrija
3.2 Vertibas kopradiSanas ka vadibas Iidzekla praktiskais pielietojums vertibas
piedavajuma paaugstinasanai
Secinajumi
Rekomendacijas
Bibliografija
Pielikumi
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GALVENIE ZINATNISKIE PRINCIPI

1 VERTIBAS KOPRADISANAS RAKSTUROJUMS UN TAS LOMA
VERTIBAS PIEDAVAJUMA PAAUGSTINASANA

(1. dala sastav no 41 lappuses, 7 tabulam un 11 attéliem)

Saja promocijas darba apstiprinats, ka vértibas kopradiganu ir iesp&jams izmantot ka
vadibas lidzekli biznesa vadiba, lai panaktu vertibas piedavajuma precizitates paaugstinasanu
un I1dz ar to paaugstinatu vertibas piedavajumu. Taja tiks noskaidrotas un analiz€tas $a petijuma
pamata esosas teorijas, domasanas logika, strukttra un ietekmes faktori, kas apstiprina ideju,
ka var panakt vertibas piedavajuma precizitati, izmantojot vertibas kopradiSanu ka vadibas
lidzekli. Vertibas piedavajuma paaugstinasanu var skaidrot ka galveno virzitajspeku globalas
viesmilibas industrijas attistiba.

Ta ka misdienu dinamiskaja un strauji mainigaja biznesa vidé viesnicas saskaras ar
neskaitamiem nopietniem izaicinajumiem, viesmilibas industrija piedzivos parveidosanos, kam
pamata bis uz klientu orientéta domasanas logika, kas laus apmierinat vienmér mainigas
klientu vajadzibas un prasibas (Langford et al., 2017, Roth and Fishbin, 2017).

Vertibas kopradiSanas jédzienu formul&usi Vargo un LuSs (Vargo and Lusch, 2004,
2008). Péc vinu domam, katrs klients uzliikojams ka vértibas kopraditajs. Pastav uzskats, ka
vertibas kopradisana var bt kopiga iniciativa, kura labuma guve€ji un sniedzgji kopigi rada
vertibu (Prahalad and Ramaswamy, 2004).

Nesen vértibas kopradiSana konceptualizéta ka process, kura dalibnieki kopigi rada
vértibu, apmainoties ar resursiem. Seit vértibas kopradisana raksturota ka abpusgjs process,
kura gaita katrs ta dalibnieks piedalas savstarpgja vertibas radiSana (Leclercq et al., 2016).

Ta ka trukst skaidras definicijas, kas ir vertiba, veértibas kopradiSana un tas dimensijas,
nepiecieSami turpmaki pétijumi un vértibas kopradiSanas konceptualizacija (Neghina et al.
2015).

P&c autora domam, vertibas kopradiSanai janotiek, pamatojoties uz abu labuma guvéju —
klientu un biznesa vaditaju savstarp&ju sadarbibu. VE€leéSanos piedalities $ada procesa var
uzskatit par butisku faktoru vertibas kopradiSanas procesos. Tadgjadi var apgalvot, ka vertibu
var radit kopa, uznémumu vaditajiem un klientiem savstarp€ji apmainoties ar resursiem. To var
uzskatit par procesu, kura rezultata notiek subjektu savstarpgja sadarbiba. Autors apgalvo, ka
vertibas kopradiSana palidz klientu vajadzibu apmierinaSanas, klientu problému atrisinaSanas
procesos un vertibas pievienosana uznémumam (Gronroos and Voima, 2013).

Saskana ar inovaciju vadiSanas virzienu, dalibnieki abpus€ji kopa rada veértibu (Leclercq
et al., 2016; Caru and Cova, 2003; Woodall, 2003; Sanchez-Fernandez and Iniesta-Bonilla,
2007). Virkne petnieku uzskata, ka vertibas kopradiSana ietver procesu, kas paaugstina klienta
labsajiitu un tad€jadi sniedz paaugstinatu vertibas piedavajumu (Gronroos, 2008; Vargo et al.,
2008; Nordin and Kowalkowski, 2010).

Autors konstatgjis cieSu korelaciju starp kop€o produkta atbilsttbu un klienta
apmierinatibu, kas arT noved pie lielaka vértibas piedavajuma un tadgjadi pie izcilas klientu
pieredzes, klientu lojalitates un lidz ar to — pie konkurences priekSrocibam. Ta ka, pateicoties
labakai produkta atbilstibai, samazinas vértibas piedavajuma precizitates neatbilstiba un
tadgjadi pieaug vértibas piedavajums, vertibas kopradiSana ar klientu klust vitali svariga

66



Sodienas dinamiskajos tirgos. Tadgjadi var apgalvot, ka paaugstinats vértibas piedavajums var
tikt uzskatits par rezultatu produktu un pakalpojumu pielagosanai dinamiski mainigajam
klientu vajadzibam un prasibam. Sada perspekfiva atbilst arT viedoklim, ka ir loti svarigi risinat
klientu problémas, vienlaicigi apmierinot klientu vajadzibas un prasibas, nepartraukti koriggjot
vertibas piedavajumus (Amit and Zott, 2010).

Ta ka §1 promocijas darba meérkis ir noskaidrot ka panakt vértibas piedavajuma
paaugstinaSanu, autors precize jédziena “vertibas piedavajums” skaidrojumu, pamatojoties uz
starptautiski atzitu ekspertu iepriek$gjiem petijumiem.

Kotlers un citi autori apgalvo, ka veértibas piedavajumi apraksta to, ka produkti vai
pakalpojumi atSkiras no citiem, kad tie nodro$ina paaugstinatu vertibu klientiem (Kotler et al.,
2016). Vienlaikus tiek noradits arl uz nepiecieSamibu nepartraukti parvértét un no jauna
pielagot vertibas piedavajumus no to noderiguma, novitates un realiz€Sanas iesp&jamibas
viedokla (Hoveskog et al., 2015).

Autora skatijums uz veértibas piedavajumiem saskan ar Amita un Zota, Hoveskoga u.c.,
Kotlera u.c. (Amit and Zott, 2010; Hoveskog et al., 2015; Kotler et al., 2016) viedokliem, jo
misdienu strauji mainigajos un dinamiskajos tirgos pétnieki redz nepiecieSamibu konsekventi
korigét tos vertibas piedavajumus, kas klientiem joprojam skiet vértigi Sodienas biznesa vidg.
Turklat autors uzskata, ka vertibas piedavajumus var interpretét ari attieciba uz klientu
iesaistiSanas rezultatu vertibas kopradiSanas procesu, jo veiksmiga iesaistiSanas veido pamatu
spécigiem vértibas piedavajumiem, kurus par veértigiem uzskata klienti. Var apgalvot, ka
klientu izpratne un gataviba iesaistities vertibas kopradiSanas procesos ir biitisks faktors, lai
iegiitu labakus un atbilstoSakus vertibas piedavajumus.

Ta ka vertibas piedavajumu merkis ir sniegt labumu un konkrétas prieksrocibas, kas
risina mérka klienta problémas (Anderson et al., 2006), var apgalvot, ka vértibas piedavajumi
neattiecas uz uznémuma piedavajumiem, raksturipasibam vai atribiitiem, bet uz klientu
vajadzibam un prasibam un vinu pieredzi (Barnes et al., 2009).

Tadgjadi vertibas kopradisanas nozime strauji aug. Saja promocijas darba noskaidroti un
analizeti dzingjspeki un galvenie veiksmes faktori, kas rosina vértibas piedavajuma pieaugumu,
iesp&jas radit vertibu. Seit arT vizualizétas iesp&jamas sinergijas, izmantojot pamata esosas
strukttiras un domasanas logiku, uzmanibas centra paturot mérki sniegt paaugstinatu vértibas
piedavajumu.

Autors apraksta veértibas kopradiSanu ka koncepciju, kas sastav no vairakiem
komponentiem, kuri veido veértibas kopradiSanas vadibas procesu, vadibas lidzekli, ka ari
vadibas sistemu.

Promocijas darba plasak izklastits iepriekSminétais saturs un pieteiktas tris vértibas
radiSanas jomas veértibas kopradiSanas procesa gaita (Gronroos and Voima, 2013). Vertibas
kopradiSana ar klientu ir iesp&jama, ja klienta un produkta vai pakalpojuma sniedzgjs darbojas
vienota, kopiga joma (skat. 1.1. attélu). Saja kopigaja joma vértibas sniedzgjs un klients
savstarp&ji ietekmé viens otru un tad€jadi nonak pie kopraditas vertibas (Gronroos and Voima,
2013).
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RazZotajs:

Piegadatajs ka to resursu
nodro§inatajs, kuri tiks izmantoti
vertibas radisana klientam.

Koprazotajs:

Kopigaja razoSanas procesa
klients piedalas ka
koprazotajs.

KOPIGA JOMA
vertibas kopradiSana
(reala vertiba)

JOMA X
(piem., klienta joma)
neatkariga vertibas
radiSana
(reala vertiba)

PIEGADATAJA
JOMA

RazZo$ana
(potenciala vertiba)

Klienta loma Vértibas raditajs/kopraditajs: Vértibas raditajs: Kli-
Klients ir vertibas raditajs, atrodoties tiesa ents ir neatkarigs vertibas
mijiedarbiba,tacu, iesaistot piegadataju $aja pro- raditajs arpus tiesas
cesa (integréts dialogisks process), vértiba tiek mijiedarbibas.

radita kopigi ar piegadataju.

é’—’?ﬁmﬂ% Vertibas veicinatajs: Vértibas veicinatajs:
uKia vai pakal- Piegadatajs ir vertibas vei-
pojuma sniedzéja) cinatajs

loma

Piegadatajs ir vertibas vei- Kopraditajs:

cinatajs. Piegadatajs var giit iesp&ju
iesaistities klienta vertibas
radiSanas procesa ka
kopraditajs.

1.1. attels: Vertibas radiSanas jomas

Avots: izstraddajis autors, pamatojoties Gronroos and Voima, 2013, 141. Ipp.

Tiesa savstarpgja sadarbiba ir biitiska vertibas kopradisana (Grénroos, 2011). Kopigo
jomu tadgjadi var skaidrot ka platformu divpusgjai vértibas kopradiSanai (Gronroos and Voima,
2013).

Ta ka kopigi radits saturs kopuma parsp€j to saturu, kuru profesionali izstradajis
piegadatajs, vadoties no galvenajiem tirgus veiktsp&jas raditajiem, ir svarigi izprast klienta
viedokli un radit jaunus produktu un pakalpojumu piedavajumus atbilstosi tam, kam klienti dod
prieksroku, vienlaikus samazinot produktu neveiksmes risku (Varey and Ballantyne, 2006;
Nambisan and Baron, 2007; Bogers et al., 2010; Roser et al., 2013; Santos-Vijande, 2013;
Black et al., 2014).

Autors uzskata — kopiga joma ir vieta, kur klienti uznemas atbildibu par vértibas radisanu,
pielietojot tieSas dialogiskas sadarbibas panémienu un kur tiek radita kopiga vértiba.

Bez tam promocijas darba dzilak apliikota veicama darba (turpmak — VD) logika (angl.
JTBD - job-to-be-done) ka patiesi uz klientu orientéta logika, kas izmanto vértibas
kopradiSanas metodes, lai parkaptu tradicionalas robeZas un paplaSinatu uznémejdarbibas
perspektivas, lai paaugstinatu vértibas piedavajumu un tadéjadi ari stratégiskas konkurences
priekSrocibas. Klientiem tiks dota iesp€ja kopigi projektét un attistit produktus un
pakalpojumus, kas atbilst vinu pasu vajadzibam un prasibam un nakotn€ laus paaugstinat
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vertibas piedavajumu. Lidz ar to klientus var uzskatit par vértibas kopraditajiem. Ar sadu pieeju
vertibas kopradiSana var parveidot esoSos tirgus vai pat palidzet radit jaunus tirgus (Bettencourt
etal., 2014).

Autors uzskata, ka VD logika ir procesu kopums, kuros vértiba tiek radita kopa ar
klientiem, noskaidrojot klientu vajadzibas un prasibas, ka arT kopigi rodot risinajumus, kuri
atbilst §STm vajadzibam un prasibam, lai sasniegtu augstaku veértibas piedavajumu. Sasniedzot
un paaugstinot produkta atbilstibu klientu vajadzibam un prasibam, veértibu piedavajuma
precizitates neatbilstibu starp klienta gaidito un piegadatajiem produktiem un pakalpojumiem
var samazinat. Citiem vardiem sakot, klientu vajadzibas un prasibas tiek nemtas véra vai
vertibas piedavajuma precizitate tiek paaugstinata.

Atzitas pieejas, tadas ka dinamisko sp&ju pieeja, tick izmantotas vértibas radiSanas
metozu un avotu analizei un aprakstiSanai. To noliks ir atbildét uz jautajumu, ka uznémumi
var radit un uzturét konkurences priekSrocibu pasaules strauji mainigajos apstaklos. Pateicoties
augosai globalizacijai, inovativas pieejas biezi noved pie ekonomikas izaugsmes, nodrosinot
vertibas piedavajuma paaugstinasanu un konkurences priekSrocibas. PaSreizgjas teorijas
apstiprina nosaka vertibas kopradiSanas pieejas veértibas piedavajuma paaugstinasanai un
parakas vertibas radiSanai.

Dinamisko sp&u metode ir izklastita Tisa, Pizano un Suena 1997. gada publicétaja
novatoriskaja darba par dinamiskajam sp&jam (Teece et al., 1997). Saskana ar So koncepciju,
dinamiskas sp&jas piedava potenciali integrétu un jaunu pieeju konkurences prieksrocibu realo
avotu izpratné.

Varétu teikt ari, ka §1 pieeja attiecas uz uznémumu turpmako izpétes potencialu un ir
paliglidzeklis vadibai tas centienos radit konkurences priekSrocibas strauji mainigaja vide
(Teece et al., 1997). Sakara ar to, ka stratégiska uz resursiem pamatota teorija tika kritizeta, jo
ta nenéma vera uznémuma resursu attistibu ilgtermina, dinamiskas pieejas teorija, kas saknojas
resursiem pamatotaja teorija, sniedz atbildi uz So problému. Dinamiskas sp&jas tiek definétas
arT ka ierasta darba kartiba uzn€muma procesos, ar kuras palidzibu uznémuma resursi tiek
legiiti, atbrivoti, integréti un parveidoti saskana ar nepartraukti mainigo vidi. Lidz ar to var
apgalvot, ka dinamisko sp€ju panémiena mérkis ir pielagot uznémuma resursu bazi mainigajam
un attistiba esoSajam klientu vajadzibam un prasibam, ka arT jaunajam tirgus tendencém.
Tadgjadi uznémumiem piemit potencials parveidot vidi, kura tie darbojas, ar tadu inovaciju
palidzibu, kuras pamatotas sadarbiba (vértibas kopradiSanas procesos) ar klientiem (Teece et
al., 2007).

