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‘A good place to live’
-Rethinking residents’ place satisfaction  
and the role of co-creation

Developing a place into ‘a good place to live’ for people of all ages is 
a prioritized issue in many municipalities in Sweden, as well as around 
the world. But what do we really mean by ‘a good place to live’? How 
do the residents themselves comprehend and perceive ‘a good place to 
live’? And how do municipalities view their place and what they offer 
to their residents? This thesis explores how ‘a good place to live’ can 
be understood, conceptualized and studied, and the roles co-creation 
and the residents themselves play in this context. Taking the resident 
as a starting point and using the service-based logic as a theoretical 
foundation, this thesis connects the stream of research within place 
marketing focusing on co-creation and the users’ role with the stream 
of research dealing with success measurements and place satisfaction. 

Lisa Källström is a lecturer and 
researcher in Business Administration, 
mainly within the field of marketing and 
place management. Her research interests 
lie within value co-creation in the place 
context, stakeholder involvement in the 
work of government and participatory 
place branding. 
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Rethinking the Branding Context for Municipalities. 
From Municipal Dominance to Resident Dominance 
Lisa Källström* 
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Abstract 

The increased global connectivity and mobility of both humans and capital has created 
competition between municipalities in attracting the resources needed to achieve their 
developmental goals. A call for papers focusing on reputation and brand management in 
Scandinavian municipalities has been announced. Today, it is absolutely necessary to be 
an attractive place and municipality, and brand management can be a tool in both achiev-
ing and communicating this. For branding to be effective, it is critical to have a good 
understanding of the branding context, and this conceptual paper explores the branding 
context for municipalities by analysing it—firstly, based on a product-oriented paradigm 
and, secondly, on service-based logics. It is argued that much of current place manage-
ment and place branding research rests on belief in the product-oriented paradigm and 
thus focuses largely on the provider. In contrast, using service-based logics as a starting 
point places value creation at the center and shifts the focus to the resident. This has 
several theoretical and methodological consequences as well as practical implications for 
Scandinavian municipalities, and these will be discussed in the paper. 
 

Introduction 
The increased global connectivity and mobility of both humans and capital has 
created competition between municipalities in attracting the resources needed to 
achieve their developmental goals (Kavaratzis & Ashworth, 2008; Insch & 
Florek, 2010; Waeraas & Björnå, 2011; Waeraas et al., 2014). More and more 
municipalities in Scandinavia have realised the importance of being an attractive 
place and municipality and of having a strong image and brand (KL, 2008). At 
the same time as competition between places has intensified, the fields of munic-
ipal branding and municipal reputation management have experienced a rapid 
rise in popularity over the past decade (Nielsen & Salomonsen, 2012; Ryan, 
2007), as have the fields of place marketing and place branding (Caldwell & 
Freire, 2004; Niedomysl & Jonasson, 2012). Almost 80.2 percent of Norwegian 
municipalities acknowledge that they have become more concerned with reputa-
tion management over the past few years (Waeraas et al., 2014), and municipal 
branding is frequently highlighted as important (KL, 2008). Corporate branding 
has gained increasing popularity in the last ten years in public sectors in the 
Western world (Waeraas, 2008). Today, it is absolutely necessary to be an at-
tractive municipality and place, and branding is believed to be a tool in both 
achieving and communicating this. 

For branding to be effective, it is critical to have a good understanding of the 
branding context. This paper is an attempt to achieve such an understanding 
(Yadav, 2010), and its purpose is to explore the branding context for the munici-
pality and to develop a conceptual framework that can generate knowledge about  
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the branding context and the role of the residents. This will have implications for 
both theory and practice and help municipalities develop a more effective brand-
ing strategy, both for the place and for the municipality. 

It is important to recognise the complexity of a municipality. A municipality 
can be seen as a geographic entity, an organisation, and a political institution 
(Waeraas et al., 2014). For the present purposes, the municipality is primarily 
seen as an organisation. The municipality needs to market and brand both its 
own organisation and the place, which is closely associated with the municipali-
ty and for which the municipality is an important provider. Municipality brand-
ing and place branding are closely connected because the municipality is an 
important provider of both. 

This paper argues that the branding context for the municipality needs to be 
further explored. Even though there is a growing consensus that public organisa-
tions can benefit from marketing, it is frequently stressed that the public sector 
represents a more challenging context than the private sector (Ryan, 2007; 
Waeraas, 2008; Whelan et al., 2010), requiring a different approach toward, for 
example, branding. It has been suggested that service-based logics are the new 
dominant paradigm for the marketing field, and they have changed the way 
many marketing researchers view the branding context. Warnaby (2009) explic-
itly suggests that place branding researchers would benefit from looking at ser-
vice-based logics (e.g., Grönroos, 2006; Vargo & Lusch, 2004) for inspiration to 
develop the field, because such logics would help shed light on what is truly 
important for successful place brand management. Public organisations are typi-
cal service providers (Waeraas, 2008), which further strengthens the relevance of 
service-based logics for the municipal branding context. It has also been argued 
that branding in general would benefit from using the ideas of service-based 
logics, because these ideas would further our understanding of brands and brand-
ing (Merz et al., 2009). 

The branding context for municipalities is explored in this paper. The tradi-
tional product-oriented paradigm, which is argued to dominate much of the ex-
isting municipality branding and municipal reputation management as well as 
place branding research, is contrasted to the perspective of service-based logics. 
It is argued that service-based logics constitute a more suitable frame of refer-
ence for branding, and this changes how the branding context for municipalities 
is understood as well as what the dominant unit of analysis ought to be. 

Lately there has been increased interest in the user—that is, the customer—
within service-based logics (Grönroos & Voima, 2013; Heinonen et al., 2010), 
and the customer plays a major role within the paradigm. An interest in stake-
holders and customer orientation also has been emphasized lately in municipality 
branding (KL, 2008), public sector corporate branding (Whelan et al., 2010), as 
well as in place branding (Braun et al., 2013). However, the fields seem to lack a 
suitable theoretical framework that emphasises the stakeholder (Braun et al., 
2013). As stated, service-based logics are used as a foundation in the this paper, 
which will focus on stakeholders and their role in the branding context, thus 
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filling a current gap in the research, which has important consequences for mu-
nicipalities. 

In the following sections, the place, place provider, and place stakeholder 
will first be discussed. Second, the branding context for the municipality will be 
analysed, initially based on a product-oriented paradigm and then on service-
based logics. It will be argued that much of the current place management and 
place branding research rests on the beliefs of the product-oriented paradigm and 
focuses, thus, largely on the provider. In contrast, using service-based logics as a 
starting point puts value creation in the centre and shifts the focus to the resident, 
which has several theoretical and methodological as well as practical implica-
tions that will be outlined at the end of the paper.  

 
Definitions and problematisation of the place, place provider, 
and place stakeholder 
An established definition of place marketing is that provided by Braun:  
 

The coordinated use of marketing tools supported by a shared cus-
tomer-oriented philosophy, for creating, communicating, delivering, 
and exchanging urban offerings that have value for the city’s custom-
ers and the city’s community at large.(Braun, 2008, p. 43) 
 

According to Braun’s definition of place marketing, the place must be regarded 
as valuable urban offerings. Seeing the place as urban offerings implies that a 
place is a composition of a multitude of different services and products 
(Hankinson, 2010). The place of course can also be defined based on geography, 
where it is seen as a specific geographical area. It is, however, seldom the geo-
graphical area that is the main interest. The area certainly provides specific con-
ditions such as its location relative to other destinations (Insch & Florek, 2010) 
and its access to water (Zenker et al., 2013) and nature (Merrilees et al., 2009), 
which constitute important parts of the place concept. What is made of these 
conditions and the activity in the geographical area, however, is often of greater 
interest than the geographical area per se. In this paper, a “place” is seen as the 
urban offerings accessible within a municipality’s borders. 

In Sweden, the municipalities are responsible for a large proportion of 
community services, such as preschools, schools, social services, elderly care, 
city planning, housing, environmental protection, waste disposal, and water and 
sewer services. The municipalities are obligated by law to offer certain services, 
whereas other services and businesses are voluntary and determined by local 
politicians. Thus, the municipality has good opportunities to form the urban 
offerings—that is, the place. The municipality, however, is certainly not the only 
place provider. The urban offerings are provided by a number of different com-
panies and organisations, and the place can be seen as co-produced by a multi-
tude of autonomous organisations (Hankinson, 2010). For many offerings, there 
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are a multitude of different providers who together create a good offering of, for 
example, culture. Even if it is recognised that there are many providers and or-
ganisations accountable for a place, the role and great responsibility placed on 
municipalities imply that the municipality is a key place provider. This paper is 
focused on the municipality as an important place provider. Not considering 
other place providers implies a considerable simplification; for the purpose of 
the present analysis; however, the simplification is of no great significance.  

A place has a diverse group of stakeholders that includes main groups such 
as residents, companies, and visitors (e.g., Hospers, 2004; Braun, 2008). To 
develop and enhance a place means creating and developing a good place for all 
stakeholders. However, because of the multitude of stakeholders and their 
unique needs, it is extremely difficult to develop one place brand that is suitable 
for all stakeholder groups (Zenker & Beckmann, 2013). Instead, the place can be 
seen as an umbrella brand where different brands are developed for different 
place stakeholders, although all belong to the same brand family (Kavaratzis & 
Ashworth, 2005). The present paper is focused on residents as one very im-
portant stakeholder group (Insch & Florek, 2010; Zenker et al., 2013). Local 
taxes represent around 70 percent of the municipalities’ revenues, and conse-
quently residents play an important role in municipal finances. Owing to techno-
logical advances and changes in their age structure, for example, residents today 
tend to be more flexible and more willing to move than ever before (Niedomysl, 
2010). For this reason, one key goal for municipalities ought to be to create a 
good place for residents to live in, enabling municipalities to keep existing resi-
dents and attract new ones, thus contributing to the general economic develop-
ment of the place. Furthermore, residents are not only passive place customers, 
but also active parts of the place and co-producers of public goods, services, and 
policies (Zenker et al., 2013), which makes them an especially interesting stake-
holder group. The people living in a place are sometimes referred to as residents 
(e.g., Insch & Florek, 2008; Insch, 2010) and sometimes as citizens (e.g., Ryzin 
et al., 2004; Zenker et al., 2013). These two terms seem to be used interchangea-
bly within the place branding field, although some (Braun et al., 2013) have 
claimed that the term citizens refers more to people with political power who can 
choose their local government officials. In the present paper, the term resident is 
used.  

 
The product-oriented paradigm as a starting point 
Place branding is a multidisciplinary field developed in academic disciplines 
such as geography, urban studies, public administration, sociology, and market-
ing. As a consequence, the place and place branding are viewed and defined 
differently across the field, and many different exploratory approaches can be 
identified. Place branding is sometimes interpreted as a way to make places 
famous, for example, and thus it is seen as a set of techniques used to enhance 
the place image. This interpretation of place branding has been widely criticised 
(e.g., Anholt, 2010; Warnaby, 2009), however, for offering too narrow a view of 
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the large and important field of place branding. Anholt (2010) argued instead 
that place branding should be seen as a process of accumulation of respect and 
liking for a place that goes on largely in the mind of the resident. This interpreta-
tion implies that one key goal of place branding is to develop a place that resi-
dents find attractive. It is important, however, to stress that public organisations 
exist to serve the public interest, which makes public organisations into complex 
entities, which are obligated to emphasise wider and often conflicting political, 
economic, and social interests; as a result it is necessary to balance the need to 
be resident-oriented and to be authoritative (Waeraas, 2008).  