Misdienu pasaulé dinamiskajam sp&jam ir fundamentala nozime, jo uznémumi saskaras
ar globalizaciju, kas liek strauji mainities tirgiem, klientu vajadzibam un vélmém, konkurét ar
zemam cenam un rada produktu un pakalpojumu unikalitates zaudeéSanu un pielagoSanu (Day,
1994; PraSnikar et al, 2008).

Ta ka dinamiskas spgjas izriet no uzn€muma vestures, tacu taja pasa laika ietekmé ar1
uznémuma nakotni, Arends un Bromilejs piekrit iepriek§minétajiem uzskatiem, apstiprinot, ka
dinamiskajam sp&jam piemit liels potencials konkurences prieksrocibu nodrosinasana, mudinot
paaugstinat uznémuma vertibas piedavajumu (Arend and Bromiley, 2009).

Autors saskata, ka dinamiskas sp&jas ir nozimigas ka efektiva pieeja uznémumu resursu
sistematiska pielagoSana mainigajai videi un klientu vajadzibam un prasibam, lai nodroSinatu
augstaku vertibas piedavajuma precizitati un tadejadi paaugstinatu vertibas piedavajumu.
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Pieméri no plasi pazistamiem dazadu industriju uznémumiem, pieméram, Philips vai
IBM, liecina, ka tie pagatn€ palavas uz savu diezgan statisko, uz resursiem pamatoto pieeju un
zaudgja konkurences prieksrocibas. Tie uznémumi, kas spgj strauji reagét uz vides izmainam
ar produktu vai pakalpojumu inovacijam kombinacija ar elastigu vadibas pieeju, ir uzvarétaji
globalaja tirgii. Tadgjadi, sp&ju rast jaunas konkurences prieksrocibu formas var dévét par
dinamisko sp&ju (Teece et al., 1997).

Promocijas darba padzilinati pétiti ar citi domasanas logikas veidi, kuri palidz vértibas
radiSanas procesos.

“Dizaina domasanas” logiku var skaidrot ka musdienu domasanas logiku, lai rosinatu
vertibas kopradiSanu un tadgjadi nodrosinatu vertibas piedavajuma paaugstinaSanu.

Ka aprakstits promocijas darba, vietgjo un starptautisko uzn@émumu vertibas piedavajuma
nozime nepartraukti pieaug sakara ar to, ka strauji mainas biznesa vide. Sekas tam ir liels
pieprasijums péc jauniem domasanas veidiem un metodem, lai attistitu inovativus vértibas
piedavajumus. Dizaina domaSanas butiba paredz, ka ta ir uz lietotaju versts domasanas veids,
kura merkis ir rosinat vertibas piedavajuma radiSanu, pamatojoties uz to, ka strada un doma
dizainers.

Sodien uznémumi jiit nepiecieSsamibu attistit inovativu skatfjumu perspektiva, lai iegiitu
konkurences prieksrocibas un saglabatu pozicijas attiecigajos sadrumstalotajos tirgos laika, kad
valda nepastavigums, hiperkonkurence, globalizacija un nestabilitate. Dinamiskas domasanas
veidi, tadi, ka dizaina domasana, ir nepiecieSami, lai raditu vertibu klientiem, kas pilnveidotu
vinu patérina pieredzi, nodrosSinot nepartrauktu uznémuma vertibas piedavajumu pielagosanu
klientu vajadzibam un prasibam (Tuominen and Ascencao, 2016). Pagajusas desmitgades laika
dizaina ka stratégiskas domasanas logikas pielietojums uznémgéjdarbibas attistiba ir kluvis par
nopietnu apsprieSanas t€mu zinatnieku un praktiku vida (Prahalad and Ramaswamy, 2004;
O'Dwyer et al., 2009; Johansson-Skdldberg et al., 2013; Gobble, 2014; Geissdoerfer et al.,
2016).

Dizaina domasanas izcelsme meklgjama dizaina uznémuma IDEO, kas atrodas Paloalto,
Kalifornija. Sis jédziens tika popularizéts akadémiskajas aprindas un piesaistija pladu
sabiedribas uzmanibu 2006. gada, kad tika nodibinats Stenfordas Dizaina centrs (Geissdoerfer
et al., 2016). Dizaina domasana aprakstita ka starpdisciplinaru struktiru un riku virkne, kas
atspogulo tas galveno interesi par cilvécisko pieredzi (Gobble, 2014). Dizaina domaSana ir
vislabakais veids, ka but radoSsam un rast inovativus risinajumus sarezgitam problémam
(Johansson-Skéldberg et al., 2013). ST pieeja orientéta uz cilveku un tas mérkis ir atrisinat
problémas, pamatu idejam un iedvesmai meklgjot cilvécisko biitnu vajadzibas un prasibas,
nevis hipotétiskos tirgus segmentos (Brown and Katz, 2011).

Autors skaidro dizaina domaSanu ka starpdisciplinaru pieeju inovacijam, kas orientétas
uz cilveku. Ta pamatojas uz dizainera domasanas veidu un metodem, lai saskanotu klientu
vajadzibas ar stratégisko biznesa attistibu, tiecoties paaugstinat vértibas piedavajumu un
tadgjadi pilnveidojot klientu paterina pieredzi. Ta tiek uzlukota ka emocionala, radoSa
alternativa, kas ietver analitiskus sprieSanas panémienus ta vietd, lai izmantotu tikai
tradiciondlos domaganas un stradasanas veidus. Sada interpretacija saskan arf ar citu pétnieku
uzskatiem (Brown, 2009; Rylander, 2009; Kimbell, 2011; Johansson-Skdldberg et al. 2013;
Liedtka, 2015).

Turklat no dizaina domasanas var noskirt arT dizaintipa domasanu. Dizaintipa domasana
ir akadémisks jeédziens profesionala dizainera kompetencu un prasmju apziméSanai, ka ari
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dizaineru neverbalas kompetences skaidroSanai. Dizaintipa domasana sasaista teorétisko un
praktisko dizainisko pieeju un akadeémiski ieklaujas dizaina joma (Johansson-Skoldberg et al.,
2013).

Dizaina domasana ir otrs diskurss, kas attiecas uz praks€ém un kompetencé€m ar1 arpus
iepriekSmingta dizaina konteksta, un uz cilvékiem bez akad@miskas izglitibas dizaina joma.
Tadel dizaina domasanu var skaidrot ka to dizaineru metoZu izpratni, kuras ir integrétas
praktiskaja vadiba vai akadémiskajos diskursos (Johansson-Skoldberg et al., 2013).

Ta ka promocijas darba meérkis ir sniegt ieguldijumu vertibas piedavajuma
paaugstinaSana un tas ir piederigs biznesa un vadibas jomai, dizaina domasanas vadibas
diskurss daudz vairak atbilst §im specifiskajam kontekstam.

Klientu velmju piepildisana kluvusi svarigaka neka jebkad agrak. Lidz ar to uznémumi
censas attistit jaunas, uz klientu orientStas strat€gijas, jo inovaciju atrums un tirgus dinamika
kluvusi neprognozgjama (Breschi et al., 2017).

Dizaina lidzekli un domasanas logika, pieméram, darama darba analize ar noliiku veicinat
vertibas kopradiSanas ar klientiem pieeju, palidz uznémumiem parstrukturét savu biznesa
skatljumu un nakt klaja ar jaunam inovativam idejam un risinajumiem. Saskana ar vertibas
kopradiSanas pieeju, uznémuma veiksme arvien vairak klist atkariga no sp&jas pieverst
uzmanibu tiem aspektiem, kuri ir patiesi svarigi klientiem, kuriem uzn€mumi rada vértibu
(Liedtka, 2014).

Pamatojoties uz Lidtkas (Liedtka, 2014) un Bresi (Breschi et al. 2017) pieeju, autors
izstradajis dizaina domasana pamatotu modeli ar nosaukumu “Dizaina ritenis”. Ta meérkis —
panakt veértibas piedavajuma paaugstinaSanu uznémumiem un klientiem. Ta ka sabiedribas
vajadzibas un prasibas ir dinamiskas, uznémumiem pastavigi nepiecieSama vértibas
kopradiSana, kas pamatota dizaina domaSana, lai noskaidrotu, ka §is vajadzibas mainisies
turpmakajas nedélas, ménesos un gados.

Var secinat, ka dazadas prieksrocibas, ko uznémums giist no dizaina domasanas, palidz
radit vertibu kopa ar klientiem, lai paaugstinatu vertibas piedavajumu.

Loti veiksmigi uzn€mumi jau apzinajusies neskaidras robeZzas, kas noskir pakalpojumus,
produktus un vidi. Miusdienas uznémumi vairs nesacensSas par labako produktu vai
pakalpojumu, bet drizak tiecas panakt vislabako visu elementu kombinaciju, lai iegiitu
konkurences priekSrocibas un sniegtu klientiem lielisku vispargju patérina pieredzi, jo tagadgjie
klienti nevis vienkarsi pérk produktus un pakalpojumus, bet gan giist pieredzi, kuru uzskata par
vertigu sev (Breschi et al., 2017).

No autora viedokla, dizaina domasana, kas iestradata vertibas kopradiSanas procesos, ir
atbilde uz augo$o pakalpojumu, produktu un vides konvergenci.

Turklat vertibas inovaciju domasanas logika var tikt skaidrota ka domasanas logika, kas
pamato veértibas sniegSanu, pamatojoties uz veértibas kopradiSanas pieejam, lai nodroSinatu
labaku veértibas piedavajumu.

Ta ka vértibas inovaciju var uzlikot ari ka atbalstoSu domasanas logiku vértibas
kopradiSanas procesos, to var uzskatit par faktoru, kas dod stimulu vértibas piedavajuma
paaugstinasanai.

Vertibas inovacijas jédziena raditaji (Kim and Mauborgne, 1997) uzsver, ka tas ir obligats
sistematiskai jaunu biznesa izdevibu atrafanai un jauna sacensibas gara attistiSanai. ST
stratégiska logika, kas orientéta uz vertibas piedavajuma paaugstinasanu, vienlaikus nodrosinot
veértigus uzn€muma labumus, tiek saukta par veértibas inovaciju.
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Saskana ar augstakminéto (Kim and Mauborgne, 1997), vértibas inovacija aprakstita ka
koncepcija, kas tiecas radit jaunus tirgus ta vieta, lai sacenstos par esosa tirgus dalu (Rouse,
2015).

P&c autora domam, $o pieeju var uzskatit par domasanas logiku, kas palidz uznpémumiem
piemé&rotos vértibas kopradiSanas procesos, lai nodroSinatu vinu stratégiju ievieSanu,
izlauZoties cauri esoSajiem un iesikst€jusSiem industrijas darbibas modeliem, attistot jaunas
industrijas vai pieskirot jaunu nozimi stabili ieviestiem produktiem un pakalpojumiem.

Vertibas inovacijas mérkis ir radit un uzturét konkurences prieksrocibu, lai atjauninatu
organizacijas un nodroSinatu veértibas piedavajuma paaugstinasanu (Matthyssens et al., 2006).
Cirjevskis un citi (2009) ar1 norada, ka biznesa picaugums var biit veértibas inovacijas sekas, jo
to var uzskatit par uznémuma augsanas dzingjspeku (Cirjevskis et al., 2009). Tas liek secinat,
ka $1 interpretacija un pieeja saskan ar vertibas inovacijas jédziena pamatlicgju uzskatiem (Kim
and Mauborgne, 1997).

P&c autora domam, veértibas inovaciju var skaidrot ka domasanas logiku, kas ir pamata
vertibas kopradiSanai, lai nodroSinatu uzn€muma attisttbu un tadgjadi panaktu vertibas
piedavajuma paaugstinasanu.

Kad vairaki uznémumi censas parvarét novecojusos ieradumus, kas valda industrija,
vertibas inovacijas domasanas logika palidz vértibas kopradiSanas pieeja pamatotaja vertibas
piedavajuma paaugstinaSanas procesa noskaidrot skérslus, virzitajspekus un veiksmes faktorus,
lai panaktu izravienu (Matthyssens et al., 2006).

Nosléguma janorada, ka vertibas inovatori mekle visaptverosus risinajumus, kas palidz
veikt pircgju daramos darbus/novers pirc€ju problémas, vienlaikus atrodot izcilus risinajumus,
kas lauj parvarét kompromisus, kurus nacas pielaut pagatné (Kim and Mauborgne, 2004).

Saja promocijas darba ieklauts parskats par vértibas radiSanas struktiiru pielietojumu,
pamatojoties uz dazadiem domasanas logikas veidiem, lai paaugstinatu uznémuma vértibas
piedavajumu. Taja apliikota dizaina domasanas logika un vértibas inovacija, kas izklastita
literatira un tiek izmantota vertibas kopradiSanas procesos, lai nodroSinatu vertibas
piedavajuma paaugstinasanu. Sakara ar to, ka klientus interes€josas patérina pieredzes raksturs
mainas tapat ka vinu prasibas un konkurences saasinaSanas, veértibas piedavajumus nakas
parskatit un pielagot, lai var€tu piedavat klientiem paaugstinatu vertibu.

Autors uzskata, ka vertibas kopradiSana, kas pamatota dizaina domaSanas logika un
vértibas inovacija, ir vadibas lidzeklis vértibas piedavajuma paaugstina$anai. Saja procesa
jaizmanto ta pamata eso$a logika, struktiiras un lidzekli, kas aprakstiti promocijas darba.
Paradita virkne iesp&ju veértibu radiSanai un akcentétas sinergijas domaSanas logikas un
struktiiru pielietosanai, precizi orientgjoties uz vertibas piedavajuma pilnveidosanu prakse.

Promocijas darba teorétiska dalas meérkis ir sniegt parskatu par vertibas kopradiSanas
perspektivam, konceptualizacijam un pielietoSanas panémieniem, lai paaugstinatu veértibas
piedavajumu. Taja aprakstitas esosas vertibas kopradiSanas jomas, vertibas kopradiSanas
sastavdalas un tas pamata eso$a domasanas logika, lai realiz€tu vértibas kopradiSanu,
pieméram, logika, kas priek$plana izvirza pakalpojumus — PP vai VD logika, kas rasta
pieejamaja pétnieciskaja literattira. Tika veikts rlpigs un visaptveross vadibzinatnes literatiiras
apskats.

Pirmkart, aprakstits vértibas kopradiSanas jeédziens un akcent€ts dazadu pétijuma
lidzdalibnieku skatijums. Otrkart, veikta saistito vertibas radiSanas koncepciju diferenciacija
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un norobezos$ana, izcelti vertibas kopradiSanas komponenti. Papildus tika noteiktas veértibas
kopradi$anas jomas.