It is recognised within the field of public sector corporate branding, as well 
as place branding, that the outcome and success of a place cannot be articulated 
only in economic terms, and that measurement of the success requires the use of 
experiential dimensions (Bouckaert & Van de Walle, 2003; Rhee & Rha, 2009; 
Roch & Poister, 2006; Warnaby, 2009; Whelan et al., 2010; Zenker, 2011; 
Zenker & Martin, 2011). Quality of life (Warnaby, 2009), citizen equity (Zenker 
& Martin, 2011), and satisfaction (Bouckaert & Van de Walle, 2003; Insch & 
Florek, 2008; Whelan et al., 2010; Rhee & Rha, 2009; Roch & Poister, 2006; 
Ryzin et al., 2004; Zenker et al., 2013), for example, have frequently been used 
to measure place success. Place attractiveness is also an interesting research 
field; Florida (e.g., 2002), for example, has made great contributions through his 
work on the creative class as a key group of people for government and local 
authorities to attract. As people reach a certain level of material wealth, their 
focus will turn to the more immaterial aspects of life, and the attractiveness of a 
place will be more important to residents. To summarise, outcomes such as place 
satisfaction and place attractiveness are commonly used in place branding, and 
residents’ opinions are regarded as important. 

Outcome consumption is an important aspect of the product-oriented para-
digm (Grönroos, 1998), and consequently, measurements such as satisfaction 
become important. The strong emphasis within municipality branding and place 
branding on measuring place satisfaction (e.g., Zenker et al., 2013; Insch & 
Florek, 2008) implies that place branding and municipality branding rest on the 
beliefs of the product-oriented paradigm. 

The provider, the product, and the customers are the three key units of anal-
ysis in the product-oriented paradigm (Grönroos, 1998). These three units are 
also highlighted frequently in current place branding. The main unit of analysis 
is the place providers, among which the municipality plays an important role. 
When it comes to branding, the municipality has three important purposes. First, 
the municipality should find out what place features interest residents. This as-
pect of place branding is often described as customer orientation (Kavaratzis & 
Ashworth, 2005). Second, the municipality should develop the place so that it 
contains the features asked for by residents. Third, the municipality should mar-
ket the place and make promises to residents through external marketing activi-
ties. With some exceptions (e.g., Braun et al., 2013), the municipality treats the 
branding process as a closed process in which residents take no direct part. If the 
place includes features that residents want, it is believed that the place will fulfil, 
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almost on its own, the promises that have been made to residents. The place is 
designed and delivered as a pre-packaged product, and the recipient is the gen-
eral market. The place branding context, seen in relation to a product-oriented 
paradigm, is illustrated in Figure 1. 
 

 

 

 

 

 

 

 
 
Figure 1: The Branding Context seen in relation to a Product-Oriented Para-
digm (adapted from Grönroos, 1998). 

 
Municipal dominance as a consequence of the product-oriented paradigm 
As a consequence of being founded on ideas from the product-oriented para-
digm, current place branding research and municipality reputation management 
is provider-dominant to a large degree, and thus the municipality is in focus. 
Zenker and Martin (2011) wrote: 
 

The nature of customer-centricity lies not in how to sell products but 
rather in creating value for the customer and, in the process, creating 
value for the firm… (Zenker & Martin, 2011, p. 35) 
 

Although this statement seems customer-oriented at first glance, it reveals one of 
the major arguments for the notion that current research is provider-dominant. 
The place and the municipality are seen as “creating value for” (Zenker & Mar-
tin, 2011, p. 35) the resident. Because the municipality and the place itself are 
viewed as the unit that can create value, this becomes the most important unit of 
analysis, which is thus the reason that much of place branding research is fo-
cused on place attributes and place providers, such as municipalities. 

That the place rather than the resident is at the centre of current place brand-
ing studies is supported by the fact that the starting points of studies tend to be 
the place, the country or city (see, e.g., Insch & Florek, 2010; Zenker et al., 
2013). The most common way of including residents is to ask them to rate places 
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(Niedomysl, 2010), and the attention actually given to residents is limited to 
their thoughts on a number of the place attributes provided to them. The purpose 
of studies on resident place satisfaction seems to be to reveal underlying dimen-
sions of a resident’s perception about a place, and thus what many of these stud-
ies have in common is that they focus primarily on how to depict a city, which 
implies that the place, and not residents, is at the centre. The desires and needs of 
residents are not in focus. Thus, many studies take the providers and the place as 
their starting point, and thus the municipality dominance is significant. 

Furthermore, apart from residents’ opinions about the place, little emphasis 
is placed on getting to know residents. Basic information about them is often 
included in studies, but frequently treated more as background information than 
as a way to understand different residents’ needs and desires (e.g., Insch, 2010; 
Insch & Florek, 2010; Zenker et al., 2013). Residents are typically treated as one 
homogenous group, although some conclusions are based on, for example, in-
come level differences within the group (Merrilees et al., 2009; Ryzin et al., 
2004). The lack of emphasis on residents’ life supports the notion that current 
place branding is dominated by the municipality and other providers. 

To conclude, even if there currently seems to be a strong interest in residents 
(Olsson & Berglund, 2009), they play a relatively subordinated role in current 
place branding and municipality reputation management. Traditionally, the dom-
inant unit of analysis is the place and what it has to offer, rather than the differ-
ent kinds of residents living there and their unique desires and needs. The brand-
ing context described in relation to a product-oriented paradigm in Figure 1 
seems to be applicable to much of the current research on the attractiveness of 
places and resident place satisfaction as well as to municipality branding. In a 
simplified form, the place is treated as a product and the focus is on evaluating 
place features. The recipients of the place are treated, more or less, as one mar-
ket.  

 
Service-based logics as a starting point 
The large and growing paradigm of service-based logics suggests that the prod-
uct-oriented paradigm, and thus much of the current place branding research, 
emphasizes a unit of analysis that is not capable of producing value. By chang-
ing the unit of analysis to one that can create value, the research can be made 
more theoretically interesting and offer better input to practitioners. 

Service-based logics are a stream in the relationship paradigm that has de-
veloped since the early 1980s (Grönroos, 1982). Service-based logics can be 
divided into the service-dominant logic advocated by primarily Vargo and Lusch 
(e.g., 2004), the service logic for which Grönroos (e.g., Grönroos, 2006) is the 
main spokesman, and the rather new customer-dominant logic introduced by 
Heinonen, Strandvik, Mickelsson, Edvardsson, Sundström, and Andersson 
(2010). Service-based logics have won wide recognition through, for example, 
contributions such as Vargo and Lusch’s article from 2004, “Evolving to a New 
Dominant Logic for Marketing,” which has been cited more than 4,600 times 
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and has changed the way many marketing researchers view the branding context. 
For the present purposes, these three streams are not differentiated, and the term 
used is service-based logics, which incorporates all three streams of research. 
Ultimately, service-based logics are seen as an attempt to provide a foundation 
for a general theory of marketing (Vargo & Lusch, 2008), and thus they have 
also been suggested to be of relevance to place branding (Warnaby, 2009), 
which is otherwise often seen as a unique field that has few similarities with 
traditional marketing. 

Service-based logics are founded on many of the same beliefs the general re-
lationship paradigm is founded on, and they rest, for example, on the beliefs of 
market orientation, relationship marketing, and service dominance. There is a 
strong belief in the relationship between customer and seller, in which both play 
an active role. Service-based logics see the foundation of marketing as value 
creation, and one of the cornerstones is that value is created by the customer 
(Grönroos, 2008; Grönroos & Voima, 2013; Vargo & Lusch, 2004; 2008 to 
mention a few). The provider is a value facilitator and offers value propositions 
the customer can use to create real value—that is, value-in-use. As Grönroos and 
Ravald (2011) put it: 

 
Value creation is the process of creating value-in-use out 
of…resources. Hence, value is not produced; resources out of which 
value can be created are produced (p. 7). 
 

Value, in this paper, is seen as something that arises when the customer is or 
feels better off than before (Grönroos, 2008) and value is thus created when the 
customer uses the goods or services. This constitutes a major and important 
difference compared to the product-oriented paradigm, which sees the provider 
and the product as value creators. There is an agreement within the service-based 
logics that value-in-use is experienced by the user when he/she experiences the 
service; however, the service-based logics are rather vague about how value is 
actually formed or emerges during value creation (Grönroos & Voima, 2013). 
One stream of research sees the experience of value as a process (Heinonen et 
al., 2010; Grönroos & Voima, 2013). Value accumulates in a dynamic process 
with both creative and destructive phases, where value-in-use emerges over time 
through physical, mental, and possessive actions on the part of the user. Others 
see value-in-use as determined by the user and as based on personal perceptions 
of the benefits embedded in the offering (Aarikke-Stenroos & Jaakkola, 2012; 
Mahr et al., 2011; Sok & O’Cass, 2011). A third approach to value creation is 
that the customers’ use of a provider’s service is goal-directed (Macdonald et al., 
2011). The user has goals on different levels, which form the customer’s mental 
model, and value-in-use emerges when goals are achieved. However, the identi-
fication and determination of value-in-use is still largely unexplored (Aarikka-
Stenroos & Jaakkola, 2012; Ballantyne et al., 2011; Grönroos & Voima, 2013; 
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MacDonald et al., 2011), and there is a need to reflect on the concept value-in-
use as well as to clarify its meaning that goes beyond the scope of this paper. 

Value-in-use in a place context means that the place itself cannot create val-
ue. It is the resident him-/herself who is responsible for value creation—thus the 
concept of value-in-use (Grönroos, 2008; Grönroos & Voima, 2013; Vargo & 
Lusch, 2004, 2008). However, the municipality, as a place provider, can offer 
value propositions that facilitate the resident’s value creation. Value propositions 
can be parks, exhibitions, playgrounds, trails, outdoor gyms, beaches, and much 
more. The better the propositions, the more value-in-use the resident can create 
for him-/herself. The task of the different providers of the place is thus to offer 
good value propositions that residents desire. 

Value, however, can sometimes also be co-created by the provider and the 
customer, and in a place context, co-creation implies that the municipality can 
co-create value together with residents. 

Interactions must then be established between the municipality and the resi-
dent. Interaction is seen as a mutual action, where two or more parties have an 
effect on each other. Because the value-creating capability belongs to residents, 
interaction is required if the municipality is to be able to co-create value and not 
be only a provider of value propositions (Grönroos & Ravald, 2011). Interactions 
occur when a resident meets a municipal employee at, for example, a school, a 
nursing home, or a library, and all employees can be seen as service providers 
with the ability to co-create value. The competence of municipal employees and 
how they view their jobs becomes crucial (Bjurklo et al., 2009), because they 
have the ability to contribute to value-in-use for residents. Residents’ problems, 
needs, and desires must be known, understood and accepted by all employees, 
because when residents and representatives from the municipality meet, the 
municipality can engage in customers’ value-generating processes as well as 
directly influence these processes. The importance of municipal employees has 
been stressed in previous studies concerning, for example, public sector corpo-
rate branding and customer orientation (Whelan et al., 2010) and, thus, the ser-
vice-based logics’ emphasis on employees is in line with this previous research. 

It is important to emphasise that it is the municipality that becomes a co-
creator of value with its residents, and that it is still residents who produce the 
value; the municipality offers assistance, however, rather than interpreting the 
situation as if it were the residents who have opportunities to engage themselves 
in the providers’ processes (Grönroos, 2008; Grönroos & Ravald, 2010; Hei-
nonen et al., 2010). The emphasis on co-creation is made explicit in one of the 
foundational premises of the service-dominant logic (Vargo & Lusch, 2008):  
“The customer is always a co-creator of value” (p. 7). 

To summarise, one of the main ideas of service-based logics is that the cus-
tomer—that is, the resident—is the only one with the ability to create value, and 
the concept value-in-use is used to describe this. The municipality is sometimes 
a co-creator of value, but never the creator of value. The municipality mainly 
takes on the role of value facilitator. 
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If service-based logics are used as a frame of reference, they have conse-
quences for how the branding context for the municipality is interpreted and 
understood. Figure 2 illustrates the branding context inspired by the ideas from 
service-based logics. The most important difference from the branding context, 
seen in relation to a product-oriented paradigm, is that the municipality is given 
a secondary role and the residents and their value-creating process are put in 
focus, which is represented in the figure by the upside-down triangle. The main 
unit of analysis shifts from the municipality and the place to the resident. 

Another important difference is that the place is “missing” (Grönroos, 1998) 
because no pre-produced bundle of features constituting the place can be pre-
sented. Because it is the resident who creates the value-in-use, every resident 
creates his or her own place. This aspect of the service-based logics becomes 
difficult to recognise fully in practice. Instead, treating every resident as a unique 
resident ought to be seen as an ideal and as guidance, rather than as something 
that can be worked for concretely. The municipality should focus on developing 
value propositions, their employees, their technology, and the knowledge they 
need to be able to keep their marketing promises and to facilitate value creation 
for their residents. 

Furthermore, because the municipality is able to co-create value in interac-
tion with its residents, it should focus on creating opportunities for interaction 
and creating a joint sphere with its residents. Interactions between municipal 
employees and residents occur all the time, for example, at schools, nursing 
homes, city planning offices, and childcare facilities. It is important to identify 
these encounters as interactions and to see them as opportunities for co-creation. 
It is also important to take advantage of the opportunities for interactions that 
exist, but that do not always necessarily lead to interaction and potential co-
creation. For instance, when a resident enters a library, an opportunity for inter-
action emerges. Interactions can be more or less developed. Being greeted in a 
friendly manner when one enters the library may be enough for the resident to 
experience more value-in-use from the visit than would otherwise have been the 
case. Interactions can also be more developed. For instance, the library could 
offer advice and guidance, give residents the opportunity to influence the pur-
chase of new books, meet the young at preschools and the elderly at nursing 
homes with the help of bookmobiles, as well as offer readings and lectures by 
authors. These interactions enable the librarian to become a co-creator of value, 
and thus the emphasis on interactions is an important consequence of viewing 
the branding context for the municipality from the perspective of service-based 
logics. Furthermore, the “market” is replaced by the “residents,” because it is 
recognized that the recipient is not the market at large, but instead individual 
residents with unique needs.  

The development of service-based logics is paralleled by, and reflected in, 
the branding literature. The branding literature has shifted from an output orien-
tation to a process orientation, which is an important part of the service-based 
logics (Merz et al., 2009). There is also a shift away from product brands toward 
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corporate and service brands, in relation to which the stakeholders play a larger 
role (Leitch & Richardson, 2003). 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

 
Figure 2: The Branding Context seen in relation to Service-Based Logics  

 
Co-creation in the corporate branding process is highlighted as important, be-
cause it is believed to have clear benefits for the organisation. The impact of co-
creation participation on consumers is, however, less well-defined in the brand-
ing literature (Ind et al., 2013). In the service-based logics, co-creation is also 
highlighted; the starting point, however, is not the organisation but rather the 
consumer. Thus, the service-based logics put the customer in focus in a way that 
the branding literature does not. Merz and colleagues (2009) argued that the 
service-based logics and the branding literature can reinforce and inform each 
other. A service-dominant organisation philosophy constitutes a good foundation 
for building a strong municipality image and strong brand relationships with all 
of the municipality’s stakeholders. The service-based logics and the branding 
literature are, thus, not in conflict with each other; rather, the service-based 
logics’ emphasis on value-in-use offers a good foundation for creating a munici-
pality brand with which residents can have an intimate relationship. In the quest 
for a unique municipality brand, the ideas of the service-based logics help the 
municipality focus on the stakeholders. Creating a brand involves creating a 
profile, identity, and image (KL, 2008), and a service-based logics mindset helps 
the municipality put stakeholders’ value creation in focus in this branding pro-
cess. This can be an important counterpart to the focus on differentiation, which 
is evident in much of the municipality branding taking place today (Waeraas & 
Björnå, 2011). The link between the service-based logics and the branding litera-
ture supports the importance of the service-based logics for municipalities. Apart 
from being its own research field, it has been suggested that the service-based 
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logics be used as a foundation on which to build future branding research (Merz 
et al., 2009).  
 
Resident dominance and implications 
If the ideas of service-based logics are applied to the branding context for munic-
ipalities and research concerning residents, this would have several important 
theoretical implications. First, using service-based logics as a foundation would 
imply that value creation would be put in focus. Thus far, value creation has not 
been a major subject within, for example, place branding and municipal reputa-
tion management. 

Second, with service-based logics as a starting point, the place itself is not 
seen as having any value. Instead, resident value-in-use has been introduced as a 
new, relevant concept in studies on place success. The shift in focus from resi-
dent place satisfaction to resident value-in-use has strong symbolic meaning. The 
word satisfaction implies an outcome-oriented view of the branding context, 
whereas value-in-use implies a process-oriented view of the branding context. 
One consequence of changing from resident satisfaction to resident value-in-use 
is that the dominant unit of analysis ought to be changed from the place and the 
place features to the resident and his or her desires and needs. The main focus 
should be shifted from what the resident thinks about the offerings to what kinds 
of needings he/she possesses. Needings is a term introduced to denote what cus-
tomers want from their suppliers (Strandvik et al., 2012), and is useful in relation 
to service-based logics, because what customers want is central within the para-
digm. Furthermore, satisfaction has shown itself to be elusive to measurement, 
and it is highlighted that satisfaction responses are easily swayed by the broader 
public mood (Bouckaert & Van de Walle, 2003), which supports the shift away 
from residents’ place satisfaction to resident value-in-use.  

Third, given the strong emphasis on the user within service-based logics—
Heinonen and colleagues (2010) stressed that value is created in the resident’s 
personal sphere—it becomes interesting to get to know residents on a much 
deeper level. The resident sphere consists of a multitude of different services 
from the past and expected from the future as well as a number of personal activ-
ities and experiences going on simultaneously that together influence the value-
creation process (Heinonen et al., 2010). According to service-based logics, the 
municipality can contribute to residents’ value-creation process as a value facili-
tator that provides value propositions, for example, city embellishments, access 
to broadband, effective heating, or garbage collection. By understanding how 
residents create value in their own personal sphere, it becomes possible for place 
providers to offer better value propositions and to develop place offerings that 
better contribute to high value-in-use for residents. 

Fourth, the municipality can also contribute to residents’ value creation as a 
value co-creator if interactions with residents are established and prioritised. 
Interactions between the municipality and residents thus become an extremely 
important research topic. The emphasis on interactions, the number of interac-
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tions, and the broadness of interactions are all dimensions worthy of study 
(Bjurklo et al., 2009). 

Fifth, because municipal employees have a major influence on residents’ 
creation of value-in-use, employees need to be highlighted in discussions on 
attractive places. Studies on resident value-in-use need to include not only eval-
uations of value propositions, but also evaluations of employees’ competencies 
and attitudes. Recruitment of employees who have the potential to be active 
participants in residents’ creation of value-in-use and internal marketing also 
become important research topics as a result of viewing the branding context 
from a service-based logics perspective. 

With the ideas from service-based logics come important methodological 
implications, because it is no longer interesting to understand only what resi-
dents think about their place but also to understand how they create value from 
the place. The provider perspective should be complemented by a resident per-
spective if we are to obtain a more complete picture of the success of the place 
as well as valuable input concerning how to improve, so that residents can create 
more value from the place. Furthermore, quantitative studies should be comple-
mented with qualitative studies, which have been rare to date. Because every 
resident is unique and because the value creation process is complex and in-
volves many different aspects, it may be difficult to capture all aspects in a quan-
titative study. Quantitative studies can still be interesting and provide a shallow 
explanation of the situation, but to truly explain the phenomena, they ought to be 
complemented with qualitative studies. 

For a place provider such as a municipality, the ideas presented in the pre-
sent paper also have important implications. A municipality should not focus on 
designing a nice “product”—that is, a place that can be marketed to the general 
public. Emphasis should instead be placed on branding with residents rather than 
marketing to residents (Bjurklo, 2009). If more service-based logics are applied, 
the focus will shift to how different stakeholders should be supported in creating 
value-in-use for themselves in the place context. According to the service-based 
logics, a playground—no matter how pedagogical and modern—has no value in 
itself. Value emerges when children play at the playground and the child 
achieves his/her own hierarchical goals (MacDonald et al., 2011), for example, 
self-development. This interpretation of the branding context has several conse-
quences for how the place should be managed and handled by a municipality. 

First, because the stakeholders differ, their needings (Strandvik et al., 2012) 
from the place will differ. This means that the municipality has to develop its 
customer focus and to work more seriously with segmentation within target 
groups, such as residents. It has previously been stressed that because public 
organisations have a responsibility for serving the entire population, they cannot 
rely on one single, overarching organisational identity but must be able to match 
the diversity of the market (Waeraas, 2008). Even if the recipients of the place, 
according to the service-based logics, are a wide variety of residents with unique 
desires and needs, this does not mean that it is not meaningful to try to identify 
stereotypes among the residents. Moving from one large segment—“the resi-

117



Lisa Källström 

 
 
 

90 
 

dents”—to a portfolio containing different kinds of residents could be a manage-
able and important step. One critique of the service-based logics is that the ideas 
are difficult to apply in practice; segmentation, however, is a way to transform 
the philosophy of the logics into manageable actions. 

Second, because it is residents who create value, it is interesting to get to 
know them on a deeper level. Many municipalities today use quantitative studies 
to get a picture of what their residents, on the whole, think about the place, but 
more in-depth qualitative studies should be conducted as a complement. This 
would provide insights into how some residents use the place to create value for 
themselves, which would help in understanding what a value-creation process 
can look like, which in turn would be valuable knowledge for the municipality. 

Third, because value from the place is created in the personal sphere of the 
resident and this sphere consists also of past and future services as well as many 
other experiences and activities, it is important that the municipality make resi-
dent value-in-use a general issue that is dealt with at the top management level. 
It is not only the separate services offered in a place that matter, but also how 
these services interact with one another. This implies that resident value-in-use 
cannot be an issue for only specific departments in a municipality, but must also 
be dealt with on a principal level. 