Teorijas, kas koncentréjas uz pakalpojumiem, pieméram, PP logika un VD logika, ir
iestradatas vertibas kopradiSanas procesa ar klientiem. Darba akcentéta parbide no tradicionalas
pieejas uz pieeju, kuras centra atrodas klients, lai nodroSinatu vértibas kopradiSanu miisdienu
dinamiskaja tirgus situacija. Bez tam noteikti galvenie veiksmes faktori — izpratne un vélme
kopradit vértibu, — ka arT noskaidroti un analizeti izSkiroSie vertibas kopradiSanas virzitajspeki.

Ka autors skaidrojis ieprieks, vertibas piedavajumu meérkis ir sniegt pasas prieksrocibas
un labumus ar ieceri risinat klientu problémas (Kleber and Volkova, 2016).

Autors uzskata vertibas kopradisanu par lidzekli, sadarbibas procesu un sistému kopigai
jaunu produkta vai pakalpojuma Ipasibu vai jaunu produktu vai pakalpojumu radisanai, kas tiek
veikta savstarpgja sadarbiba ar klientiem.

Sis nodalas nosléguma ir paraditas iesp&jas radit vértibu, kas atbilstu klientu vajadzibam
un prasibam, ar mérki veidot un precizét vertibas piedavajumus, kas biitu vertigi klientiem
Sodienas nepartraukti mainigaja tirgus situacija. Abpusgjo vertibas radiSanu ar mérki panakt
labumus klientiem un stratégiskas prieksrocibas uznémumiem var skaidrot ka savstarpéji
izdevigu visam iesaistitajam pusém. Dizaina domasanu un vértibas inovaciju var izprast ka tadu
domasanas logiku, kas palidz vértibas kopradiSanas procesos, lai panaktu vértibas piedavajuma
paaugstinasanu un lidz ar to — piedavat parako vertibu klientiem.

Sis zinatniskas atklasmes var skaidrot ka pamatu §T promocijas darba empirisko pétijumu
dalai ar mérki izstradat vadibas modeli, lai veicinatu vértibas kopradiSanas integraciju
uznémuma strat€gija, ar noliiku paaugstinat uznémuma vértibas piedavajumu un izmantotu
vertibas kopradiSanu ka vadibas lidzekli. Pamatojoties uz veikto petijumu, tiek sniegtas ar1
rekomendacijas vertibas piedavajuma paaugstinasanai, pamatojoties uz vertibas kopradiSanu
viesmilibas industrija nakotng.

2 VERTIBAS KOPRADISANAS IESPEJAS PAAUGSTINATAS
VERTIBAS NODROSINASANAI VACIJAS VIESMILIBAS
INDUSTRIJA

(2. dala sastav no 59 lappusém, 34 tabulam un 20 attéliem)

Promocijas darba otraja dala veikts veértibas kopradiSanas iesp&u raksturojums, lai
panaktu augstaku vértibas piedavajuma precizitati un tadgjadi vertibas piedavajuma
paaugstinaSanu viesmilibas industrija (konkréti — dizaina viesmilibas industrija Vacija).
Noskaidroti un analizéti virzitajspeki, kas veicina vertibas piedavajuma precizitates
paaugstinaSanu, un galvenie panakumu faktori vertibas kopradiSana, lai paaugstinatu veértibas
piedavajumu. Tika noskaidrots ar1 pasreiz€jais stavoklis viesmilibas industrija, ka art realas un
potencialas tendences un izaicindjumi.

Kaut gan globalajai viesmilibas industrijai ir svariga loma pasaules ekonomika,
empirisko pétijumu par vertibas piedavajuma paaugstinaSanu $aja industrija joprojam nav
daudz, ka minéts pirmaja dala. Tadgjadi ir pieprasijums pec pétniekiem, kas parstav biznesa
vadibas disciplinu un varétu sniegt pétijumos pamatotas rekomendacijas un secinajumus, ka
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lietot un realizét vértibas kopradiSanu ka vadibas lidzekli, lai paaugstinatu vertibas
piedavajumu viesmilibas industrija, pamatojoties uz ieglitajiem zinatniskajiem datiem.

Lai izpilditu promocijas darba pétijuma uzdevumus, tika izvirzitas Cetras hipotezes. Ta
ka petijumi galvenokart attiecas uz veértibas kopradiSanas pieeju ar klientiem un vaditajiem, lai
paaugstinatu vertibas piedavajuma precizitati un tadgjadi paaugstinatu vertibas piedavajumu,
Saja darba ir izvirzitas $adas hipotézes:

H: Veértibas kopradiSana ka vadibas lidzeklis palidz sasniegt augstaku vértibas
piedavajuma precizitati, un tadgjadi — vertibas piedavajuma paaugstinajumu.

H1: Vertibas piedavajuma precizitaté pastav plaisa — neatbilstiba starp biznesa augstaka
Itmena vaditaju priekSstatiem par klientu atzitajam veértibam un vertibam, kuram realitate
dod prieksroku klienti. So neatbilstibu un tas parametrus iesp&jams noteikt.

H2: Vertibas piedavajuma precizitates neatbilstibas veidi atSkiras atkariba no konkrétiem
klientu profiliem. Izpratne par konkrétajiem klientu profiliem tieSi ietekmé vertibas
piedavajuma precizitates Itmeni.

H3: Augstaka limena uznémuma vaditajiem izmantojot vertibas kopradiSanu ka vadibas
lidzekli, var sasniegt augstaku vértibas piedavajuma precizitati dizaina viesmilibas
industrija.

Turpmak redzamais pétijuma modelis (skat. 2.1. att€lu) vizuali atspogulo ieprieks
uzskaititas hipot€zes un $1 promocijas darba pamata esoSo pétniecisko procesu:

V neatkariba V moderacija V mediacija V atkariba

izpratne Vadibas modelis
i VP izveidosanai

x

Veértih iedavaj - -
ertibas plecavaluma Vértibas kopradi$ana H3

H
Klienta profila i — I
=nta p — neatb.n?ﬁbu k3 vadibas lidzeklis /«——— Vértibas piedavajuma PR > Vertibas
izpratne noteiksana precizitate

H2
GPF
Gataviba
. VK

2.1. attels: Pétjjuma modelis

piedavajums

Avots: izstradajis autors (2017)

Jaapliko galvenie panakumu faktori vértibas piedavajuma paaugstinaSana, pamatojoties
uz vertibas kopradiSanas pieeju un dizaina domasanas logiku, kas noskaidroti plasas
akadémiskas literatiiras studijas.
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Ta ka vertibas piedavajuma precizitate noved pie vertibas piedavajuma paaugstinasanas,
janoskaidro un jaanalizeé vertibas piedavajuma precizitati veicinosie faktori.

ST promocijas darba mérkis ir vértibas piedavajuma paaugstind$ana misdienu
dinamiskaja viesmilibas industrija, izmantojot vertibas kopradiSanu ka vadibas lidzekli. Taja
tiks izcelta klientu butiska loma ka veértibas kopradiSanas procesu un sistemu lidzdalibniekiem
un vertibas vairotajiem, kas paaugstina vértibas piedavajuma precizitati un lidz ar to paaugstina
vertibas piedavajumu. Promocijas darba analiz€ts, vai un ka vertibas kopradiSana var tikt lietota
ka vadibas Iidzeklis biznesa vadiba, lai veicinatu vertibas piedavajumu un tad€jadi parveidotu
viesmilibas industriju.

Lai iegttu empiriskus un zinatniskus risinajumus pétijuma ieprieks aprakstito uzdevumu
izpildei, bija jaizveido reprezentativa paraugkopa.

No 24 izveletajam viesnicam, kuras atbilda visiem Vacijas dizaina viesnicas kriterijiem,
tika izveidota reprezentativa paraugkopa (pamatojoties uz ekspertu viedokliem par atlasitajam
dizaina viesnicu grupam). Saja parauga tika ieklautas 13 no 24 viesnicam, kas parstav visu
generalo kopu (piem. viesnicas Vacijas dienvidos, ziemelos, rietumos un austrumos, ka ari
viesnicas, kuru raksturojums vislabak atbilst tirgus segmentam). Dazas, piem&ram, kazu
organizé$ana specializ€tas viesnicas u.tml., bija jaizsleédz no parauga, jo tas apkalpoja citus
tirgus segmentus, kaut gan tas atbilda noteiktajiem kritérijiem (skat. apaksnodalu "P&tijuma
ierobezojumi" ieprieks).

Sis 13 viesnicas 2016. gada kopuma bija uznémusas 392 984 viesus (= generalas kopas
lieclums). Pamatojoties uz generalas kopas lielumu, 95% ticamibas limeni, kltidas pielaujamo
lielumu 3, standartnovirzi 1,96, pamatojoties uz $adu formulu (2.1) (McClave et al., 2008), tika
aprékinata reprezentativa paraugkopa:

=2 p(1-p)
Paraugkopas lielums Sample Size = =
H(:‘Xp(l-p))

e N

Population Size =N | Margin of error =e | z-score =z

e is percentage, put into decimal form (for example, 3% = 0.03). (2.1)

Generalas kopas lielums = N / Klidas pielaujamais lielums = e /
Standartnovirze =z

e izteikts procentos, decimald forma (pieméram, 3% = 0,03).

Avots: McClave et al. (2008)
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2.1. tabula

Standartnovirzes

Vélamais ticamibas Iimenis Standartnovirze
80% 1,28
85% 1,44
90% 1,65
95% 1,96
99% 2,58

Avots: izstraddjis autors, pamatojoties McClave et al. (2008)

Petijuma pirma dala (kvantitativais pétijums) tika veikta, izveidojot reprezentativu
paraugu, kas aptver vismaz 1065 dalibniekus. Otra dala (kvalitativais p&tijums) tika veikta ar
visu 13 iesaistito viesnicu direktoriem. Tresa dala tika veikta interv&jot (viens pret vienu) divus
pétijuma iesaistito viesnicu augstaka Itmena vaditajus.

Papildus tika izmantotas dazadas citas petniecibas metodes. Promocijas darba izmantotas
gan kvantitativas, gan kvalitativas pétniecibas metodes, kas pamatojas uz noteiktiem vértibas
kopradiSanas pétijumu virzieniem zinatniskaja literatira. Pamatojoties uz primarajiem datiem
par Cetru darbibu struktiru (angl. Four Actions Framework?), PERFA matricu® un "Dizaina
ritena" modeli, promocijas darba uzdevums bija izstradat vadibas modeli, lai paaugstinatu
vertibas piedavajumus viesmilibas industrija.

P&tijuma projekta tika izmantota triskarsa p&tnieciska pieeja. PEtijuma trijstarT (skat. 2.2.
att€lu) ieklauts kvantitativais petijums — klientu aptauja, kvalitativais petijums — struktur&tas
intervijas ar viesnicu direktoriem un intervijas ar iesaistito viesnicu augstako vadibu.

2 Strategisks uznémumu analizes riks, kuru izmanto, lai rekonstruétu pircgja vertibas elementus, izstradajot jaunas
vertibas vai strat€gisko profilu.
3 Analitisks riks, kas lauj izvertet uznémuma veiktsp&ju, lietoSanas vieglumu, uzticamibu, elastibu un piesaisti
(angl. PERFA — Performance, Ease of use, Reliability, Flexibility, and Affectivity).
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Klientu
aptaujas

Strukturétas inter- .
Intervijas ar

vijas ar viesnicu = 1=
augstaka Itmena

direktoriem

vaditajiem

2.2. att€ls: Petijuma trijstiiris

Avots: izstradajis autors (2016)

Dizaina viesmilibas industrijas klientu aptauja Vacijas tirgii par vertibam, kuram vini
dod prieksroku, tika veikta, lai noskaidrotu So klientu vajadzibas un prasibas, ka arT to, kam
klientu acis piemit patiesa vertiba 21. gadsimta. Pamatojoties uz $a pétijuma rezultatiem, var
noskaidrot vertibas piedavajuma prieksSrocibas. Aptauja tika veikta tajas viesnicas, kas veido
reprezentativo Vacijas dizaina viesmilibas industrijas paraugu (skat. skaidrojumu ieprieks).

Tika veiktas 13 strukturétas intervijas ar viesmilibas industrijas vid€ja vadibas limena
parstavjiem (izveli noteica ekspertu viedokli) pirms un péc vertibas kopradiSanas pasakumiem,
lai noskaidrotu, kuras raksturigas ipaSibas péc viesnicu direktoru domam Skiet vertigas
klientiem mainigaja vidé. Intervéjamo personu izvéle pamatojas uz noteiktiem atlases
kriterijiem, tostarp izglitibas limenis (augstaka izglitiba vismaz bakalaura Iiment), profesionala
pieredze (vismaz viens gads konkrétas viesnicas direktora amata) un geografiska atrasanas
vieta.

Visbeidzot tika veiktas divas padzilinatas intervijas ar pétijuma iesaistito viesnicu grupu
augstaka limena vadibas parstavjiem (generaldirektoru un galveno izpilddirektoru), lai
noskaidrotu iesp€jas Tstenot empiriska pétijuma pirmas un otras dalas (skat. skaidrojumu
ieprieks) rezultatus, pamatojoties uz Cetru darbibu struktiru, PERFA matricu un "Dizaina
ritena" modela domasanas logiku. Augstaka Iimena vadibas parstavju atlases kritériji: izglitibas
Iimenis (akadeémiska izglittba vismaz magistra limeni), dzimums (sievieSu un virieSu
iesaistiS8ana) un vismaz piecu gadu pieredze dizaina viesmilibas industrija. 2.2. tabula
uzskaititas promocijas darba izmantotas primaras pétijjuma metodes:
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2.2. tabula
Izmantoto primaro pétijuma metozu vizualizacija

Primara pétijuma

metode

Primara petijuma specifikacijas

1. Klientu aptauja

Klasifikacija
Noliks
Dalibnieki
Instrumenti
Datu vaksana

Datu analize

Kvantitativs petjjums

Klientu datu ieguve pétijuma modela hipotézu izveértéjumam
Atlasttu viesnicu klienti (atbilstosi paraugkopai)

Katra dalibnieka vienreizgja strukturéta intervija 3 dalas
Aptaujas anketu izdale viesnicu istabinas

Statistiska datu analize, t.sk. aprakstosa statistika, kopu analize,

vidgjo aritmétisko vertibu analize.

2. Strukturétas intervijas

ar viesnicu direktoriem

Klasifikacija
Nolaks

Dalibnieki
Instrumenti
Datu vaksSana

Datu analize

Kvalitativs pétijums

Ekspertu viedoklos pamatotu datu ieguve pétijuma modela hipotezu
izvertejumam

Atlasttu viesnicu direktori (atbilstosi paraugkopai)

Katra dalibnieka vienreizgja strukturéta intervija 3 dalas
Struktur€tas intervijas ar viesnicu direktoriem

Kontrolgrupa statistiskajai datu analizei, t.sk. aprakstosa statistika,

vidgjo aritmgtisko vertibu analize.

3. Augstaka ltmena

vaditaju intervijas

Klasifikacija
Noluks

Dalibnieki
Instrumenti
Datu vaksSana

Datu analize

Kvalitativs pétijums

Ekspertu viedoklos pamatotas informacijas un atgriezeniskas saites
ieguve tada vadibas modela izveidei, ko iesp&jams ieviest biznesa
dzive

P&tfjuma iesaistito viesnicu grupu augstaka Iimena vadibas parstavji
Katra dalibnieka vienreizgja padzilinata intervija

Padzilinatas intervijas ar augstaka limena vadibas parstavjiem

Jauniegitas informacijas pielietojums vadibas modela izstrade

Avots: izstraddjis autors (2018)

Kvantitativais pétijums (klientu aptauja) tika veikts laika no 2017. gada septembra lidz

2017. gada oktobrim, pamatojoties uz uznémumu vaditaju rekomendacijam. Nemot véra
dazadas fizisko aptauju prieksrocibas (skat. Kotler et al., 2006, u.c.), tika nolemts veikt aptaujas
viesnicu numuros, lai iegiitu vairak datu par pétijuma meérki — noskaidrot, kam klientu ieskata
ir vértiba Sodienas strauji mainigaja vidé ar noliku atklat vertibas piedavajuma labumus.
Aptauja sastav no trim galvenajam dalam:

1. dala: Vertibas, kuram klienti dod prieksroku
2. dala: Izpratne par vertibas kopradiSanu un dizaina domasanu

3. dala: Gataviba piedalities vertibas kopradiSanas procesa

Tika izmantoti 58 mainigie un apakSmainigie lielumi, lai méritu klientu vajadzibas un
prasibas viesmilibas industrija. Sie mainigie lielumi tika izvéléti, pamatojoties uz datiem, kurus
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specialaja literattira par starptautisko tiirismu un celoSanu iepriek§ aprakstijusi virkne autoru
(Yuan and McDonald, 1990; Echtner and Ritichie, 1993; Yang and Chen, 2000; Kozak, 2002;
Kim and Prideaux, 2003; Feldman and Ward, 2014). Dati tika pielagoti atbilstosi Vacijas
dizaina viesmilibas industrijai.

Dalibnieku atbildes tika novértétas galvenokart pec 5 punktu Likerta skalas. Turklat
aptauja bija arT jautajumi par sociali demografiskiem un kategoriskiem datiem (piem., dienas
garums). Skala tika pielagota Sada tipa jautajumiem.

P&c nepiecieSamo datu savakSanas ar aptaujas palidzibu tie tika analiz&ti ar IBM SPSS
Statistics Version 21 un Microsoft Office 365"s University Edition of Excel.

Tika veikta kopu (klasteru) analize, lai noskaidrotu pamatdimensijas un galvenas kopas,
kuras tika analizétas nakoSajos p@tljuma posmos. Datu komplekts katras kopas analizei
sastaveéja no astoniem mainigajiem: dzimums, vecums, izglitiba, kop&jais apmekl&jumu skaits,
celoSanas biezums, aptuveni térini, gimenes stavoklis un celojuma veids. Tika noskaidrotas
attiecigas sociali demografiskas kopas visa generalaja kopa, kuras var salidzinat ar viesnicu
direktoru sniegtajiem datiem.

Pamatojoties uz hierarhisko kopu analizi, tika noskaidrots optimalais divu lidz triju kopu
skaits, ka augstaka [tmena pieeja. Lidz ar to tika izmantota Divu K-vidgjo aritmétisko vertibu
kopu metode (angl. Two K-Means clustering method) ka ar1 Triju K-vidgjo aritm&tisko vertibu
kopu metode (angl. Three K-Means clustering method) ar ieprieks noteiktu So kopu skaitu
(Everitt, 1993; Uprichard and Byrne, 2012).

Saistiba ar Divu K-vidgjo aritm&tisko vertibu kopu metodi turpmak redzama dispersijas
analizes ANOVA* tabula sniedz informaciju par relativo statistikas datu apjomu un katra
mainiga lieluma ieguldijumu grupu atdaliSana.

2.3. tabula
Divu K-vidgjo aritmétisko vértibu kopu metode — ANOVA matrica
ANOVA
Kopa Kluda
Vidgjais kvadrats df Vidgjais kvadrats df F Sig.

Dzimums 4,224 1 ,253 1121 16,710 ,000
Vecums 10,594 1 ,628 1121 16,861 ,000
Izglitiba 3,100 1 1,104 1121 2,809 ,094
Apmeklgjumu 257,266 1 ,769 1121 334,545 ,000
kopskaits

Celojumu 993,935 1 ,833 1121 1193,357 ,000
biezums

Aptuvenie terini 275,634 1 ,818 1121 337,034 ,000
Gimenes stavoklis 36,877 1 ,237 1121 155,700 ,000
Celojuma veids 703,517 1 ,923 1121 761,812 ,000

Avots: izstradajis autors (2017)

Mainigajiem lielumiem — dzimums, vecums, kopgjais apmekl&jumu skaits, biezums,
aptuvenie térini, gimenes stavoklis un celojuma tips — ir zems nozimiguma limentis, kas ietekmé&

4 Dispersijas analize — angl. Analysis of variance, saisinajuma — ANOVA.
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ievérojamo atSkiribu starp kopam. Kopa “Izglitiba” ar1 gandriz sasniedz 5 procentu (0.094)
statistiska nozimiguma limeni. Tome&r Sis mainigais lielums bija jaizsledz. Nakamaja tabula
apkopots “Gadijumu skaits katra kopa”.

2.4. tabula

Divu K-vidgjo aritmétisko vertibu kopu metode — gadijumu skaits kopa

Gadijumu skaits katra kopa

Kopa 1 377,000

2 744,000
Derigi 1121,000
Trukstosi ,000

Avots: izstradajis autors (2017)

Seit redzama (absoliitos skaitlos) saméra liela kopa (2. kopa) ar 744 dalibniekiem, ka ar
mazaka (1. kopa) ar 377 dalibniekiem. Visbeidzot, tad€l, ka netika izslégtai netipiskie dati, var
uzskatit, ka pilnais datu komplekts ir “derigs”, neuzradot nekadus triikstoSus datus.

Papildus tika sastadita ANOVA tabula (skat. zemak) péc Triju K-vid&jo aritmétisko
veértibu kopu metodes (tris kopas).

2.5. tabula
Triju K-vidgjo aritmétisko vértibu kopu metode — ANOVA matrica
ANOVA
Kopa Kluda
Vidgjais kvadrats df Vidgjais kvadrats Df F Sig.

Dzimums 1,291 2 ,254 1121 5,074 ,006
Vecums 46,027 2 ,556 1121 82,780 ,000
izglitiba ,198 2 1,107 1121 179 ,836
Apmekl&jumu 280,941 2 ,497 1121 565,020 ,000
kopskaits

Celojumu 520,223 2 ,192 1121 656,820 ,000
biezums

Aptuvenie terini 169,655 2 ,762 1121 222,761 ,000
Gimenes stavoklis 23,157 2 ,229 1121 101,290 ,000
Celojuma veids 552,233 2 ,566 1121 976,241 ,000

Avots: izstradajis autors (2017)

Dzimumam, vecumam, apmeklgjumu kopskaitam, biezumam, aptuvenajiem teriniem,
gimenes stavoklim un celojuma tipam atkal ir zems statistiskda nozimiguma limenis, kas
ietekmé ieve€rojamo atSkiribu starp kopam. Mainigais lielums “Izglitiba” acimredzami
nesasniedz nozimiguma Iltmeni 5 procenti (0.836), tadel bija jaizsledz. Nakosaja tabula
apkopots “Gadijumu skaits katra kopa”.
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2.6. tabula
Triju K-vidgjo aritmétisko vértibu kopu metode — gadijumu skaits katra kopa

Gadijumu skaits katra kopa

Kopa 1 481,000
2 309,000
3 331,000
Derigi 1121,000
Trukstosi ,000

Avots: izstradajis autors (2017)

Absoliitos skaitlos var apgalvot, ka grupas ir saméra viendabigas atskiriba Divu K-vidgjo
aritmétisko vertibu kopu pieejas. 1. kopa ir 481 dalibnieki, 2. kopa — 309 dalibnieki, 3. kopa —
331 dalibnieks. Tadel, ka atkal netika izslégti netipiskie dati, pilnais datu komplekts ir derigs,
neuzradot nekadus trikstosus datus.

P&c hierarhiskas kopu metodes un divu un triju k vid€jo aritmétisko vértibu kopu pieejas
lietojuma ir divas iesp€jas, ka veidot kopas datu komplekta, t.i., veidojot divas vai tris kopas.
Lidz ar to tika veikta diskriminantu analize, lai noskaidrotu to kopu, kura biitu vispiemérotaka
talakajai datu analizei.

Ievérojot 1pasvertibas, Vilksa lambdu un Kanonisko korelaciju (detalizétu informaciju
skat. pilnaja promocijas darba teksta), divu kopu diskriminantu analizes rezultati redzami Saja
tabula:

2.7. tabula
Divu kopu diskriminantu analize — klasifikacijas rezultati
Klasifikacijas rezultati®
Paredzamais grupas dalibnieku
skaits

Gadijuma kopas numurs 1 2 Kopa
Sakotngjais Uzskaitl- 1 364 13 377
jums 2 14 730 744
% 1 96,6 34 100,0
2 1,9 98,1 100,0

a. pareizi klasificeti 97,6% no sakotngji sagrup&tajiem gadijumiem

Avots: izstradajis autors (2017)

1. grupa pareizi tika prognozeti 1 364 gadijumi, bet 13 tika kludaini klasificéti pie
2. grupas. 2. grupa 730 gadijumi no 744 bija klasificeti pareizi, bet 14 tika kltidaini pieskaititi
1. grupai ta vieta, lai tos pieskaititu 2. grupai. Tadgjadi 98.1 procents tika pareizi prognozets
2. grupa un 96.6 procenti tika pareizi prognozeti 1. grupa. Visuma abas grupas pareizo
prognozu limenis bija augsts.
Tomeér veél viena diskriminantu analize tiks veikta 3 grupu gadijumam. Tapat ka ieprieks,
ievérojot 1paSvertibas, Vilksa lambdu un Kanonisko korelaciju, triju kopu diskriminantu
analizes rezultatu apkopojums redzams $aja tabula:
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2.8. tabula
Triju klasteru kopu diskriminantu analize — klasifikacijas rezultati
Klasifikacijas rezultati®

Paredzamais grupas dalibnieku skaits

Gadijuma kopas numurs 1 2 3 Kopa
Sakotngjais Uzskaiti- 1 466 8 7 481
jums 2 27 277 5 309
3 10 0 321 331
% 1 96,9 1,7 1,5 100,0
2 8,7 89,6 1,6 100,0
3 3,0 0 97,0 100,0

a. pareizi klasificeti 94,9% no sakotngji sagrupétajiem gadijumiem.
Avots: izstraddjis autors (2017)

1. grupa 96.9 procenti gadijumu prognozgti pareizi. Tuvak apskatot 2. un 3. grupu, pareizi
prognozeti 89.6 procenti un 97 procenti gadijumu. Salidzinot So rezultatu ar rezultatu divu
grupu pieeja, jasecina, ka divu grupu pieeja ir paraka.

Kopsavilkuma var apgalvot, ka prognoze divu grupu pieeja (96.6 procenti un 98.1
procenti) bija labaka. Pateicoties teicamam prognozeém, var teikt, ka pamatdatu klasifikacija
divas grupas dod labakus rezultatus un tika izmantota talakajam pétnieciskajam darbam $§1
promocijas darba ietvaros.

Nakosaja pétijuma posma 1. kopa tika pardévéta par kopu "Atpttas celotaji". Absoliitos
skaitlos 1. kopa sastav no 377 dalibnieku aptaujam péc netipisko datu izslegSanas.

Salidzinajumam, 2. kopas viesu vairakums ir darfjumu celotaji, kas celo biezi. Lidz ar to
2. kopa, kas sastav no 744 dalibniekiem (p&c datu tiriSanas) tika pardévéta par kopu "Darfjumu
celotaji". S1promocijas darba kvantitativaja pétijuma piedalijas 1121 klienti.

P&tijuma trijstiira otra virsotne ir kvalitativais pétjjums, t.i., sarunas “viens pret vienu”,
izmantojot intervijas vadlinijas (strukturétas intervijas) (Kotler et al., 2006). Promocijas darba
primaraja pétnieciskaja dala tika analiz€tas atbildes, kuras sniedza 13 viesnicu direktori, kurus
interveja atbilstoSi strukturétam identiskam intervijas vadlinijam. Petfjjuma otras dalas
uzdevums bija noskaidrot, ko p&c viesnicu direktoru domam klienti verte patiesi augstu. Katras
viesnicas direktora atbilZu rezultati bija atSkirigi. Lidz ar to vargja secinat, ka viesnicu direktori
nebiit neseko vienai un tai pasai stratégijai.

Tika veikts salidzinajums starp klientu patiesiba atzitajam vértibam un pazimém, kurus
klienti augstu vérte péc viesnicu direktoru domam.

Augstaka ltmena vaditaju (dizaina viesnicu direktoru) intervijas palidz&ja konstatet
vértibas piedavajuma neatbilstibu starp realajam klientu atzitajam vertibam un tiem
elementiem, kurus viesnicu direktori uzskata par vertigiem klientu skatijuma, ka art noskaidrot
jaunas un atnakoSas tendences un problémas, par kuram neviens iepriek§ nav domajis ("Melna
gulbja" tipa problémas"®) un kuras var palidz&t paaugstinat vértibas piedavajumu viesmilibas
industrija.

® Melna gulbja teorija balstita metafora, kas apraksta notikumu, kas nak ka parsteigums, tam ir liela ietekme, un
to biezi vien nepamatoti racionaliz€ p&c pasa fakta vai notikuma, balstoties prieksrociba, ko sniedz iespgja
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Lai konstatetu vértibas piedavajuma precizitates neatbilstibu (ka minéts ieprieks), 1121
dalibnieka atbildes divas kopas (kopa "Atpiitas celotaji" un kopa "Darfjumu celotaji") tika
salidzinatas ar atbildem kontroles grupa "Viesnicu direktori", kas sastavéja no 13 strukturétam
intervijam, pamatojoties uz vidgjo aritmétisko veértibu analizi.