Finally, the municipality can facilitate value for its residents in two basic 
ways. Value propositions, such as exhibitions, parks, and broadband access, can 
be offered, and value can be co-created in interactions with residents. In order to 
offer good value propositions, it is important that the municipality work with 
continuous development and in close contact with residents. Contact—that is, 
interaction—is also a prerequisite for the municipality becoming a co-creator of 
value. Many municipal employees have contact with residents on a daily basis in 
schools, nursing homes, and preschools. This contact must be treasured and 
thought of as interaction so that co-creation of value can be maximised. Internal 
marketing can be a tool for making everyone in the organization a part-time 
marketer (Gummesson, 1991), so that employees who deliver value propositions 
and who interact with residents can do this in the best way possible. Technology 
and the use of digital communication can be a crucial tool for establishing and 
maintaining interactions between the municipality and residents. Digital com-
munication enables municipalities to be available at all times and it opens the 
door to new ways of creating interactions, for example, through chat rooms and 
forums. It is also important that municipality officials, who have overall respon-
sibility for the municipality, get to know their residents, so that residents’ inter-
ests are taken into account when officials make decisions. This can be done 
through good internal communication, where experiences and knowledge from 
administrations are transferred within the municipality organisation. Municipal 
officials can also use the municipality’s operations to meet residents directly at 
schools, libraries, or nursing homes. It is important that the municipality meet 
residents on their own terms and in their own reality. If the municipality can 
manage to be part of a resident’s world, it can also directly influence value crea-
tion.  
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Conclusion 
The aim of the present paper was to rethink the branding context for a munici-
pality in order to increase our understanding of the context so that branding 
efforts can be directed more effectively. When the ideas from the service-based 
logics (e.g., Vargo & Lusch, 2004; Grönroos, 2006, Heinonen et al., 2010) are 
applied, new light is shed on the situation. Service-based logics put value crea-
tion (e.g., Grönroos 2006; 2008) and, consequently, the resident (Heinonen et al., 
2010) in focus and thus change the point of departure of analyses of the attrac-
tiveness of a place or a municipality. What is most important is neither the place 
itself nor the place providers. Instead, it is the residents and the value creation 
taking place in their personal spheres that are most important. Table 1 shows the 
main implications of the different paradigms when applied to the branding con-
text for a municipality.  
 
Table 1: Product-oriented paradigm vs. service-based logics 

 Product-oriented para-
digm 

Service based logics  

Dominant unit of anal-
ysis  

The municipality and 
place features 

Residents 

Place success concept Outcome: place satis-
faction 

Output: resident 
value-in-use  

Municipality’s role Value creator Value facilitator 

 
A municipality that designs its branding efforts according to the beliefs of the 
service-based logics puts the stakeholder, in the present example the resident, 
more in focus. Branding would then be concerned with understanding and con-
tributing to residents’ value creation, creating interactions and opportunities for 
co-creation and with internal marketing to make all employees part-time market-
ers. How to promote and sell the place and place attributes would no longer be 
given priority. Such a change in branding strategy is likely to have positive con-
sequences also for municipal reputation, which deals with beliefs about the mu-
nicipality’s capacities and intentions (Carpenter & Krause, 2012). 

In place branding research, for example, it has been recognized lately that 
the perception of a place can differ significantly across target groups owing to 
their different perspectives and interests. It has been stressed that instead of 
reducing multiplicity and focusing on a single, predefined organisational identi-
ty, public organizations would gain from emphasising the diversity of their iden-
tities and values (Waeraas, 2008). The current academic discussion shows short-
comings when it comes to taking into account different target groups’ perspec-
tives and interests (Braun et al., 2013; Zenker, 2011; Zenker, 2009). Service-
based logics can offer a theoretical foundation for research within the municipal-
ity branding context, which will move place branding research, as well as munic-
ipality branding, in a new, more customer-oriented direction.  
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Abstract
Purpose – The purpose of this paper is to explore the role of the municipality in the place marketing
context and to describe how municipalities work on making their place good to live in. The study rests
on abductive reasoning whereby service-based logic forms the study and offers a theoretical framework
for how to approach the phenomena.
Design/methodology/approach – A qualitative study in the form of 20 semi-structured interviews with
leading elected officials and civil servants is used to let us understand how two typical municipalities in
southern Sweden work on making their municipality a good place for their residents to live in. Content
analysis is used to analyze the data.
Findings – The study reveals how municipalities work on creating opportunities for interactions
between themselves and their residents, as well as offers insight into what value propositions the
municipalities believe they offer their residents. The current study shows that the geographical location
and the natural environment, basic and essential services, accommodations, urban quality, recreation
and leisure and ambience constitute important dimensions in the place offering.
Originality/value – Service-based logic is used as a backdrop to facilitate the analysis in this study,
which emphasizes value propositions offered by the municipality and interactions between the
municipality and its residents, which increase our understanding of how municipalities work on making
their place good to live in. The service-based logic help shed new light on the place marketing context
and allows us to understand the context in a new way.

Keywords Residents, Interaction, Municipality, Place marketing, Value propositions,
Service-based logic

Paper type Research paper

Introduction

Background

Increased global connectivity and mobility of both humans and capital have created a
competitive environment for cities and regions. Places have to be attractive for a multitude
of different stakeholders, for example tourists and residents, to be able to prosper and grow
and to attract enough resources to achieve their developmental goals (Kavaratzis and
Ashworth, 2008; Insch and Florek, 2010). At the same time, as competition between places
has intensified, the fields of place marketing and place branding have experienced a rapid
rise in popularity over the past decade (Caldwell and Freire, 2004; Niedomysl and
Jonasson, 2012), and so have areas such as municipal marketing, destination marketing
and urban governance.

It is necessary to be an attractive region and city today, and branding can be a tool in both
achieving and communicating this. It is important to emphasize that branding should not be
about telling the world that the place is good but rather about making the place good and
letting the world know it (Kavaratzis, 2010). Branding should not merely be about intentional
communication of a favorable image, but a useful basis for strategic thinking when it comes
to place development. If a place is serious about enhancing its image, it is necessary to
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focus on a place’s equivalents of “product development” and thus on building a place that
stakeholders find good, so that a powerful brand image for the place can be created and
the place will earn a good reputation (Anholt, 2010). To develop the place into one that is
good for tourists to visit, for residents to live in and for businesses to operate in can thus be
seen as primary goals for municipalities and place marketers (Zenker et al., 2013). How to
define and measure a good place does, however, need further analysis.

Urban governance is a complex theoretical construct which can be defined as “[. . .] more
or less institutionalized working arrangements that shape productive and corrective
capacities in dealing with – urban- steering issues involving multiple governmental and
nongovernmental actors” (Hendriks, 2014, p. 3). The change in focus from government to
governance might have downplayed the local government’s role; however, there is still a
substantial role for local governments to play within the context of urban governance
(Hendriks, 2014). Governance can take the form of “networks”, “markets” and
“hierarchies”. These three basic modalities occur in various blend in existing urban
governance models. Government and hierarchy might be downplayed; however, they
cannot be taken away altogether (Stoker, 2011). To study the local government’s role in
creating an attractive place is thus still highly relevant, especially if it can be combined with
the governance forms of networks and markets.

Service-based logic (Grönroos, 2006; Vargo and Lusch, 2004) has been suggested as the
new dominant paradigm for marketing. The logic emphasizes value creation and the user’s
role in the marketing context. In the quest for a unique and effective place brand,
service-based logic can offer a theoretical foundation that focuses on what stakeholders
find good (Merz et al., 2009). The service-based logic’s view of the marketing setting fits
very well with a network approach toward urban governance. Warnaby (2009) explicitly
suggests that place marketing researchers would benefit from looking at service-based
logic for inspiration to develop the field because such logic would help shed light on what
is truly important for successful place brand management. To use the service-based logic
as a theoretical foundation in this study is also in line with one of the main tracks within
urban governance, which stress the ordinary residents and the need to include them as
much as possible (Swyngedouw, 2005).

Purpose

The present paper argues that the municipality is an important place provider, and that a
key goal for municipalities is to create a place that is good for residents to live in. If
residents find the place good, it lays the foundation for creating a powerful place brand
image (Anholt, 2010). Tourists constitute another important stakeholder group, and tourists
and residents are interconnected. Tourists interact with locals, and satisfied and happy
residents can have a positive impact also on the place’s destination brand. The purpose of
this paper is to explore the role of the municipality in the place marketing context and to
describe how municipalities work on making their place good to live in. This will be
achieved by using service-based logic as a theoretical frame of reference.

Literature review

Background

To facilitate the analysis of how municipalities work on making their place good for their
residents to live in, service-based logic is used as a theoretical frame of reference. The
place context and the place entity are multifaceted and very complex phenomena
(Warnaby, 2009; Warnaby and Medway, 2013), as the result of which the essence of place
marketing still constitutes an important research field (Anholt, 2010; Hanna and Rowley,
2012). It is not self-evident what constitutes a good place to live in or how this should be
analyzed. Warnaby (2009) has suggested that place marketing researchers would benefit
from looking at service-based logic (Grönroos, 2006; Vargo and Lusch, 2004) for
inspiration to develop the field because it would help shed light on what is really important
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for successful place brand management. It has also been suggested that branding, a
dominant field within both place and destination marketing, can gain from using the ideas
of service-based logic because these ideas would further the understanding of brands and
branding (Merz et al., 2009). Service-based logic and the branding literature can reinforce
and inform each other, as service-dominant organizational philosophy constitutes a good
foundation for building a strong municipal image and strong brand relationships with all of
the municipality’s stakeholders. Using service-based logic as a starting point helps us to
problematize and understand what ought to be analyzed to answer the question
concerning how municipalities contribute to creating a good place for residents to live in.

Before introducing service-based logics, a short overview will be given on current place
marketing research concerning municipalities and how they create a good place to live.
Much of current research is founded on ideas from the product-oriented paradigm which
leads to that current place marketing research is provider-dominant to a large degree, and
thus the municipality is in focus. The place is treated as a product, and the focus is on
evaluating place features. The recipients of the place are treated, more or less, as one
market. The municipality, as a place provider, should contribute with high-quality place
attributes which the residents desire. When, for example, place satisfaction is studied, it is
often measured by a number of dimensions. The dimensions are seen as representing the
place product, and thus the dimensions and connected items can be seen as the place
attributes. What these place attributes are varies somewhat from study to study.
Dimensions in the frequently used Aspects of City Life index (Insch and Florek, 2010) are
work/life balance; personal and public safety; the natural environment; the city’s community
assets; cultural, arts and creative scene; city’s vibrancy and energy; openness of residents
to new people, ideas and diversity; sports grounds and facilities; location relative to other
destinations and accessibility to other cities; and efficient public transportation. Zenker
et al. (2013) have created another popular index, Citizen Satisfaction Index, which includes
three major dimensions, namely, urbanity and diversity, nature and recreation and job
opportunities.

Introducing service-based logic as a backdrop to increase the understanding of place
marketing context

Service-based logic is a current stream in the relationship paradigm that has developed
since the early 1980s (Grönroos, 1982). Service-based logic can be divided into the
service-dominant logic advocated by Vargo and Lusch (2004), the service logic for which
Grönroos (Grönroos, 2006) is the main spokesman, and the rather new customer-dominant
logic introduced by Heinonen et al. (2010). Service-based logic has won widespread
recognition through contributions such as Vargo and Lusch’s article of 2004, “Evolving to
a new dominant logic for marketing”, which has been cited more than 4,600 times and has
changed the way many marketing researchers view the marketing context. For present
purposes, these three streams are not distinguished, and the term used is service-based
logic, which incorporates all three streams of research. Ultimately, service-based logic is
seen as an attempt to provide a foundation for a general theory of marketing (Vargo and
Lusch, 2008). Thus, it has also been suggested to be of relevance to place marketing
(Warnaby, 2009), which is otherwise often seen as a unique field that bears few similarities
to traditional marketing.