Turpmak redzamaja tabula un tikla diagramma redzama Saja promocijas darba veikta
pétijuma struktiira.

2.9. tabula

Vidgjo aritmétisko vértibu analizes rezultati. Tikla diagramma. Vertibu izvéle

Mainigie Lielumi Grl:jl;?e?(]tigi?icu
Mekl&t piedzivojumus 2,61 3,44 1,92
Baudit iepirksanos 2,81 2,97 2,77
Vairot zinasanas par regionu 3,15 2,97 3,62
Baudit vacu kulttru 2,77 2,13 3,54
Paradit pieredz&to citiem 3,11 3,63 2,62
Meklét ko jaunu 3,60 3,70 3,46
Mazinat stresu 3,01 2,88 3,46
Kliedét garlaicibu 2,45 1,83 2,92
Individuals dienas plans 3,89 4,01 3,62
Giit dzives energiju 3,72 3,77 3,54
Stiprinat saites ar gimeni un draugiem 2,91 2,53 3,00
Tegiit jaunus draugus 3,27 3,89 2,23
Baudit &dienu 3,93 3,97 3,92
Mieriga atmosféra 3,63 3,60 4,23
Metropoles atmosfera 3,52 3,57 2,38
Individualitate ikdienas dzivé 3,65 4,02 3,31
Fiziski atpiisties 2,37 2,06 2,54
Garigi atpusties 3,24 3,49 2,23
Izbaudit naktsdzivi 3,17 3,64 2,38

Avots: izstraddjis autors (2017)

atskatties uz So faktu vai notikumu. Atbilstosi Sai teorijai, gandriz visi nozimigie zinatniskie atklajumi, vesturiskie
un politiskie notikumi, sasniegumi maksla un kultfira ir t.s. "melni gulbji".
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Meklét piedzivojumus

Izbaudit naktsdzivi Baudit iepirkSanos
Garigi atpiisties Vairot zina$anas par regionu
Fiziski atpasties Baudit vacu kultiiru
Individualitate ikdienas dzivé Paradit pieredzéto citiem
Metropoles atmosfera Meklet ko jaunu
Mieriga atmosfera Magzinat stresu
Baudit &dienu Kliedet garlaicibu
Tegut jaunus draugus Individuals dienas plans
Stiprinat saites ar gimeni un draugiem Gt dzives energiju
—  Kopa Atpiitas —  Kopa Darfjumu celotaji

= Grupa Viesnicu direktori

2.3. attels: Tikla diagramma. Vertibu izvéle

Avots: izstraddjis autors (2017)

Ar neatkariga parauga testu tika parbaudita dispersijas  heterogenitate
(heteroskedascitate). Pamatojoties uz L&vena testu, tika konstatétas nozimigas vértibas
piedavajuma precizitates neatbilstibas ar p<0,01 un nozimigas vertibas piedavajuma
precizitates neatbilstibas ar p<0,05.

Saja pieméra ir redzams, ka viesnicu direktoriem ir tendence parvértét tadus elementus
ka “Vacu kultiiras izbaudiSana” un “Garlaicibas kliedeéSana”, turpreti tadi elementi ka “Paradit
pieredzeto citiem”, “legtt jaunus draugus”, “Metropoles atmosféra” un “Izbaudit nakts dzivi”
nav pietiekami novertéti (skat. pilnu promocijas darba tekstu, kur aprakstitas visas statistiski
loti nozimigas (p<0,01) un nozimigas (p<0,05) vertibas piedavajuma precizitates neatbilstibas).

Péc tam, kad 2017. gada novembri bija noskaidrotas eso$as vertibas piedavajuma
precizitates neatbilstibas, viesnicu direktori tika informeti par pétijjuma konstat€jumiem un
rezultatiem. Tika organiz€ti darbseminari par vertibas kopradiSanu ka vadibas lidzekli, lai
palidzétu viesnicu direktoriem un augstakajai vadibai izprast Sodienas klientu patiesas
vajadzibas un prasibas un attiecigi spetu radit paaugstinatus vertibas piedavajumus. 2018. gada
februari viesnicu direktori tika vélreiz intervéti nolika analizét veértibas piedavajuma
precizitates neatbilstibas izmainas péc tam, kad vertibas kopradiSana tika praktiski pielietota ka
vadibas lidzeklis.

Turpmak redzamaja tabula un tikla diagramma uzskatami paraditas kopu "Atpiitas
celotaji" un "DarTjumu celotaji" dalibnieku sakotn&jas atbildes, "Viesnicu direktoru" atbildes
pirms vértibas kopradiSanas procesiem un dati péc vertibas kopradiSanas, kas tika iegiiti no
grupas "Viesnicu direktori", pamatojoties vidgjo aritmétisko vertibu analize.
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2.10. tabula

Vidgjo aritmétisko vertibu analizes rezultati. Tikla diagramma atzitas vertibas pec vertibas

kopradiSanas

Mainigie Lielumi

Grupa Viesnicu

direktori
Meklét piedzivojumus 2,61 3,44 1,92 3,69
Baudit iepirkSanos 2,81 2,97 2,77 2,85
Vairot zina$anas par regionu 3,15 2,97 3,62 3,23
Baudit vacu kulturu 2,77 2,13 3,54 2,85
Paradit pieredz&to citiem 3,11 3,63 2,62 3,31
Mekléet ko jaunu 3,60 3,70 3,46 3,54
Mazinat stresu 3,01 2,88 3,46 3,38
Kliedét garlaicibu 2,45 1,83 2,92 2,62
Individuals dienas plans 3,89 4,01 3,62 4,08
Gt dzives energiju 3,72 3,77 3,54 3,62
Stiprinat saites ar gimeni un draugiem 2,91 2,53 3,00 2,85
legiit jaunus draugus 3,27 3,89 2,23 3,62
Baudit edienu 3,93 3,97 3,92 3,92
Mieriga atmosfera 3,63 3,60 4,23 3,92
Metropoles atmosfera 3,52 3,57 2,38 3,00
Individualitate ikdienas dzive 3,65 4,02 3,31 4,23
Fiziski atpuisties 2,37 2,06 2,54 2,00
Garigi atpisties 3,24 3,49 2,23 3,31
Izbaudit naktsdzivi 3,17 3,64 2,38 3,92

Avots: izstraddjis autors (2018)
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Mekl&t piedzivojumus
Izbaudit naktsdzivi Baudit iepirk3anos

Garigi atpiisties Vairot zinaSanas par regionu

Fiziski atplsties Baudit vacu kultiiru

Individualitate ikdienas dzive Paradit pieredzgto citiem

Metropoles atmosfera Meklét ko jaunu

Mieriga atmosfera | Mazinat stresu

Baudit &dienu Klied&t garlaicibu

legiit jaunus draugus Individuals dienas plans

Stiprinat saites ar gimeni un draugiem Gt dzives energiju
——  Kopa Atpiitas celotaji
—— Kopa Darfjumu celotaji
— = Grupa Viesnicu direktori
Grupa Viesnicu direktori pgc VK

2.4. attels: Tikla diagramma. Veértibu izvéle pec vertibas kopradiSanas

Avots: izstradajis autors (2018)

P&tijuma galvenais rezultats ir slédziens, ka ieprieks konstatetas statistiski loti nozimigas
(p<0,01) vai nozimigas (p<0,05) veértibas piedavajuma precizitates neatbilstibas bija
samazinajusas. Mainiga lieluma piemeérs ir atzitas vertibas elements “legiit jaunus draugus”.
Pateicoties veértibas kopradiSanas pieejas izmantojumam, iepriekS konstateta statistiski loti
nozimiga vertibas piedavajuma precizitates neatbilstiba starp kopu “Atpiitas celotaji” un grupu
“Viesnicu direktori” (p=0,0031; ar p<0,01), ka arT loti nozimiga vertibas piedavajuma
precizitates neatbilstiba starp kopu “Darjjumu celotaji” un grupu “Viesnicu direktori”
(p=0,0000; ar p<0,01) samazinajas un rezultata saruka lidz statistiski nenozimigam vertibas
piedavajuma precizitates neatbilsttbam p=0,32 ar p>0,05 un p=0,44 ar p>0,05 abas kopas
(“Atpiitas celotaji” un “DarTjumu celotaji”’) péc veértibas kopradiSanas. Tatad petijums parada,
ka pirms veértibas kopradiSanas ka vadibas lidzekla izmantoSanas tika konstatétas 43 statistiski
loti nozimigas veértibas piedavajuma precizitates neatbilstibas, savukart pe&c vertibas
kopradiSanas pasakumiem tika uzskaititas tikai 11 loti nozimigas vértibas piedavajuma
precizitates neatbilstibas. Lidz ar to var apgalvot, ka vertibas kopradiSanas ka vadibas lidzekla
lietoSana noved pie veértibas piedavajuma precizitates neatbilstibas gadijumu samazinasanas un
tadgjadi paaugstina vertibas piedavajuma precizitati.

Turpmak redzama tabula ir 1ss kopsavilkums, kura uzskatami paraditas konstatétas
statistiski loti nozimigas (p<0,01, tumsi sarkani iekrasotas) un nozimigas (p<0,05, gaisi sarti
iekrasotas) vertibas piedavajuma precizitates neatbilstibas pirms un péc vértibas kopradiSanas.
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2.11. tabula

Statistiski loti nozZimigo un nozimigo vertibas piedavajuma precizitates neatbilstibu

kopsavilkums
Intervijas reize 1. reize. Pirms veértibas 2. reize Péc vertibas kopradisanas
kopradiSanas
Mainigie Lielumi 1. reize. Atpiita | 1. reize. 2. reize. Atpata | 2. reize.
Darijumi Darijumi
Meklét piedzivojumus 0,06 0,39
Baudit iepirkSanos 0,88 0,90 0,72
Vairot zinasanas 0,12 0,78 0,44
Baudit vacu kultaru 0,01 0,81 0,01
Paradit pieredzeto 0,12 0,55 0,31
Meklét ko jaunu 0,62 0,82 0,58
Mazinat stresu 0,15 0,23 0,12
Kliedet garlaicibu 0,16 0,62 0,01
Individuala attistiba 0,36 0,52 0,78
Atgiit dzives energiju 0,55 0,44 0,73 0,62
Stiprinat saites ar gimeni un draugiem 0,78 0,85 0,36
Iegiit jaunus draugus 0,32 0,44
Baudit édienu 0,99 0,98 0,86
Rast mierigu atmosferu 0,04 0,03 0,32 0,29
Rast metropoles atmosferu ; 0,10 0,09
Individualitate ikdienas dzivé 0,31 0,02 0,07 0,47
Fiziski atpusties 0,54 0,09 0,18 0,80
Garigi atpisties 0,82 0,64
Izbaudit naktsdzivi 0,01 0,02 0,34
Viesnicas produktu dizains 0,03 0,04 0,75 0,92
AtraSanas vieta 0,03 0,02 0,74 0,60
Erta guléSana 0,10 0,05 0,75 0,51
Klientu atbalsts 0,02 0,15 0,28 0,86
Nodarbibas bérniem 0,15 0,53 0,24 0,72
Tels / Reputacija 0,37 0,24 0,43 0,62
Darijumu brauciena apvieno$ana ar atpiitas 0,53 0,74 0,53 0,74
aktivitatém
Personalizeti produkti 0,01 0,28 0,71
Biznesa atpiitas telpa 0,20 0,01 0,72
Konferencu telpas 0,04 0,04 0,37
Atpitas un relaksacijas zona 0,57 0,24 0,90
Procediiras labsajitai un SPA pakalpojumi 0,18
Bari 0,03 1,00
Restorani 0,01 0,39 0,50 0,27
Ipasa attieksme pret pastavigajiem viesiem 0,01 0,22 0,30 0,61
Dialogs klatieng 0,02 0,16 0,01 0,10
Dialogs ar digitalas iesaistes platformas 0,21 0,01 0,12 0,79
starpniecibu
Darbinieku un viesu savstarpgja uzticé$anas 0,34 0,78 0,89 0,61
Tiesa atgriezeniska saite 0,42 0,97
Labi izglitoti darbinieki 0,22 0,16
P: 24/7 iek$&jais veikals 0,02 0,65
P: Dzive bez biroja 0,28 0,93 0,05 0,45
P: Kopienas sajiita 0,01 0,10 0,24 0,77
P: Bezmaksas velosipédi 0,95 0,06 0,58
P: Kontakti ar augstaka ltmena vadibu 0,03 0,17 0,35
P: Vairaku paaudzu celoSana 0,94 0,58 0,85 0,41
P: Briva stila viesnicas 0,83 0,11 0,80 0,30
F: 24/7 ieksgjais veikals 0,57 0,07 0,01 0,74
F: Dzive bez biroja
F: Kopienas sajiita
F: Bezmaksas velosipedi
F: Kontakti ar augstaka limena vadibu 0,25
F: Vairaku paaudzu celoSana 0,68 0,59
F: Briva stila viesnicas 0,60 0,37 0,15 0,86

Avots: izstraddjis autors (2018)

Promocijas darba sestaja pielikuma redzama detalizétaka tabula, kura parada konstatétas
vertibas piedavajuma precizitates neatbilstibas (skat. pilno promocijas darba tekstu).
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Aptaujas pétijuma otraja un treSaja dala
piem&ram, izpratne par vertibas kopradiSanu ka

vaditaju starpa un vinu gataviba piedalities vertibas kopradiSanas procesos.

tika apliikoti galvenie panakumu faktori,
vadibas lidzekli klientu un viesnicu grupu

2.12. tabula

Binaro mainigo analizes rezultati — vértibas kopradiSanas galvenie panakumu faktori

Uzpémumu o Uzpeémumu
) Klienti, kas B Klienti, kas .
Galvenais panakumu faktors . o vaditaji, kas . o vaditaji, kas
izvélas atbildi JA _ | izvélas atbildi NE _
izvelas atbildi JA izvelas atbildi NE
Izpratne par vertibas kopradisanu 0,11 0,46 0,89 0,54
Izpratne par dizaina domasanu 0,13 0,31 0,87 0,69
Gataviba piedalities vertibas
0,64 1,00 0,36 0,00
kopradisana

Avots: izstraddjis autors (2018)

Pamatojoties uz binaro mainigo analizi, var apgalvot, ka biznesa vaditaju un klientu vidi
valda sam@ra neliela izpratne par vértibas kopradisSanu ka vadibas Iidzekli un par dizaina
domasanu ka domasanas logiku (skat. 2.5. att€lu zemak).