Service-based logic is grounded on many of the same beliefs that the general relationship
paradigm is grounded on, and they rest, for example, on the beliefs of market orientation,
relationship marketing and service dominance. There is a strong belief in the relationship
between user and provider in which both are active. One of the cornerstones of
service-based logic is that value, in terms of which the customer is or feels better off than
before (Grönroos, 2008), is created by the user when s(he) actually uses the goods or
services. The term value-in-use is used to describe this phenomenon (Grönroos, 2008;
Grönroos and Voima, 2013; Vargo and Lusch, 2004, 2008 to mention some). The emphasis
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on value-in-use constitutes a large and important difference from the product-oriented
paradigm, which sees the provider and product as value creators.

As the user, according to service-based logic, is the only one who can create value,
emphasis should be put on the user. An exclusive focus on the service or service provider
is not relevant; rather the provider should be studied in the light of what it can offer its users
with a focus on provider–user interaction. It is argued that both the marketing mix paradigm
and the general relationship paradigm are too production-focused and thus emphasize the
service provider (Heinonen et al., 2010). Service-based logic is introduced as an alternative
to this provider-dominant logic, putting the user, in this case the resident, in focus.

Municipality’s role in creating a good place to live

Service-based logic refocuses from the municipality and what it offers to residents and how
they create value in the place context. As value-in-use in a place context means that neither
the place itself nor the municipality as a place provider can create value and the resident
is responsible for value creation, provider dominance in the analysis ought to be replaced
by resident dominance.

With service-based logic as a backdrop, the municipality should primarily assume the role
as a value facilitator for residents and support their value creation process in the best way
possible (Grönroos, 2008; Grönroos and Voima, 2013; Heinonen et al., 2010; Vargo and
Lusch, 2004, 2008). As a value facilitator, the municipality can offer value propositions that
facilitate a resident’s value creation. Value propositions can be parks, exhibitions,
playgrounds, trails, outdoor gyms, beaches and much more. The better the propositions,
the more value-in-use the resident can create for herself/himself. The task of the various
providers of the place is thus to offer good value propositions that residents desire.

Value can sometimes also be co-created by the provider and the user. Interactions must
then be established between the municipality and the resident. Interaction is seen as a
mutual measure whereby two or more parties have an effect on each other. As value
creating capability belongs to the user, interaction is a necessity for the provider to be able
to co-create value (Grönroos and Ravald, 2011). When the resident and municipality meet,
the municipality can participate in the resident’s value-generating processes and directly
influence these processes. Applying a service-based perspective opens the door and
encourages the municipality to create opportunities to develop interactions with its
residents during their value-generating processes (Grönroos, 2008).

Current research on a good place to live tends to focus on place attributes such as the
natural environment and the creative scene (Insch and Florek, 2010) or nature and
recreation and job opportunities (Zenker et al., 2013). Service-based logic changes the
focus of the analysis from the place attributes that the municipality provides to how the
municipality works toward assisting its residents in their value creation. Figure 1 shows how
the municipality can contribute to a resident’s creation of value-in-use. The municipality is
responsible for the production process and, in the municipality sphere, it produces
resources and processes for use by its residents. By providing value propositions, with the
potential to become value-in-use, the municipality can be characterized as a value
facilitator. If interactions with a resident are established in the joint sphere, the municipality
may have the opportunity to participate in the resident’s value creation process and
assume the role of value co-creator. The emphasis on interactions, as well as the number
and broadness of the interactions, is critical for value co-creation to occur (Bjurklo et al.,
2009). The role of the resident in the joint sphere is twofold: the resident is a co-producer
of resources and processes with the municipality, as well as creator of value-in-use jointly
with the municipality. In the resident sphere, which is closed to the provider, the resident
creates value-in-use independently of the provider (Grönroos and Voima, 2013). Every
resident has her/his own sphere in which value creation takes place, which is indicated in
the figure by the inclusion of more than one resident’s sphere.
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Methodology

The purpose of the paper is to explore the role of the municipality in the place marketing
context and to describe how municipalities work on making their place good to live in. This
is achieved through studying and describing typical cases: Hässleholm Municipality and
Kristianstad Municipality in southern Sweden. The purpose of typical case selection is that
they can illustrate or highlight what is typical, normal and average (Patton, 2002). The
municipalities in this study offer an interesting empirical setting and are typical cases, as
both have articulated growth and satisfied residents as goals for their municipalities, just as
many others of the Swedish municipalities. Hässleholm and Kristianstad can be described
as typical cases also when it comes to how satisfied their residents are. Fokus’ (2014)
examination of the municipalities in Sweden put Hässleholm in Place 83 and Kristianstad in
Place 46 of 290 municipalities. In a similar examination of municipalities in 2013,
Hässleholm ranked 165 and Kristianstad ranked 194 of 290 municipalities (Fokus, 2014).
The municipalities have together 130,000 inhabitants, and both municipalities experience
slow but steady growth.

The study rests on abductive reasoning whereby service-based logic forms the study and
offers a theoretical framework for how to approach the phenomena. The research design
and the analysis of the data are inspired by qualitative researchers Miles and Huberman
(1994). The aim of the study is to account for events and to look for structures and patterns
that can describe how municipalities work with making their place a good place to live. The
research can be described as reality-oriented qualitative inquiry, as the aim is to describe
and explain phenomena as accurately as possible so that the description and explanation
correspond as closely as possible to the way the world is and actually operates (Patton,
2002). The perspective influences the research design of the study as well as the approach
to the analysis of the data.

Data collection

The study is based on interviews conducted at the municipal organization in Hässleholm
and Kristianstad. The first interview in each municipality was based on purposive selection
and resulted in interviews with municipal directors. The director is the highest official in the
municipality and manages the municipality’s services. After the first interview, a snowball
technique was used. New interviews were arranged with recommended people as long as
each new interview contributed significantly to the understanding of the case (Patton,
2002). The case selection technique resulted in 20 interviews. The field-generated data
were collected with the help of semi-structured interviews. The interviews took place in the
interviewee’s office and was conducted during a period of five months. Each interview
lasted between 45 to 70 min and the interviews were recorded. The interviews were

Figure 1 Municipality’s role in a resident’s value creation
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supplemented by found data, such as annual reports, public documents and information
found on the municipality’s web site, to ensure in-depth understanding of the study subject.

Analysis of data

The analysis of the data can best be described as content analysis, which refers to
qualitative data reduction and sense-making efforts that attempt to identify core
consistencies and meanings (Patton, 2002). The goal is to reveal themes, and the
approach can also be referred to as theme analysis.

Miles and Huberman (1994) developed a four-step framework for analyzing qualitative data
which have inspired us in the analysis of our data. The analysis of our data thus followed
four steps. First, data were collected. Second, the data were organized and reduced in the
data reduction step. The predetermined research purpose and the theoretical framework
guided this process and helped us to decide what should be emphasized, minimized and
eliminated from further study. The objective was to reduce the data without eliminating
anything that was relevant to the study. Practically, the data reduction took place when the
interviews were transcribed. Only data which dealt with the key elements of the study, value
propositions and interactions with residents were transcribed which resulted in roughly 70
pages of transcribed material. The original audio files were archived for future reference.

Third, focus was turned to data display where the data were organized in a way that
facilitated drawing conclusions. In this process, a priori (Smith, 2000) coding categories
were used; thus, categories were specified before the material was examined. The
categories were derived from the service-based logics and the overarching dimensions
were set to value propositions and interactions with residents. When the reduced data from
the interviews were analyzed, 174 offers of value propositions were identified. In a first step
to display the data, the value propositions were grouped which resulted in 41 unique value
propositions. Concerning interactions with the residents, 57 relevant quotes were first
identified, which in the first step were reduced to 26 unique statements or arguments.
Themes, or coding dimensions, were then extracted from these data using an empirical
approach, inductive in its nature. The approach was suitable to use, as the purpose is to
reach a summary description of the municipality’s view of their role in creating a good place
to live. The process was conducted by two researchers independently. The result was
compared and the few differences discussed until a consensus concerning the most
appropriate themes could be reached. Ideas that were municipality specific or mentioned
by only one participant were not included. Fourth, conclusions were dawned which
involved deciding what the identified themes meant and how they helped to answer the
research purpose and questions.

Findings

Value propositions

Service-based logic is used as theoretical framework in this paper to facilitate analysis and
description of how municipalities work on making their place good to live in. This implies
that the municipality as a place provider cannot create value for a resident. Instead, value
propositions, of which the resident can create value for herself/himself, should be offered
(Grönroos, 2008; Vargo and Lusch, 2004, 2008). In annual municipal reports, key value
propositions are highlighted. Hässleholm Municipality and Kristianstad Municipality
emphasize that they should offer services, including education, childcare and elderly care,
of high quality. They also stress the physical environment including parks and gardens.
Culture in the form of libraries, events, performances and culture in schools, as well as
school projects, education and care, is also emphasized (Hässleholm Municipality, 2013;
Kristianstad Municipality, 2013).

In the empirical study, a variety of value propositions were set forth. The value propositions
are offerings that representatives of the municipality believe that the place offers residents
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and that they see as propositions from which residents ought to be able to create value.
Table I lists the major themes that emerged from the interviews with the representatives of
the municipalities. The value propositions were grouped into six dimensions, or themes,
and each dimension captured an important group of value propositions. The six
dimensions were geographical location and the natural environment, basic and essential
services, accommodations, urban quality, recreation and leisure and ambience. The table

Table I Summary of value propositions that the municipality believe they offer the
residents

Geographical location and the
natural environment (17/20)

Closeness to metropolitans and city pulse (10)
Illustrative example: “The closeness to large
metropolitans such as Malmö and Copenhagen
has a clear value for our residents. Personally, I
also see us as Copenhagen’s green
neighborhood, or green lung“
The municipality’s geographical appearance (9)
Illustrative example: “The municipality’s
appearance is important. That there is a city, but
also townships and a countryside within the
municipality’s borders. This variation is important.
That we have both a countryside and a city”
Nature and natural geographical diversity (8)
Access to seaside and beaches (7)
Unique natural environment (for example, wetland
area) (6)

Basic and essential services (19/20) In general high-quality basic services (5)
Education (16)
Health care and elderly care (3)
Highways, public transportation, airports, etc. (10)

Accommodations (6/20) Access to a wide variety of accommodations (4)
Illustrative example: “I believe that it is important
that we can offer different kinds of
accommodations within the municipality’s borders.
You can live in the countryside or in the city, in
apartments or in houses“
Affordable accommodations (3)

Urban quality (15/20) Access to city life (12)
Illustrative example: “That the municipality has a
city is vital, not only for the people living in the city
but also for the people living in the countryside”
The city’s physical appearance and unique
attributes (for example closeness to nature and
attractions) (8)
Commercial offerings and shopping (10)

Recreation and leisure (16/20) Wide range of culture (8)
Activities, sports and recreation groups (6)
Points of interests such as museums, concert halls
and heritage sites (4)
Parks and access to nature (9)

Ambience (11/20) Renewal and change (6)
Illustrative example: “The place is not finished,
changes occur here. That the city continues to
change and develop is important and
development projects are in themselves important
since they create a certain ambience and renew
the image of place”
Safety, security and comfort (2)
Pride (8)
Illustrative example: “It is important to have things
that can bring us together and create a sense of
pride. It can be a successful handball team, a
large scout camp or a large exhibit. It is important
that we can offer unique things that stand out and
can make our residents proud of their place”
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also shows the more specific items, or value propositions, belonging to each dimension.
The numbers in brackets indicate how many of the 20 people interviewed mentioned the
dimension and item.

Around half of the representatives of the municipalities we interviewed for this study also
stressed that it is important not only to focus on separate value propositions, but also to try
to see the larger picture. The entirety, as well as how the various value propositions interact
and work together, is regarded as just as important as the separate offerings. For example,
a head of city planning said:

I believe that you as a resident think beyond the drainpipes. It is the combination. Not every part
on its own is important. You want to have everything in your life. You don’t just want to live and
have a nice house. It is the connections that are the most interesting part. You need to pick up
children from daycare, go grocery shopping, go to the park, etc. To look at the quality of the
separate offerings measures one aspect but you also need to look at the combination. How
everything fits together.

Apart from the fact that the offerings should interact with each other, several interviewees
also emphasized that the range of the value propositions is important. In the words of an
elected official:

We cannot put all our eggs in one basket. Imagine that the place is a flower. The flower has
many petals and the place also needs to have many petals. We need to have shopping, nature,
a strong handball team that offers entertainment and that makes us proud, a university [. . .]. Our
place should be a flower with many petals.

Interactions

According to service-based logic, value-in-use is something that the user, in this context
the resident, creates for herself/himself. The municipality, in terms of being a place
provider, can co-create value together with a resident if interactions are established
between the resident and the municipality (Grönroos and Ravald, 2011). Thus, interactions
become very important for the municipality, as they pave the way for getting to know the
residents so that better value propositions can be offered, as well as for meetings at which
the municipality and residents together can create value for residents. Both Hässleholm
Municipality and Kristianstad Municipality emphasize in their annual reports and in their
strategic goals that it should be easy to have contact with the municipality and that contact
between residents, elected officials and civil servants should be close and smooth.

A majority of the interviewees emphasize that the municipality is there for its residents, and
there seems to be general agreement that it is important to have a dialog with residents and
be inclusive and interact with people. Several representatives of the municipalities mention,
however, that the current interaction and resident dialog has room for improvement. One
prominent municipal official says that:

We do have dialog, but we could definitely have dialog with more residents and interact with a
wider variety of residents.

The interviews reveal how the representatives of the municipalities meet and interact with
their residents. Several forms of interactions were mentioned and will be briefly introduced.
Rallies and meetings with open invitations are used when the purpose is to make sure that
everyone feels included. The number of participants at open meetings tends to vary. In
general, it is difficult to attract residents to this type of meeting unless the issue is something
that strongly affects the residents. Targeted invitations to focus groups and dialog meetings
are used as a way to reach both all residents and specific groups. These meetings have a
much higher level of participation. The meetings can take place both at municipal and
neighborhood facilities.

Other forms of interactions are township meetings, which are held in the townships around
the main city of the municipality. At the meetings, to which everyone in the township is
invited, questions and concerns of the residents are addressed. The municipalities also
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have various kinds of councils, for example disability councils and senior councils, where
the municipality can meet specific groups of residents.

Another form of interaction, where the purpose is to reach out to as many residents as
possible, is when representatives from the municipality put up canopies or stalls in public
places. A head of city planning uses this form of interaction from time to time and explains:

We put up a canopy close to a grocery store or other meeting point. In this way we can be in
direct contact with many different kinds of residents. My experience is that all kinds of people
come and talk to us, even children and teenagers whom it is normally difficult to attract to open
meetings. We have very interesting discussions, in close contact with residents.

Other times, the municipalities use existing networks, for example communities and athletic
clubs, often in the nonprofit sector, to make contact with residents. To meet residents in this
kind of situation is a way to meet residents on their own terms, which was stressed by
several interviewees as an effective way to interact with residents.

The municipalities also use various kinds of surveys to get to know their residents. The
interaction is limited, but the surveys can still give the municipality input that they can use
in their services and in future contact with residents. Officials emphasize that they have
digital contact with their residents in the form of e-mail, the web site and social media. This
contact can be initiated by either the municipality or a resident. Citizen and service centers
are services that have interaction with residents as their primary task. A citizen center can
be compared to a customer service department, a place to which residents can turn to get
answers to their questions.

A very important, and common, form of interaction is the daily interaction that takes place
in municipal services at schools, nursing homes and cultural facilities such as libraries.
Several interviewees, both elected officials and civil servants, refer to daily services and
people working at these services when it comes to resident dialog. Another argument for
not personally having daily contact with residents is that elected officials are the residents
and that the residents are represented by them. As a municipal official puts it:

Since we have elections every four years at which all residents over 18 have the right to vote,
residents decide who should run the municipality and in that way the governance of the
municipality depends on what residents want and their opinions. Officials are elected as
representatives of the residents. And in that way we have good contact with residents.

To see elected officials as residents was however criticized by some of the interviewees,
who claimed that this viewpoint tends to lead to weak resident dialog and that the
municipality needs to meet all sorts of residents and not merely refer to elected officials as
a source of resident support.

The spontaneous meeting is mentioned by half of the interviewees as a common, and
effective, way to interact with residents. It is stressed that it is an advantage if you live in the
municipality and/or participate in a lot of social events where you meet many people.
Leading elected officials and civil servants also mention that they are known faces and
local celebrities, which facilitates spontaneous interaction with residents. A leading elected
official explains:

I like the meeting. When I go outside the town hall, it should take an hour to cross the square.
It should be interesting to stop and talk. I want that kind of dialog with the people living here and
with local entrepreneurs and business owners. I like when people are both happy and
disappointed and unhappy. It gives me a mission, I need to do something as an elected official.

Figure 2 offers an overview of how the municipalities work on creating interactions with
their residents. Residents are a large and heterogeneous group of individuals. The
municipality consists of elected officials, civil servants working at the various offices
and a large group of municipal employees who are working at municipal services such
as nursing homes, preschools, libraries and schools. The three groups of
representatives of the municipality interact with the residents in different ways, which is
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portrayed in the middle of the figure. A special kind of interaction is the democratic
system, which means that the officials are elected to represent the residents,
symbolized by the arrow in the figure.

To conclude, the municipality interacts with its residents in a variety of ways. Some ways
are formal while other are informal. Many times residents take the initiative for interaction,
but other times the municipality reaches out to residents. The interactions are more often
unsystematic than systematic, and it was emphasized by several of the interviewees that
the interactions could be better documented, and the insights and knowledge gained could
be taken care of in a more systematic way by the organization.

Conclusions

In this study, the service-based logic is used as a theoretical framework to explore the role
of the municipality and to describe how municipalities work on making their place good to
live in. With the service-based logic as a foundation focus is turned toward the municipality
as a value facilitator, who provides value propositions with the potential to become
value-in-use, but also toward interactions. If interactions with a resident can be established,
the municipality may have the opportunity to participate in the resident’s vale creation
process and thus assume the role of value co-creator (Grönroos, 2008; Grönroos and
Voima, 2013; Vargo and Lusch, 2004). With the research model (Figure 1) as a starting
point, the study reveals a number of value propositions which the municipality believe they
offer their residents as well as give a picture of the joint sphere where interactions are
created between the municipality and the residents.

The service-based logic tell us to include both value propositions and interactions, more
traditionally thought of as resident dialog or citizen participation, in the study. To see
resident dialog, i.e. interactions, as a way to create a good place to live is a meaningful way
to approach the topic, also for practitioners. There seem to be a consensus within the
municipalities concerning that resident dialog is important; however, there seem to be
lacking agreement concerning why the dialog is important. According to the service-based
logic, interaction, and resident dialog, is important because it is the only way for
municipalities to be able to be a part of the residents’ value creation. This study shows that
service-base logic successfully can be applied to a place setting, and that it can help to
reveal issues which would otherwise not have been noticed.

Figure 2 Interactions between the municipality and residents
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Interactions

The study reveals a myriad of interactions. The complexity of the situation is what stands
out the most. Although the service-based logic emphasizes interactions (Heinonen et
al., 2010), the great variety concerning, for example, the initiator of the meeting, the
form, the length and the depth of the interaction is still surprising. Complexity plays a
large role also within urban governance where different forms of governance, i.e.
“markets”, “networks” and “hierarchies”, occur in various blends (Hendriks, 2014). The
complexity of the interactions needs to be considered and managed in a systematic
and constructive way.

A part from revealing the complexity of the interactions, additional conclusions and
implications concerning interactions can be drawn from the study. First, the lack of
systematic segmentation of the residents makes the interactions less efficient and effective.
The research model stresses that every resident is unique with a personal sphere in which
(s)he creates value which makes it important for the municipality to get to know, and
interact with, as many residents as possible (Heinonen et al., 2010). Due to the large
number of residents, it is however necessary for the municipality to work on segmentation
and identify various groups of residents with similar needs and personal spheres. The
municipalities in the present case have not done any systematic segmentation of their
residents. Many forms of interaction are directed at the entire group of residents: for
example, rallies, township meetings, stalls in public places and citizen centers. An
advantage of targeting everyone is that no one will feel excluded. However, the risk is that
no one will feel included either. The study shows that the municipalities experience difficulty
in getting their residents involved at open meetings, etc. The study also shows that open
invitations tend to attract a certain kind of resident while missing other groups.
Municipalities would benefit from working more systematically on segmentation, making
sure that all kinds of residents are included in a segment. This would give the municipality
a greater opportunity to influence value creation by all residents, both in interaction and by
offering value propositions that residents want.

Second, the study also shows that much of the interaction is due to the resident having
approached and sought contact with the municipality – for example, through the citizen
center or by approaching elected officials and civil servants and creating spontaneous
interaction. A spontaneous meeting is a very important supplement to more formal
interaction. The citizen center, which has interaction with residents as its primary task, does
not currently have any outreach activities. To make sure that the municipality supports and
works for all of its residents, not only active residents, the citizen center could be given the
responsibility of working on segmentation of residents and actively reaching out to
residents as a supplement to its current customer service-oriented tasks.

Third, many of the more profound interactions between the municipality and its residents
seem to take place at daily services, such as schools and assisted living facilities. This is
a very important form of interaction by which the municipality is given the opportunity to
co-create value together with its residents. It is important that this daily contact be seen as
interaction and given high priority, and that employees of schools, etc., are trained in the
importance of a personal meeting. It is also important that the knowledge and
understanding created at daily services be taken care of in a systematic and effective
way so that the information can be shared and used in other parts of the municipal
organization. The municipal organization is a complex and large network consisting of
elected officials and civil servants working at various offices, as well as a large number
of municipal employees at the various services. The various groups of people in the
organization experience very different opportunities when it comes to interacting with
residents. Knowledge sharing within the organization is thus central, especially as the
study shows that many deep interactions with residents take place far from the centers
of power.
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Value propositions

Apart from exploring how a municipality interacts with its residents, the current paper offers
insight into what value propositions the municipalities believe they offer their residents. The
current study shows that the geographical location and the natural environment, basic and
essential services, accommodations, urban quality, recreation and leisure and ambience
constitute important dimensions in the place offering. There are similarities between what
is emphasized as important by the interviewees in the current study and the two most
frequently used and citied indices of resident place satisfaction (Insch and Florek, 2010;
Zenker et al., 2013). For example, recreation and leisure and natural environment are parts
of both the current study and established scales. The indices focus, however, on evaluating
cities rather than municipalities, and thus neglect aspects that are stressed as important in
the current study. A typical Swedish municipality has residents in a city, in townships and
in the countryside that seem to influence what value propositions are emphasized as being
important. In this case, the municipality’s geographical location and access to city life are
seen as important value propositions, while they are neglected, or assumed, in the
established indices.