Tomeér péc tam, kad gan klientiem, gan vaditajiem tika izskaidrota vértibas kopradiSanas
koncepcija un tas sniegtas priekSrocibas, vinu gataviba piedalities vertibas kopradiSanas
procesos bija augsta (64 % klientu un 100 % uznémumu vaditaju). Tas redzams arT $aja attela:

Klientu izpratne par vértibas kopradisanu

Viesnicu direktoru izpratne par vertibas kopradisanu

Klientu izpratne par dizaina domasanu

Viesnicu direktoru izpratne par dizaina domasanu

Klientu gataviba piedalities vertibas kopradisana

Viesnicu direktoru gataviba piedalities vertibas

kopradisana

LI

0% 10%

20%

T Ne

30% 40%

50% 60%

70%

80% 90% 100%

2.5. attels: Vertibas kopradisanas galveno panakumu faktoru analize, %

Avots: izstradajis autors (2018)
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Lidz ar to var apgalvot, ka jaunajam koncepcijam un domaSanas veidiem ir liels
potencials abas grupas — gan starp klientiem, gan vaditajiem. Ta ka abas labuma guv€ju grupas
velas piedalities vertibas kopradiSanas procesos, lai paaugstinatu vértibas piedavajuma
precizitati un tadgjadi paaugstinatu vertibas piedavajumu, §1 koncepcija uzskatama par
realistisku un parnesamu uz biznesa vidi.

Pedgja pétijuma posma, pamatojoties datos, kas iegiiti Vacijas dizaina viesmilibas
industrijas klientu aptauja un strukturétajas intervijas ar augstako vadibu, 01.03.2018. un
02.03.2018. tika veiktas padzilinatas intervijas ar 1pasi atlasitiem augstaka Iimena dalibniekiem.
Tika parrunatas iesp€jas ieviest, Istenot un turpmak izmantot petjjuma trijstira pirma un otra
pétijuma posma rezultatus, lai izstradatu vadibas modeli vertibas piedavajuma precizitates
pilnveidosanai un tadgjadi paaugstinatu vertibas piedavajumu.

P&c primaro datu analizes var apgalvot, ka izmantojot vertibas kopradiSanu ka vadibas
lidzekli tiek sasniegta augstaka vertibas piedavajuma precizitate. Rezultata klast skaidrs, ka
vertibas kopradiSanas ka vadibas Iidzekla izmantoSana tieSi ietekmé& veértibas piedavajuma
precizitati (H.3 apstiprinata).

Turklat tika konstatetas statistiski loti nozimigas un nozimigas veértibas piedavajuma
precizitates neatbilstibas starp klientu vajadzibam un prasibam (H. ! apstiprinata).

Petijuma rezultati parada, ka klientu profili tieSi ietekme& vértibas piedavajuma
precizitates neatbilstibas. Izpratne par konkr&tiem klientu profiliem tiesa veida ietekm@ vertibas
piedavajuma precizitates neatbilstibas (H.2 apstiprinata).

Nosléguma var secinat, ka atzito vertibu, virzitajspeku un galveno vértibas kopradiSanas
panakumu faktoru noskaidroSana palidz viesnicu direktoriem izprast klientu vajadzibas un
prasibas, kas atspogulojas vertibas piedavajuma precizitates paaugstinasana. Pamatojoties uz
Barnes et al. (2009), kura pétijumi ir versti uz citam industrijam, bet arT uz kvalitativajam
pétijuma metodém, kas lietotas Saja promocijas darba, veértibas piedavajuma precizitate noved
pie vispargja vertibas piedavajuma paaugstinajuma ar1 viesmilibas industrija. Pamatojoties uz
S§tm atzinam, var radit pilnveidotus un pielagotus produktus un pakalpojumus, kuri labak atbilst
klientu vajadzibam un prasibam. Tadgjadi vertibas piedavajums paaugstinasies un visticamak
novedis pie labakas klientu patérina pieredzes nakotné.

Lidz ar to var apgalvot, ka vértibas kopradisanai ka vadibas lidzeklim ir ietekme uz
vertibas piedavajuma precizitati, kas savukart noved pie vértibas piedavajuma paaugstinaSanas,
radot kopigu veértibu (H apstiprinata).

Tomer japiemin, ka pastav dazi pétijuma ierobezojumi. Promocijas darba uzmanibas
centra ir tikai Vacijas viesmilibas industrija. Kvantitativajam petijjumam atlasito paraugu veido
tikai tas viesnicas, kuras darbojas Vacija.

Petfjuma ir parauga izlases kluda, kas rodas paraugu atlases pamata novirzes del, jo
japienem, ka pastav atskiribas starp $a pétijuma paraugu un pétama segmenta generalo kopu.

Vacijas viesmilibas industrija darbojas milzigs skaits viesnicu. Saja pétfjuma tiek
aplukota tikai dizaina viesmilibas industrija.

Seit redzamais attéls parada pétama tirgus raditos pétijuma ierobeZzojumus.
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Viesmilibas industrija

Dizaina viesnicu
industrija

AT

Dizaina viesnicu kédes / grupas

A

Atbilstiba noteiktiem
parametriem (mérkis:
paraugkopa ar vienadu mérka
tirgu):\

Klasifikacija (4-5 zvaigznes)
Miisdienigs dizains
Pakalpojumi klientiem ka atpiitas,
ta darfjumu braucienos

T e ==

2.6. attels: Petama tirgus petijuma ierobezojumi

Avots: izstraddjis autors (2017)

Var apgalvot, ka klienti, kas izmanto dizaina viesnicu grupu pakalpojumus, kuras
orientgjas uz darfjumu un atpiitas celotajiem, kuru klasifikacija ir 4—5 zvaigznes un kuram ir
vienota uzne@muma identitate visa Vacija, veido §a petjjuma projekta reprezentativo paraugu.
Turklat petijums aprobezojas ar vertibas kopradiSanu ar klientiem un nemaz nepieversas citam
potencialam grupam — partneriem, piegadatajiem utt., kuri varétu darboties ka vértibas
kopraditaji, jo veértibas kopradiSanu vartu veikt ar vairakiem interesentiem. Lidz ar to
kvantitativa pétijuma parauga ieklauti tikai klienti (nevis piegadataji u.c.). Bez tam pastav
ierobezojumi arf saistiba ar respondentiem kvalitativaja petijuma, jo ne katrs augstaka Itmena
vaditajs vargja piedalities petijuma. GluZzi tapat ne visi segmenta klienti vargja piedalities
kvantitativas pétijuma dalas aptauja. Jaatzime, ka art izmaksas un laika trikums zinama méra
ierobezoja pétijuma istenoSanu (Bryman and Bell, 2007).

Nosléguma janorada, ka $1 promocijas darba mérkis ir izstradat vadibas modeli vertibas
piedavajuma paaugstinasanai dizaina viesmilibas industrija.

Tika noskaidrotas tas veértibas, kuram Vacijas dizaina viesmilibas industrijas klienti dod
priekSroku, tadgjadi radot vertibas piedavajuma labumus. Pamatojoties uz S$im atzitajam
vertibam un viesnicu direktoru viedokli, var panakt augstaku vertibas piedavajuma precizitati.
Turklat, pamatojoties uz otro interviju ar viesnicu direktoriem vé&laka laika posma, tika
izanalizéts, ka vertibas kopradiSanai ka vadibas lidzeklim ir pozitiva ietekme uz vértibas
piedavajuma precizitati. Bez tam tika pétita izpratne par vertibas kopradiSanu un dizaina
domasanu, ka ar1 klientu un vaditaju gataviba piedalities Sajos procesos.

Kopigi radot vertibu, veértibu piedavajumu var pielagot klientu vajadzibam un prasibam,
tadejadi paaugstinot veértibas piedavajuma precizitati un lidz ar to paaugstinat vértibas
piedavajumu. Beigu posma tika izstradats vertibas kopradiSanas vadibas modelis, kas uztur $o
procesu un ir orientéts uz vertibas piedavajuma paaugstinasanu.
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3 VERTIBAS KOPRADISANAS VIRZIENI VERTIBAS
PIEDAVAJUMA PAAUGSTINASANAI VIESMILIBAS INDUSTRIJA

(3. dala sastav no 21 lappuses, 0 tabulam un 5 attéliem)

Sodien uznémumi saskaras ar nepiecie$amibu attistit inovativas perspektivas, lai iegiitu
konkurences prieksrocibas un saglabatu savas pozicijas dazados sadrumstalotos tirgos laika,
kad valda nepastavigums, hiperkonkurence, globalizacija un pliistamiba (Tuominen and
Ascencéo, 2016).

Atbilstosi prognozeém (Langford et al., 2017), globala viesmilibas industrija piedzivos
plasas parmainas, tuvinoties tas klientu vajadzibam un vélmém, kuras rosinas geopolitiskie
nemieri, dabas katastrofas un pandémijas, izmainas pasaules ekonomika un citi faktori, ka art
inovacijas, kuras ieviesis kardinalas izmainas pasSreizgjos spéles noteikumos. Turisma un
viesmilibas industrija tuvakaja nakotn€ mainisies, un ta biis piedzivojumu un izaicinajumu &ra,
kas nesis parmainas, transformacijas un izaugsmi visam iesaistitajam pusém (Langfordet al.,
2017; Roth and Fishbin, 2017).

Sados parravumu un parejas periodos rodas kritiska nepieciesamiba péc inovativiem un
progresiviem biznesa modeliem, produktu un pakalpojumu inovacijam, jaunas domasanas
logikas, vadibas Iidzekliem un metodém, tadam, ka veértibas kopradiSana, lai palidz&tu vadibai
paplasinat un uzturet vertibas piedavajumu un konkur&tsp&ju jaunajos apstaklos.

Sa pétljuma mérkis ir sniegt stratégiskas atbildes uz iepriek§ aprakstitajiem
izaicinajumiem, kas sagaida viesmilibas industriju. Autors apgalvo, ka tieSi vadibas
inovacijam, nevis tehnologiskajam inovacijam piemit liels potencials sniegt butisku
ieguldijumu uznémumiem stratégisku ilgtermina panakumu kaldinasana, paaugstinot vinu
vertibas piedavajumus izmantojot vertibas kopradiSanas ka vadibas lidzekli. Uznémumu
resursu pastaviga pielagoSana vienmér mainigajai videi un strauji mainigajam klientu
vajadzibam un prasibam palidz€s nodroSinat vértibas piedavajuma precizitates paaugstinaSanos
un tadgjadi novedis pie vértibas piedavajuma konkurences prieksrocibu pieauguma. ST
strat€giska pieeja var palidz&ét biznesa vaditajiem izvadit savus uzn€mumus cauri nemierigajai,
nepastavigajai un neprognozgjamai videi, vienlaikus nostiprinot vinu poziciju tirgi.

Pagatné tadi uznémumi ka, pieméram, IBM, kas orient€jas uz saméra statisku
stratégisko pieeju, zaud&ja konkurences priekSrocibas, kamér tadas organizacijas ka SAP vai
3M, kas sp&ja strauji reagét uz vides izmainam, uzvargja globalaja tirgii un ieguva konkurences
prieksrocibas.

Ta ka Vacijas dizaina viesmilibas industrija nav specifisku veértibas kopradiSanas
vadibas Iidzeklu, kas lautu paaugstinat vertibas piedavajumu, $a pétijjuma meérkis ir attistit
vadibas modeli, kas veicinatu veértibas kopradiSanas pieeju izmantoSanu, lai paaugstinatu
vertibas piedavajumu un tadgjadi iegiitu paaugstinatu vertibu.

Pamatojoties uz S$1 promocijas darba pamatd esoSo petijumu un empiriskiem
atklajumiem, tika radits “Vertibas piedavajuma ritenis”, — vadibas modelis biznesa vaditajiem,
kas veicina tadas inovativas biznesa stratégijas ka vertibas kopradiSanu ar klientiem un ir versts
uz sekmigas biznesa veiktsp€jas saglabaSanu nakotné.
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3.1. attels: Vadibas modelis “Vertibas piedavajuma ritenis” vertibas piedavajuma
paaugstinaSanai, pamatojoties uz vertibas kopradiSanu ka vadibas Iidzekli biznesa vadiba

Avots: izstraddjis autors (2018), pamatojoties Bower and Christensen, 1995, Teece et al.,
1997; Christensen and Overdorf, 2000; Barnes et al., 2009; Sheehan and Vaidyanathan,
2009; Lindi and Marques da Silva, 2011; Bettencourt et al., 2014; Liedtka, 2014; Hoveskog
et al., 2015; Carlgren et al., 2016; Breschi et al., 2017

Vadibas modelis veértibas piedavajuma paaugstinaSanai, kas pamatojas uz vértibas
kopradiSanu, ka vadibas lidzeklis biznesa vadiba sastav no piecam dimensijam.

Pilns promocijas darba teksts ietver detaliz€tu visu vadibas modela dimensiju aprakstu.
Promocijas darba kopsavilkuma autors izmanto holistisku pieeju, lai aprakstitu vadibas modeli
kopuma un 1pasi — ta dimensiju un elementu savstarpgjas sakaribas ka arT modela pielietojuma
iespgjas, lai panaktu vertibas paaugstinasanu.

Starpdisciplinaras komandas veido vadibas modela kodolu. Sakotngji dazadas p&tnieku
komandas atbild uz Lidtkas pirmo jautajumu “Kas ir?” (Liedtka, 2014). Citiem vardiem, javeic
pasreizgjas situacijas analize, pamatojoties uz dazadiem starpdisciplinaras komandas loceklu
viedokliem, lai izveértétu pasreiz&jo vides situaciju. Ta ka pamata eso$a dinamisko sp&ju pieeja
norada, ka musdienu pasaulé uznémumi saskaras ar situaciju, kad strauji mainas tirgi un vide,
tadel pastaviga pielagoSanas jaunajam klientu vajadzibam un vElmeém ir obligata, lai
nodroSinatu vertibas pieauguma paaugstinasanu un tadgjadi iegiitu konkurences prieksrocibas.
Uzpeémumam jaapzinas, ka ta darbibas lauks ir nepartraukts, dinamisks un strauji mainigs.
Uzneémuma parkartosana un parveidoSana, kura ietver argjo un ieksejo kompetencu integraciju
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ir obligata, lai panaktu pilnveidotu biznesa veiktsp&ju miisdienu mainigaja vidé (Teece et al.,
1997). Lai saglabatu klientu apmierinatibu un paaugstinatu uznémuma vértibas piedavajumu,
svarigs komponents miisdienu konkurences vidé ir elastigums (Lindi and Marques da Silva,
2011). Vadibas modeli uznémuma resursu pastavigu pielagoSanu atbalsta art PERFA elements
“Elastigums”, jo tas attista uzn€muma sp&ju parkartot un pielagot ta organizatoriskos resursus,
strat€gijas un procesus, atbildot uz vides izmainam (Lindi and Marques da Silva, 2011).