The study also shows that the municipalities believe that the larger picture and the
complete offering of value propositions are just as important as the quality of individual
value propositions. It is also emphasized that the range of the value propositions is
important. This view of what ought to be offered to residents fits well with service-based
logic, as this theoretical framework emphasizes that value propositions have no usefulness
on their own (Grönroos, 2008; Heinonen et al., 2010). Value is created by a resident when
(s)he uses the propositions, which implies that the combination of propositions and how
they fit together is crucial for a resident to be able to create any real value out of them. In
studies concerning how residents perceive their place, this overarching perspective is
important and must thus be included in these kind of studies.

As a final note, to study how value is created in a place setting by combining what is
offered, i.e. value propositions, with how dialog and interactions are used, would offer an
interesting perspective also in, for example, a destination and tourist setting. Issues such
as the complexity of interactions, the strong need for segmentation and the dual focus on
high-quality unique offerings as well as an attractive range of offerings, ought to be relevant
also in other contexts.

Future studies

Although the municipality as a place provider is important for the understanding of a good
place to live, residents and how they perceive the context is crucial for a complete
understanding. The perspective of residents will be described in a separate research
report. This paper accounts only for the municipality’s contribution to value creation by its
residents.
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Abstract
Purpose – Using service-based logic as its theoretical lens, this study aims to approach residents’ place
satisfaction in a novel way. The purpose is to explore residents’ perception of the place in which they live and
to shed new light on their place satisfaction.
Design/methodology/approach – The paper is based on explorative qualitative focus group research.
Data were collected in two typical municipalities in southern Sweden. The sampling procedure was
purposive, resulting in six focus groups, consisting of a total of 33 residents. The empirical material was
transcribed and analyzed using a structured content analysis inspired by grounded theory.
Findings – A model for understanding residents’ perceptions of what constitutes a good place to live is
introduced. The model shows that many value propositions are produced in the provider sphere, independent
of the user, for example by the municipality or the business sector. Other value propositions are co-created in a
joint sphere, meaning that the user is actively involved in the production of these value propositions. The
resident then uses different value propositions to create value-in-use in the resident sphere, independent of the
provider, and to co-create value-in-use in the joint sphere.
Originality/value – The study creates a bridge between the stream of research on place satisfaction and
studies that take stakeholders and co-creation into consideration; it shifts from the prevalent provider
perspective on place branding and static place attributes to a focus on the relationship between users and
providers.

Keywords Co-creation, Residents, Place satisfaction, Service-based logic

Paper type Research paper

Introduction
The conceptualization of place branding has evolved from solely concerning marketing
communication to being a tool for integrated place management (Kavaratzis, 2010; Zenker
and Martin, 2011). As a result, there is growing interest, both scholarly and practical, in
increasing our understanding of the place context, what constitutes a good place and how to
measure the impact of place management efforts (Zenker and Martin, 2011). The social
function of the place is often measured in terms of place satisfaction. Because satisfaction is
associated with the response to an offering (Yoo and Park, 2016), researchers have typically
used survey methods to identify and list place attributes important to place satisfaction,
such as nature, public service, accommodation, closeness and prosperity (Van Ryzin et al.,
2004; Ng, 2005; Santos et al., 2007; Liao, 2009; Darchen and Tremblay, 2010; Insch and
Florek, 2010; Insch and Sun, 2013; Zenker et al., 2013; Potapov et al., 2016).

However, in recent years, alternative approaches to trying to understand how a place is
perceived have emerged. Such studies have focused, instead, on stakeholders and place co-
creation (Aitken and Campelo, 2011; Hanna and Rowley, 2011; Kavaratzis, 2012; Braun et al.,
2013; Kavaratzis and Hatch, 2013; Zenker and Erfgen, 2014; Thelander and Säwe, 2015). In
previous research, Kavaratzis (2012) even suggested a new conceptualization of place
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branding, in which stakeholders are given a prominent role. This resonates with the service-
based logic (Vargo and Lusch, 2004), an established stream in the relationship marketing
paradigm, which has been suggested to be relevant to place management as well (Merz et al.,
2009; Warnaby, 2009; Hankinson, 2010; Kavaratzis, 2012; Källström, 2016; Källström and
Ekelund, 2016). As an analytical lens, the service-based logic suggests that the unit of
analysis is the user’s value creation process, including the relationship between the user and
provider.

Increased interest in the user of the place and recognition of the importance of co-creation
can add a new lens to more traditional place satisfaction studies, which usually capture
residents’ responses to place offerings and, thus, use the provider and the place as the
foundation. More empirical studies are needed that truly take the resident/user as
the starting point when exploring residents’ perception of a place. Our aim is to revisit the
concept of place satisfaction and to create a bridge between the stream of research on place
satisfaction and studies emphasizing stakeholders and co-creation. Thus, the research
questions asked here are: How can the conceptual framing of place satisfaction be
strengthened, using service-based logic as theoretical backdrop. What role does co-creation
play in place satisfaction? When the service-based logic is used as the theoretical lens, the
focus becomes the users (i.e. residents) and how they create, and co-create, value-in-use in
the context of place. Many of the place attributes traditionally evaluated to measure place
satisfaction are highlighted as value propositions that residents use to create, and co-create,
value-in-use. However, using the residents’ experiences as a starting point and the service-
based logic as our theoretical underpinning allows us to identify other significant value
propositions, the importance of co-created value propositions and what kind of value-in-use
is created and co-created in the place context.

The paper is structured as follows. First, we explore the literature surrounding place
satisfaction, co-creation in place branding, and the service-based logic. Second, we introduce
the method covering the focus group research and the data analysis and its different steps of
coding. Third, we introduce the findings and analysis structured around three main parts:
value propositions, co-created value propositions and value-in-use created in the place
context. The paper ends with a discussion and conclusion concerning the conceptual
framing of place satisfaction and the role of co-creation for place satisfaction. Additionally,
three insights on the complexity of place satisfaction is introduced.

Place satisfaction and value creation in a place context
Place management is currently an established research field, and place branding a common
tool for promoting cities and municipalities and addressing the increased competition
between places. It is crucial to be able to measure the impact of place management efforts
(Zenker and Martin, 2011). The aim of place management is to maximize both the economic
and social function of an area, and Zenker and Martin (2011) argued that new concepts and
variables for measuring the social function of a place are important complements to hard
facts such as revenue and citizen equity. Most attempts to conduct such measurements have
been focused on measuring place satisfaction, and the starting point has been the provider,
for example, a municipality or a city. In attempts to understand the place satisfaction, the
place has typically been treated as a product and the focus has been on evaluating place
attributes (for a more elaborate analysis, see, e.g. Källström, 2016). The attributes of place
have varied somewhat from study to study, and there is no common set of dimensions
(Gilboa et al., 2015). A review of recent studies investigating place attributes (shown in
Table I) resulted in a list of 14 common place attributes. Our review demonstrates the
multiplicity of the field and the array of attributes that could potentially affect place
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satisfaction, as shown in previous research. The place attributes identified here will provide
an important backdrop for our analysis.

Consumer value creation is a fundamental concept in marketing and plays a crucial role
in all marketing activities (Holbrook, 1999). However, depending on the theoretical point of
departure, consumer value creation can be viewed and understood differently. According to

Table I.
Place attributes

Place attributes Description Source

Transportation Efficient public transportation, roads
and traffic

Van Ryzin et al. (2004), Ng (2005), Santos,
Martins and Brito (2007), Insch and Florek
(2010), Insch and Sun (2013), Rozhkov and
Skriabina (2015), Potapov, Shafranskaya
and Bozhya-Volya (2016)

Security Personal and public safety, police and
fire department

Van Ryzin et al. (2004), Santos, Martins and
Brito (2007), Liao (2009), Darchen and
Tremblay (2010), Insch and Florek (2010),
Insch and Sun (2013), Potapov et al. (2016)

Nature Access to wild nature, public green
areas, parks and water

Van Ryzin et al. (2004), Ng (2005), Santos,
Martins and Brito (2007), Liao (2009),
Darchen and Tremblay (2010), Insch and
Florek (2010), Insch and Sun (2013), Zenker,
Petersen and Aholt (2013), Rozhkov and
Skriabina (2015), Potapov et al. (2016)

Sports and
leisure

Sport activities, facilities, sport events
and outdoor activities

Ng (2005), Santos et al. (2007), Liao (2009),
Insch and Florek (2010), Insch and Sun
(2013), Zenker et al. (2013), Rozhkov and
Skriabina (2015), Potapov et al. (2016)

Culture Cultural events, theatres, library and
nightlife

Van Ryzin et al. (2004), Ng (2005), Santos,
Martins and Brito (2007), Darchen and
Tremblay (2010), Insch and Florek (2010),
Insch and Sun (2013), Zenker et al. (2013),
Potapov et al. (2016)

City center
offerings

Shopping, restaurants, cafés Santos et al. (2007), Darchen and Tremblay
(2010), Insch and Sun (2013), Zenker et al.
(2013), Rozhkov and Skriabina (2015)

Public services Education, health and social security Van Ryzin et al. (2004), Ng (2005), Santos et
al.. (2007), Liao (2009), Zenker et al. (2013),
Rozhkov and Skriabina (2015), Potapov,
Shafranskaya and Bozhya-Volya (2016)

Accommodation Housing market, availability of
apartments and houses

Ng (2005), Santos et al. (2007), Insch and
Sun (2013), Zenker et al. (2013), Rozhkov
and Skriabina (2015)

Location Location relative to other destinations
and accessibility to other cities, airports

Insch and Florek (2010), Insch and Sun
(2013)

Employment Job and career opportunities,
professional networks and wages

Liao (2009), Insch and Florek (2010), Zenker
et al. (2013), Rozhkov and Skriabina (2015)

Environmental
quality

Good environment, cleanness and
pollution

Van Ryzin et al. (2004), Ng (2005), Liao
(2009), Zenker et al. (2013), Potapov,
Shafranskaya and Bozhya-Volya (2016)

Atmosphere The image and atmosphere of the city,
including openness

Santos et al. (2007), Insch and Florek (2010),
Insch and Sun (2013), Zenker et al. (2013)

Diversity Many different cultures and
subcultures

Darchen and Tremblay (2010), Insch and
Sun (2013), Zenker et al. (2013)

Prosperity General economic growth Liao (2009), Zenker et al. (2013)
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the good-dominant logic, consumer value is delivered by and through products (Anker et al.,
2015). As a consequence, the product and the consumer response to the retailer’s offering are
in focus. Much of current place branding is founded on ideas from the good-dominant logic,
and thus the starting points of studies tend to be the place, the country or city (Insch and
Florek, 2010; Zenker et al., 2013), and consequently, measurements such as place satisfaction
have been in focus. Consumer value and satisfaction are related, but prior research has
shown a clear distinction between the two constructs. Value depends on the relationship
between a consumer and a product, while satisfaction is more associated with the consumer
response to a retailer’s offering (Yoo and Park, 2016). Theoretically, consumer value can be
categorized as cognition and satisfaction as an affective response derived from the perceived
value (Woodruff, 1997). Thus, perceived value has been shown to be a significant predictor
of customer satisfaction (Yoo and Park, 2016).