Izrietot no jautajuma “Kas ir?” (Liedtka, 2014), janoskaidro klientu pasreizgjas
vajadzibas un prasibas (Breschi et al., 2017). Tas atbilst arT “Veiktsp&jas” elementam PERFA
strukttra, jo ta meérkis ir vislabaka klientu apkalpoSana, vienlaikus saglabajot rentabilitati
(Lindi and Marques da Silva, 2011). Veiktspg&jas definicija ka ienesigs veids, kas lauj pieverst
uzmanibu uznémuma darbibai un aktivitatém attieciba uz klientu vajadzibam un vélmém
(Barnes et al., 2009), tiesi sasaistas ar treSas dimensijas elementu “izprast klientu vajadzibas un
prasibas” (Breschi et al., 2017) un var tikt izveidots ka vadibas modelis.

Turklat §1 pieeja saskan ar pamata esoso kodola elementu “uz lietotaju vérsta pieeja”,
kas pamatota dizaina domasanas logika, kura savukart orientéta uz empatiju pret lictotajiem un
vinu latento vajadzibu un veélmju izpratni, izmantojot kvalitativas, kontekstam atbilstoSas
pieejas, lai veiktu lietotaju izpéti (Calgren et al., 2016). Bez tam logika, kura doming uz
pakalpojumu vérsta logika (angl. service dominant logic — SDL) arT atbalsta $o pieeju, jo,
saskana ar SDL, parslégSsanas no uznémuma koncentréSanas uz ta produkcijas razoSanu un
izplatiSanu uz vertibas kopradisanu ar klientiem, kas paaugstina produktu atbilstibu klientu
vajadzibam un prasibam, klust par nepiecieSamibu Sodienas strauji mainigaja videé (Vargo and
Lusch, 2004).

Nakosaja vadibas modela posma starpdisciplinaras komandas saskarsies ar otro
jautajumu: “Kas notiks, ja...?” (Liedtka, 2014). So jautajumu var piesaistit PERFA elementam
“Lietosanas vieglums” un taja pamatotajam teorijam, ka “Veicama darba” vai JTBD® logika,
vai ar1 Melnd gulbja teorija, ka pakapei, lidz kurai klienti uztver produktu ka lietojamu bez
griittbam un kam ir tieSa saistiba ar klientu vajadzibu un prasibu apmierinasanu. Var noteikt
tieSu savstarp&ju saikni ar JTBD logiku, jo klientu profesiju noskaidroSana kltist nepiecie$ama,
lai raditu produktus un pakalpojumus, ka art biznesa modela inovacijas (Christensen and
Raynor, 2003). ST teorija noved organizaciju pie neierobeZotas iztaujasanas perspektivas ar
iesp&ju koncentréties uz to, ka vajadzetu/varetu biit, nevis fokusetos uz to, ka viss tiek darits
Sodien (Bettencourt et al., 2014). Rezultata ir svariga klientu iesaiste tadu produktu un
pakalpojumu kopizveidé un kopattistiSana, kas atbilst vinu vajadzibam un prasibam. Tas
palidzés izgaismot nakotnes iesp&jas, veicinot pareizo dialogu pareizaja bridi. Saja konteksta
noradits (Taleb, 2007), ka biezi vien problémas, kuras vél nav apjaustas, ir svarigakas par tam
problémam, kuras jau tikuSas konstatétas ieprieks€ja perioda (“Melna gulbja” tipa problémas).

Nakosaja soli vadibas modelim jaatbild uz treso jautajumu: “Kas sensacionals?” (angl.
“What wows?”) (Liedtka, 2014). Lai rastu pardomatas un ari stratégiskas atbildes uz $o
jautajumu, var skatities plasaka perspektiva un izprast realas kustibas un tendences sabiedriba,
jo socialas parmainas ar1 ietekmé klientu vajadzibas un prasibas (Breschi et al., 2017). Vadibas
modeli to var sasaistit ar “Piesaistes” jeb ietekm&amibas elementu PERFA struktiira, kas
norada, ka uzn€muma produktu un pakalpojumu izmantoSana arkartigi nozimigu lomu spélé
jitas un emocijas (Lindi and Marques da Silva, 2011). Tas saskan arT ar teoriju (Roth and

® Angl. Job-to-be-done (JTBD).
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Fishbin, 2016), ka socialo mediju, pieméram, Facebook, Instagram utt., laikmeta celojumu
produktu un pakalpojumu patérésana demonstré klientu dzives stilu un publisko identitati. Lidz
ar to iesp&jamiba, ka emocionali un radosi tirisma produkti tiks akceptéti, ir lielaka, jo tie daudz
labak atbilst klientu vélmém. Klienti $ajos klientu segmentos defing sevi atbilstosi produktu
izvelei, jeb produktu izvéle norada “kas vini ir” (Roth and Fishbin, 2016).

Lai giitu priekSstatu par produktiem vai pakalpojumiem, kas lauj nodibinat emocionalu
saikni starp klientiem un piegadatajiem, vadibas modeli ieklauta rekomendacija aplikot citas
industrijas, lai smeltos iedvesmu jaunu un inovativu produktu un pakalpojumu attistiSanai
(Breschi et al., 2017). Starptautiska organizacija, kas sasniegusi apbrinojamus rezultatus, radot
emocionalu saikni starp saviem produktiem un klientiem, ir Apple.

Tomér taja vadibas modela izstrades posma japarruna p&dgjais jautajums “Kas strada?”
(Liedtka, 2014), jo klienti pieprasa tadus produktus un pakalpojumus, kuri funkciong atbilstosi
solitajam.

Tas atbilst PERFA elementam “Uzticamiba”, kas ieklauts vadibas modeli un to apstiprina
pétijumu rezultati (Roth and Fishbin, 2016), kur teikts, ka klientu uzticiba un lojalitate
viesmilibas industrija vairs nav iegiistama ar tradicionalajam lojalitates programmam
(pieméram, ar punktu vai bonusu judzu krasanu). Ta drizak pamatota organizacijas prasmé
apmierinat klientu vajadzibas un prasibas atbilsto$i vinu gaiditajam un galu gala pat parsteigt
vinus ar negaiditiem papildu piedavajumiem, jo vispargja klientu pieredze ir stipraka klientu
lojalitates veicinataja neka jebkadi lojalitates punkti, judzes vai kredita piedavajumi (Roth and
Fishbin, 2016; Roth and Fishbin, 2017).

Ka pédgjo soli vadibas modeli vértibas piedavajuma paaugstinaSanai, pamatojoties uz
vertibas kopradiSanu ka vadibas lidzekli, autors piedava iepriek§ kopradito koncepciju
prototipa izstradasanu. Izmantojot Cetru darbibu struktiiru un ta ietvaros radito analitisko riku
— ERRC matricu’ (Sheehan and Vaidyanathan, 2009), starpdisciplinara dalibnieku komanda
kopigi var radit jaunus produktus vai pakalpojumus, pamatojoties uz vadibas modela izstrades
ieprieks€jo posmu satura analizi. Lai kopa raditu jaunus produktus un pakalpojumus, kas atbilst
klientu vajadzibam un prasibam, dazadas produktu un pakalpojumu ipasibas vajadzes likvidet,
samazinat, pastiprinat vai radit no jauna. Rezultats vadibas modela vértibas piedavajuma
paaugstinaSanai, pamatojoties uz vertibas kopradiSanu ka vadibas lidzekli, biis jaunas
robezvertibu liknes sasniegSana.

Ta ka Dinamisko sp&ju pieeja rada, ka organizacijam jatiek gala ar straujam klientu
vajadzibu un prasibu izmainam, jo ar1 vide mainas loti strauji, autors izstradajis ieprieks
aprakstito modeli rinkveida modela veida.

Apkopojot ieprieks izklastito, vadibas modelis vertibas piedavajuma paaugstinasanai,
pamatojoties uz vértibas kopradisanu ka vadibas Iidzekli, sniedz lietotajcentrétu risinagjumu
veértibas piedavajuma paaugstinasanai sasniegSanai, izmantojot vertibas kopradiSanas pieejas.
Ta ka vaditajiem var Skist, ka konkrétas ipaSibas dod labumu, bet klienti nesaskata to
priekSrocibas, papildu vertibu var radit vienigi integréjot klientus vertibas radiSanas procesa.
Veértibas piedavajumi neattiecas uz uzpémuma piedavajumiem, iezimém un Ipasibam, bet uz
klientu vajadzibam un prasibam un vinu patérina pieredzi (Barnes et al., 2009). Lidz ar to
piedavatais vertibas piedavajuma vadibas modelis “Veértibas piedavajuma ritenis” (angl. "The

7 Analitiska matrica, kas izmantojama organizaciju analizei un izaugsmei "Likvidét-Samazinat-Paaugstinat-
Radit" (angl. Eliminate-Reduce-Raise-Create (ERRC) grid).
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Wheel of Value Proposition") demonstré iesp&ju savstarp&ji vertét kopradiSanu, lai izstradatu
lielakus vértibas piedavajumus, kas pielagoti klientu vajadzibam un prasibam.

P&c tam, kad noskaidrota vertibas kopradiSanas ka vadibas Iidzekla biitiska loma vertibas
piedavajuma paaugstinasana viesmilibas industrija, klienti sp€leé svarigu lomu, jo vinus var
uzskatit par vertibas kopraditajiem vertibas piedavajuma paaugstinasana. Lidz ar to butiski, lai
klientu vidu pastavetu izpratne par vertibas kopradiSanas pieejam.

Tadgjadi, arT pamatojoties uz literatiiru, autors skaidro izpratni par vertibas kopradiSanu
ka vadibas lidzekli, lai paaugstinatu vértibas piedavajumu un art klientu gatavibu iesaistities
vertibas kopradiSanas procesos, ka galvenos panakumu faktorus vertibas piedavajuma
paaugstinasanai. [zpratne un gataviba piedalities vertibas kopradiSanas procesos, kas pamatojas
uz dizaina domasanas logiku klientu un biznesa vaditaju vidi, tika analizéta, pamatojoties
primara petijuma rezultatos.

Var apgalvot, ka tikai tad, ja abas labuma guvgju puses v€las piedalities vertibas
kopradiSanas procesos, lai nodroSinatu kopigu vértibas radiSanu un tadgjadi paaugstinatu
vertibas piedavajumu, ieprieks paraditais vertibas piedavajuma vadibas modelis ir izmantojams
realaja biznesa darbiba.

P&tijums apliecina, ka izpratne par dizaina domaSanu un vértibas kopradiSanu starp
viesnicu dalibniekiem — uznémumiem un klientiem — paplaSinajas un gataviba piedalities
vertibas kopradiSana starp visiem pétijuma dalibniekiem un labuma guvéjiem bija augsta (64
procenti starp klientiem un 100 procenti starp biznesa vaditajiem).

Nosléguma var apgalvot, ka ir paraditas iespgjas kopa radit vertibu, lai nodroSinatu
klientu vajadzibu un prasibu izpildi un tadg€jadi panaktu un pielagotu vértibas piedavajumus,
kas vertigi klientiem pastavigi mainigaja musdienu tirgus vidé. Savstarp&jo vertibas radiSanu
ar merki sniegt labumus klientiem, ka arT stratégiskas priekSrocibas uznémumiem var skaidrot
ka izdevigas visam iesaistitajam pusém un ka bazi vertibas piedavajuma paaugstinasanai.
Turklat jaatzime, ka vertibas kopradiSana prasa visaptverosSu izpratni par problémam, kas argji
nav saskatamas, kuras vispirms jakonstateé, un p&€c tam jarod tam nakotnes risinajumi. Lai
izprastu tadas problémas, jaizmanto klientcentrétas pieejas, jo ta palidz noskaidrot tendences
un saskatit Sodienas un nakotnes klientu perspektivas, lai apjaustu vinu vajadzibas un prasibas.
Pareja no tradicionala skatijuma “no iekSpuses uz aru” uz skatijumu “no arpuses uz iekSu”
nepiecieSama, lai apjégtu klientu realas dzives vajadzibas un vélmes.

Tomér jaapgalvo, ka vertibas kopradiSana ka stratégisks lidzeklis biznesa vadiba palidz
radit veértibas piedavajumu un palidz veiksmigi attistit biznesu dinamiska un globalizéta
pasaulé. levieSot klientcentrétas pieejas, biznesa vaditaji var izprast klientu uzvedibas iemeslus
un attiecigi pielagot savus produktus un pakalpojumus. Veértibas kopradiSanu var izmantot, lai
atklatu jaunas uz klientiem orient€tas koncepcijas viesmilibas industrija un veicinatu visas
industrijas parveidi Saja digitalaja laikmeta. Jaunu patérina pieredzi var radit, pamatojoties uz
biznesa vaditaju plasaku skatijumu, kuru paspilgtina vertibas kopradiSanas procesi.

Petijums parada ari to, ka gan biznesa vaditaju, gan klientu vida triikst izpratnes par
vertibas kopradiSanas pieejam un dizaina domasanu. Tomér, péc tam, kad izpratne pieaug, ari
gataviba piedalities vertibas kopradiSanas procesos abas grupas paaugstinas.

Bez tam vértibas kopradiSana ka vadibas lidzeklis vertibas piedavajuma paaugstinasanai
viesmilibas industrija ne tikai rada vertibu klientiem, bet arT uzn€mumi giist labumu no dizaina
domasanas, pamatojoties uz veiksmigu veértibas kopradiSanas pielietojumu no inovaciju
lideribas, konkurences prieksrocibu vai pirmsacgja viedokla. Citu industriju uzgp€mumi jau
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sasniegusi labus rezultatus un baudijusi prieksrocibas, ko sniedz dinamiska pieeja, salidzinot
ar vinu galvenajiem konkurentiem, kuri fokus€jas uz samera statiskiem vadibas panémieniem.

Turklat interpretacija uzskatami parada, ka $is p€tijums ne vien apliecinaja papildu
izpratni un gatavibu piedalities vertibas kopradiSanas procesos ka galvenos panakumu faktorus,
bet arT analiz€ja galvenos virzitajspeékus vertibas piedavajuma paaugstinaSanai dizaina
viesmilibas industrija, pamatojoties uz statistiski nozimigu un loti nozimigu vertibas
piedavajuma precizitates neatbilstibas konstataciju starp viesnicu direktoriem un klientiem.
Tadgjadi bus iesp&jams piedavat tadus produktu un pakalpojumu veértibu piedavajumus, kuri
vislabak apmierina klientu vajadzibas un prasibas.

Visbeidzot var apgalvot, ka starptautiskie p&tijumi acimredzami apstiprina: veértibas
kopradiSanas ka vadibas lidzekla izmantoSana vértibas piedavajuma paaugstinasanai biznesa
vadiba noved pie biznesa veiktsp&jas, vertibas un ilgtsp&jiguma paaugstinasanas. Saskana ar
autora pétijuma rezultatiem, vértibas kopradiSanas ka vadibas lidzekla izmantoSana lauj panakt
vertibas piedavajuma precizitates paaugstinaSanos un tadejadi — vertibas piedavajuma
paaugstinaSanu viesmilibas industrija.
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SECINAJUMI

Sis promocijas darbs ir pétijums par vértibas kopradisanas pieejam ka vadibas lidzekli

vertibas piedavajuma precizitates paaugstinasanai un lidz ar to vertibas piedavajuma
paaugstinasanai viesmilibas industrija.

1.

Vértibas kopradisanas koncepcija ir sarezgits fenomens, jo to var raksturot ka vadibas
procesu, vadibas Iidzekli un ar1 vadibas sist€ému.

Vertibas kopradisanu var uzliikot ka procesu, kas paaugstina klientu labsajiitu un
tadgjadi sniedz paaugstinatu veértibas piedavajumu. Vertiba jarada kopa, pamatojoties
uz abu labuma guvéju — klientu un biznesa vaditaju — mijiedarbibu.

Kopraditie vértibas produkti parspgj tos vértibas piedavajumus, kurus profesionali
radijis piegadatajs. Klientiem tiek dota iesp&ja Iidzdarboties tadu produktu un
pakalpojumu projekt€Sana un attistisana, kuri atbilst vinu pasu vajadzibam un prasibam,
tadgjadi paaugstinasies vertibas piedavajuma precizitate, pieaugs un tiks pielagots
vertibas piedavajums nakotné.

Parbide no tradicionala skatijuma uz klientu ka pasivu saneéméju uz klientu ka aktivu
dalibnieku veido pamatu veértibas kopradiSanas pieejai. Svarigi pieminét, ka, 1idzko
saprotam, ka kopradiSanas procesa ar klientu tiek radita vertiba, klientu izvéle kliist par
svarigu faktoru organizacijas panakumos kopuma.

Pastav vertibas piedavajuma precizitates neatbilstibas, kas sastav no statistiski
nozimigam un loti nozimigam neatbilstibam starp klientu vajadzibam un prasibam, un
viesnicu direktoru priekSstatu par tam, tad€jadi apstiprinot 1. hipotezi (H.1).

Klientu profils ietekmé vertibas piedavajuma precizitates neatbilstibas. Var apgalvot,
ka izpratne par klientu profilu un vinu atzitajam vertibam kliist par biitisku aspektu
vertibas piedavajuma paaugstinasSana. Citiem vardiem, klientu profils tieSi ietekmé
vertibas piedavajuma precizitati. Statistiskie dati apliecina, ka 2. hipotéze (H.2) ir
apstiprinata.

Kopigaja vertibas radiSanas joma vértibas piegadataji un klienti savstarpgji ietekme
viens otru un kopigi rada veértibu, pamatojoties uz klientu preferencém. Uznémumi var
saprast klientu viedokli un radit jaunus produktu un pakalpojumu piedavajumus
atbilstosi klientu vajadzibam un prasibam, vienlaikus samazinot produkta neveiksmes
risku.

Veértibas piedavajumus var radit, pamatojoties uz klientu iesaisti vertibas kopradiSanas
procesos, jo klientu veiksmiga iesaiste veido pamatu spécigiem vértibas
piedavajumiem, kas no klientu viedokla ir vértigi. Vertibas kopradiSanas pieejas kalpo
par atbalstu klientu vajadzibu un prasibu apmierinasanas procesam, tadgjadi atrisinot
klientu problémas un vienlaikus paaugstinot uzn€mumu veértibu. Klientiem ir izSkiroSa
loma §aja procesa, jo biznesa vaditaji var saskatit labumu konkrétos elementos vai
1pasibas, savukart klienti Sos labumus nesaskata.

P&tijums apstiprina, ka vertibas kopradiSanas ka vadibas lidzekla izmantoSana ved pie
vertibas piedavajuma precizitates neatbilstibu samazinasanas un tadejadi — pie vertibas
piedavajuma precizitates paaugstinasanas dizaina viesmilibas industrija. Tadgjadi 3.
hipotéze (H.3) ir apstiprinata.
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Ta ka augstaka vertibas piedavajuma precizitate rada vertibas piedavajuma
paaugstinaSanos, vertibas kopradiSanai ar klientiem ir tieSa ietekme uz vértibas
piedavajuma paaugstinasanu ka kvantitativa, ta kvalitativa aspekta.

P&tijums apstiprina, ka vertibas kopradiSanas pieejas ar klientiem un vaditajiem ved pie
vertibas piedavajuma precizitates neatbilstibu samazinaSanas, tadgjadi vertibas
piedavajuma precizitate dizaina viesmilibas industrija sasniedz augstaku limeni. Lidz
ar to galvena hipoteze (H) ir apstiprinata.

P&étijuma rezultati parada, ka izpratne par veértibas kopradiSanu un dizaina domasana
biznesa vaditaju un klientu vidu dizaina viesmilibas industrija 11dz Sim bijusi diezgan
zema limeni. Lidz ar to biznesa vaditajiem un klientiem ir visai ierobezota izpratne par
dizaina domasanu un vertibas kopradiSanu ka vadibas lidzekli viesmilibas produktu un
pakalpojumu pielagosana atbilstosi klientu atzitajam vertibam.

Klientu daramie darbi palidz noskaidrot virzitajspekus produktu un pakalpojumu
kopradiSanai vertibas kopradiSanas procesos, parskatit esoSos tirgus vai pat palidz radit
jaunus tirgus. Panakot lielaku produktu atbilstibu klientu vajadzibam un prasibam, var
samazinat vertibas piedavajuma precizitates neatbilstibas starp klientu gaidam un reali
piegadato produktu/pakalpojumu vertibu piedavajumu. Citiem vardiem, klientu
vajadzibas un prasibas tiek apmierinatas un vertibas piedavajuma precizitate
paaugstinata.

P&tfjums parada, ka dizaina viesmilibas industrija koncentr&jas uz istermina fokus&tu
produktu un pakalpojumu veértibu piedavajuma attistiSanu, nevis piever§ uzmanibu
strat€giskai, holistiskai pieejai, kuras uzmanibas centra bitu klientu atzitas vértibas.
Peétijuma centra ir vértibas piedavajuma paaugstinasana, izmantojot vertibas
kopradiSanas pasakumus Vacijas dizaina viesmilibas industrija. Var pienemt, ka
vertibas piedavajuma vadibas modeli tas paaugstinaSanai iesp&jams parnest ari uz tiesi
saistitam, uz pakalpojumiem orienté€tam industrijam, pieméram, dizaina viesmilibas
industriju citas valstis, vai pat uz cita veida pakalpojumu industrijam, pieméram, kruizu
industriju. Tomer nepiecieSami papildu petijumi, jo petijumu rezultatus viena noteikta
industrija nevar automatiski visparinat (ar&jais derigums — angl. external validity).
Pamatojoties uz starpindustriju praksi, kuru izmanto tadi uzn€mumi un organizacijas ka
Toyota, SAP, IKEA, Transdev vai Dublinas municipalitate, p&tijumi liecina, ka dizaina
domasanas logika, kas pamatota uz vértibas kopradiSanas procesiem, var tikt izmantota
ka vadibas lidzeklis veértibas piedavajuma paaugstinaSana un tadejadi veicinat biznesa
veiktspeju.

Vadibas inovacijas papildus tehnologiskajam inovacijam sevi nes lielu potencialu
sniegt biitisku pienesumu uzpémumu stratégiskiem, ilgtermina panakumiem,
paaugstinot to vertibas piedavajumu. Ta ka misdienu pasaulé uznémumi saskaras ar
globalizaciju un digitalizaciju, kas izraisa straujas parmainas tirgos, pamatkoncepcija
par vértibas kopradiSanu ar klientiem, lai paaugstinatu veértibas piedavajumu, ir
dinamisko iespg&ju pieeja, kas likta jaunradita vadibas modela pamata.

Dinamiskas iesp€jas raksturo efektivu pieeju uzp€muma resursu sistematiskai
pielagosanai mainigajai videi, kura ar1 klientu vajadzibas un prasibas pastavigi mainas,
lai nodroSinatu veértibas piedavajuma paaugstinasanu un tadgjadi iegiitu konkurences
priekSrocibu dizaina viesmilibas industrija.
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19. Starpdisciplinara dizaina domasana, kuras centra ir lietotajs, veicina vertibas
piedavajumu radiSanu, pamatojoties uz to, ka strada un doma dizaineri.

20. Dizaina domasana, kas caurvij vertibas kopradiSanas procesus, uztverama ka atbilde uz
augo$o pakalpojumu, produktu un vides apstaklu konvergenci, jo dizaina domasanas
dotais labums biznesam atbilst vai sniedz papildu atbalstu priekSrocibam, ko veértibas
piedavajuma paaugstinasanai sniedz veértibas kopradiSana ar klientiem.

21. Vertibas inovacija ir dizaina domasanas logikas rezultats, kas atbalsta vértibas
kopradiSanas ka vadibas lidzekla pieeju, lai nodroSinatu vertibas piedavajuma
paaugstinasanu.
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PRIEKSLIKUMI

1. Biznesa vaditajiem japarverté izmantotas tradicionalas biznesa attistibas stratégijas un
ar vadibas stimulétam inovacijam japapildina tas strateégijas, kuru dzingjspeks ir
tehnologijas, jo p&tijums pierada, ka iegiita vertiba ir augstaka, ja uzmanibas centra ir
vadibas stimul&to pieeju pielietojums.

2. Biznesa vaditajiem japaplasina sava izpratne par jaunam biznesa pieejam un
koncepcijam, kuru centra ir klients un kuru mérkis ir paaugstinat vértibu abiem labuma
guvejiem — klientiem un uznémumiem, — noskaidrojot un analizgjot klientu vajadzibas
un prasibas, lai nodroSinatu labaku vertibas piedavajuma atbilstibu. Tad&jadi viesnicam
un ar1 vadibas pétniekiem loti ieteicams rosinat turpmakus petijumus par iespg&jam
nakotn€ panakt izpratni par vértibas kopradisanu un dizaina domasanas logiku klientu
un vaditaju vida.

3. Viesnicu darbinieku starpdisciplinarajam komandam viesnicu uznémumos jaorganize
papildu dizaina domasanas darbseminari un vértibas kopradiSanas mérijumi, jo petijjums
liecina, ka $adi darbseminari samazinaja statistiski nozimigas vai loti nozimigas
vertibas piedavajuma precizitates neatbilstibas un dazas no tam pat novérsa pilniba.

4. Biznesa vaditajiem javada vai japasita papildu petijumi par vinu klientu raksturojumu,
jo veiktais petijums parada, ka klientu profiliem ir ietekme uz vértibas piedavajuma
precizitates Itmeni un tadgjadi tie iespaido vertibas piedavajumu.

5. Jaierobezo 1stermina produktu un pakalpojumu attistiSana, ka ar1 biznesa modeli, kas
orient€ti uz izmaksu samazinasanu istermina. Biznesa vaditajiem jakoncentré uzmaniba
uz stratégiskajiem mérkiem un atbilstosi jaattista savi biznesa modeli.

6. Lai sekmétu sistematisku veértibas kopradiSanas ka vadibas lidzekla izmantoSanu,
tadejadi paaugstinot vertibas piedavajumu, biznesa vaditajiem jaapsver autora no jauna
izstradata vertibas piedavajuma vadibas modela “Vertibas piedavajuma ritenis”
izmantoSanas iesp&jas. Vadibas modelis vizualiz€ un veicina vértibas kopradiSanas
pieeju izmantoSanu biznesa vadiba un lidz ar to paplaSina iesp€ju rast inovativus biznesa
risinajumus, lai apmierinatu dinamiski mainigas klientu vajadzibas un prasibas,
vienlaikus sniedzot paaugstinatu vértibu uznémumiem apstaklos, kad biznesa vide
strauji mainas.

7. Biznesa vaditajiem jaapsver vértibas kopradiSanas ka vadibas lidzekla integracija
uznémuma stratégiju un biznesa modelu izvelg, jo pétijumi dazadas industrijas un
sektoros (piem&ram, transporta, izklaides, informacijas tehnologiju, u.c. jomas) liecina
par pilnveidotu, veiksmigu un ilgtsp&jigu biznesa attistibu.

8. Biznesa vaditajiem jacensas ciesak sadarboties ar p&tniekiem un p&tniecibas iestadém,
tostarp universitatem un citam izglitibas iestadém, lai atrastos starp pirmajiem, kuri
konstaté izmainas klientu atzitajas vértibas. Izmantojot iepriek$ aprakstito vadibas
modeli, $adi uznp€mumi giis labumu no pirmsacgju pozicijam un iegis konkurences
prieksrocibas, veidojot jaunas robezvertibu liknes.

9. Biznesa vaditajiem javeido kopiga vertibas radiSanas joma, kura vertibas piegadataji un
klienti savstarpgji ietekmé viens otru un kopigi rada vertibu pamatojoties uz to, kam
dod prieksroku klienti.
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11.

12.

13.

Viesnicu uznémumiem japasiita zinatniski petjjumi, lai noskaidrotu jaunas tendences
un izaicinajumus, bitu lietas kursa par pasreizgjo tirgus situaciju un perspektivam.
Piesaistot arpakalpojumus p&tnieciba, tiks papildus nostiprinata sadarbiba starp ieprieks
mingtajiem petniecibas centriem vai universitatém un viesnicu uzpémumiem.

Viesnicu grupam uz vertibas kopradiSanas pamata jaizveido paSu izglitibas
programmas, lai paplaSinatu izpratni par iespéjam paaugstinat vertibas piedavajumu,
pamatojoties uz veértibas kopradiSanu darbinieku vida un spétu integrét So stratégisko,
uz nakotni veérsto domasanas logiku uznémuma tela.

Viesnicu skolam un universitatéem, kas maca starptautisko viesmilibu un tiirisma
vadiSanu, javeicina izpratne par vertibas kopradiSanu ka vadibas lidzekli, lai
paaugstinatu vertibas piedavajumu studentu vidd, ieklaujot studiju programmas
modulus, kuros studenti apgiist jaunas, inovativas vadibas metodes.

Papildus iepriek§ min&tajam, vadibas parstavji tiek rosinati izmantot modeli “Dizaina
ritenis”, lai iepazistinatu savus darbiniekus un vadibas komandas ar dizaina domaSanas
logiku un aktivi izmantotu dizaina domasanu vértibas piedavajuma paaugstinasana.
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