Thus far, research on place branding has mostly been interested in assessing
satisfaction. However, the meaning of brand and branding has evolved over the past
decades, and branding is currently viewed as collaborative, and brand value as the
stakeholders’ collectively perceived value-in-use (Merz et al., 2009). This development is
visible in the place branding field, where the idea of co-creation has been widely accepted
among place marketing scholars (Eletxigerra et al., 2018). Studies have recognized that
residents not only consume the place they live in, but also shape it, along with other
stakeholders (Rozhkov and Skriabina, 2015). Moreover, several researchers have
highlighted the co-creation element of the place as a specific feature of place branding. For
example, exploring the roles residents play in the formation and communication of place,
Braun, Kavaratzis and Zenker (2013) found that residents play three major roles in this
regard: they can be seen as an integrated part of the place as they and their interactions with
others form the social milieu of a given place; they are also ambassadors for their place; their
role as citizens is highlighted. Ambassadorship behaviors and citizenship behaviors were
further emphasized in a study by Taecharungroj (2016), who defined citizenship behavior as
actions that contribute to the city by helping other people and participating in events that can
improve the city. However, studies on place satisfaction have neither recognized residents as
more than just consumers of place nor recognized the co-creative element of the place
offerings.

The development within branding toward a more collaborative approach is paralleled by
and reflects the related, evolving service-based logic in marketing. Some researchers have
suggested that the service-based logic is relevant to place management as well (Warnaby,
2009; Hankinson, 2010; Kavaratzis, 2012; Källström, 2016; Källström and Ekelund, 2016;
Eletxigerra et al., 2018). The branding logic and the service-based logic can reinforce and
support each other (Merz et al., 2009). In a review on place marketing examined through a
service-based logic lens, Eletxigerra et al. (2018) concluded that even if some place
marketing authors refer to co-creation, it is rarely explicitly conceptualized and measured,
and there is no consensus regarding how value should be measured. In the present paper,
the service-based logic is used as a theoretical backdrop to study residents’ value creation in
the place in which they live, and with the help of this logic we re-visit the concept of place
satisfaction. By using concepts and models from the service-based logic, we can frame and
conceptualize place satisfaction in a way that includes the co-creative element – something
that tends to be neglected in traditional place satisfaction studies.

The service-based logic is a current stream in the relationship paradigm. This paradigm
has developed since the early 1980s (Grönroos, 1982), but won its initial widespread
recognition through the widely cited work of Vargo and Lusch (2004). The service-based
logic is grounded in many of the same beliefs as the general relationship paradigm, and it
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rests, for example, on the principles of market orientation, relationship marketing and
service dominance. As an analytical lens, the service-based logic suggests that the unit of
analysis is consumers’ value creation process, including the relationship between the user
and provider. There is a strong belief in the relationship between customer and provider, in
which both play an active role. One of the cornerstones of the service-based logic is that
notion that value is created by the user (Grönroos, 2008; Grönroos and Voima, 2013; Vargo
and Lusch, 2004; 2008, to mention a few). The service-based logic refers to the consumer
value, i.e. the “interactive relativistic preference experience” (Holbrook, 1999, p. 5), as value-
in-use, because value is created when the customer uses the goods or services. Value-in-use
is created when a user becomes better off in the sense of experiencing an overall increase in
well-being (Grönroos, 2008; Vargo and Lusch, 2008). Value-in-use is most often
conceptualized as a cognitive assessment (Sandström et al., 2008), and there are several
major types of value-in-use. Holbrook (2006) introduced a typology of customer value, which
can help to increase our understanding of different types of value-in-use. The typology
covers two main dimensions: extrinsic value (means to some further end) versus intrinsic
value (self-justifying end-in-itself) and self-oriented value (value for my own sake) versus
other-oriented value (value for the sake of others).

When applied in a place context, the service-based logic helps to put focus on users (e.g.
residents and visitors) and how they create and co-create value-in-use, as compared to
studies that rely on the good-dominant logic and consequently focus on satisfaction and
residents’ response to place offerings. In Figure 1, Grönroos and Voimas’s (2013) model of
value creation spheres is adapted to the place branding context, the aim being to illustrate
the roles of providers and residents.

The providers, in this case, e.g. municipalities and businesses, are responsible for the
production process, and in the provider sphere they produce value propositions that are
offered to, in this case, the residents (Grönroos, 2008; Grönroos and Voima, 2013; Vargo and
Lusch, 2008). The provider’s sphere has been in focus in studies based on a good-dominant
logic (Grönroos and Voima, 2013; Källström, 2016); consequently, most of the place
attributes assessed in place satisfaction studies are believed to be connected to this sphere.
Value propositions carry potential value for residents, for example, parks, exhibitions,
playgrounds, trails, beaches, and much more, and thus, providers facilitate residents’ value
creation and can be characterized as value facilitators. The more relevant the propositions,
the more value-in-use the residents can create for themselves. In the resident sphere, which is
closed to the provider, the resident creates the value-in-use. There is also a joint sphere,
where both value propositions and real value can be co-created by the provider and the user,
or by two users. Interactionsmust then be established, which are a mutual measure in which
two or more parties have an effect on each other (Grönroos and Ravald, 2011). Broadly

Figure 1.
Residents’ value
creation process

(based on Grönroos
and Voima, 2013)
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satisfaction
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speaking, value co-creation occurs when interactions between providers and consumers are
fundamental to the user’s positive perception of the value proposition’s and marketing
offering’s value (Anker et al., 2015). Other place users, e.g. visitors and other residents, can
also be co-creators of value and of value propositions (Källström, 2016). Providers can
influence the value creation process throughout the entire value creation chain. However,
provider involvement changes from direct to indirect, thus shifting from the provider sphere
to the resident sphere (Anker et al., 2015). The theoretical backdrop helps us to frame and
conceptualize residents’ value creation process as a predictor of place satisfaction. The co-
creative element, which tends to be neglected in traditional place satisfaction studies, plays a
central role here.

Method
To fulfill the study aim to explore how place satisfaction can be understood when using the
service-based logic as a theoretical starting point, we used focus group research. Focus
groups are valuable in exploratory research, because they provide opportunities to interact
with a small number of people in a semi-structured and purposeful discussion, where
dialogue between participants is encouraged (Hair et al., 2011). In contrast to much other
research within the domain of place branding, which has often empirically investigated well-
known and populous places (e.g. Darchen and Tremblay, 2010; Kerr and Balakrishnan
2012), the present data were collected in two typical, and fairly mundane, Swedish
municipalities: Hässleholm and Kristianstad. The purpose of typical case selection is that
the cases can illustrate or highlight what is typical, normal and average (Patton, 2002). The
municipalities in this study are fairly typical for Sweden as regard, for example, size,
rankings of satisfied residents, unemployment rates and the municipal emphasis on resident
dialogue. The two municipalities together have 130,000 inhabitants, and both are
experiencing slow but steady growth. The sampling procedure was purposive, and
participants were chosen based on a combination of quota and reputational case selection
(Miles et al., 2014). To maximize diversity, we aimed to balance the gender, age, life-stage,
and ethnicity composition of our focus groups. The empirical data collection continued until
we reached theoretical saturation (Charmaz, 2014), that is, the point at which we thought
adding more focus groups would not add more value to the study. Table II shows the
composition of the six focus groups.

A semi-structured interview guide was designed to ensure that the focus groups covered
the same topics and to create a basis for developing a reliable, meaningful analysis. At the
same time, in light of the exploratory nature of the study, the interview guide ensured open-
ended discussions, as part of the aim of the focus groups was to encourage participants to
speak freely and candidly. The questions were open-ended and designed to inspire
conversation. For example, probing questions were posed such as “What reasons do you
have for living where you live?” and “What could make you even more satisfied with the
place in which you live?”. To make full use of the dynamic potential of the focus group
method, the groups were also tasked with reaching consensus on six good reasons why the
place they lived was a good place to live. Each focus group interview lasted between 45
minutes and two hours, depending mainly on how the discussion developed. To ensure and
enhance the quality of the data analysis, the focus group interviews were filmed and the
films were transcribed.

The empirical material comprised 99 pages of transcribed material, subsequently
reduced through various steps of coding. The initial coding was done in two steps. First, the
transcribed material was read through and then coded for topics (Charmaz, 2014, p. 120). All
passages that in some way touched upon the question of place attractiveness and what the
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respondents liked about the place they lived were coded with “place attractiveness”.
Material coded in this way ended up consisting of 49 pages of transcribed text, which then
constituted the empirical material that underwent further coding and analysis. In the second
step of the initial coding, in vivo coding was used (Miles et al., 2014, p. 74), i.e. words or short
phrases from the participant’s own language were used in the codes. Because our aim was to
increase our understanding of residents’ perception of place attractiveness and why they
liked the place in which they were living, we actively searched for reasons for liking a place.
The coding resulted in 266 codes. Typical codes were as follows: “Everyone is nice to each
other here”, “It’s cool to live somewhere where there’s a history” or “Cheap house prices”.

After the initial coding, the next step was focused coding. The starting point was the 266
codes and the aim was to group codes with the same meaning, which resulted in a total of 74
unique codes distributed across all six focus groups. Some of the codes were found in all
focus groups, while others were unique to one group. The reduced data were scrutinized
once more, the purpose being to identify higher levels of categories, and the codes were
grouped together under higher-order categories in a theorizing process (Ryan and Bernard,
2003). The empirical data were labeled with our own categories, which meant we defined
what the empirical data concerned. In the end, the material consisted of 27 codes
representing different dimensions of place attractiveness. With the theoretical framework as
a starting point, the codes were divided into three main categories: value propositions, co-
created value propositions and value-in-use.

Findings and analysis
The service-based logic, and more specifically Grönroos and Voima’s (2013) value creation
spheres, inspired the analytical work. Thus, the service-based logic helps us to conceptualize
place satisfaction, emphasizing the resident’s value creation process as a significant
predictor of place satisfaction. Using this theoretical backdrop, three main categories
became visible in the empirical material: value propositions produced in the provider sphere,
value propositions co-created in the joint sphere and value-in-use, co-created in the joint
sphere and created in the personal sphere of residents. Thus, the present study does not only
highlight the importance of the co-creative element for place satisfaction, but also more
specifically shows what role co-creation plays in residents’ value creation processes.

Table II.
The composition of

the focus groups

Focus group 1 2 3 4 5 6

Date of the
focus group
interview

31 May, 2016 31 May,
2016

1 June,
2016

8 June, 2016 16 June,
2016

29 June 2016

Case selection Students Think tank
and
Church’s
open house

Youth
recreation
center

Municipal
open day
care center

Think tank
and
Market
association

Elderly care
center

Place of focus
group

University
Campus

Meeting
room in
city center

Youth
recreation
center

Open day
care center

Meeting
room in
city center

Elderly care
center

Total number
of participants

7 7 4 4 6 5

Gender Male: 4
Female: 3

Male: 3
Female: 4

Male: 2
Female: 2

Male: 2
Female: 2

Male: 3
Female: 3

Male: 1
Female: 4

Age group 21-30 21-55 14-30 25-40 21-55 70 and above
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Value propositions
The study reveals that residents see a wide range of different place attributes as being
important to their satisfaction in the place context. A typical resident uses many of these
different place offerings to create value-in-use in the place context. The coding of the
empirical material shows that all 14 main place attributes, highlighted in previous research
and identified in our literature review (Table I), were discussed during the focus groups as
being important value propositions. Of these, 12 could be linked to the provider sphere: city
center offerings, sports and leisure, culture, public service, transportation, employment,
accommodation, closeness, environmental quality, nature, security and prosperity. Many of
the value propositions are likely to be co-produced between different providers, but the user,
i.e. the resident, is not actively involved in co-producing the value propositions and thus the
propositions are linked to the provider sphere. Two additional new kinds of value
propositions were discovered in the present empirical material. In the focus group
discussions, the importance of the place offering something unique, something it could be
famous for, was a recurrent theme. It seemed important that this unique aspect – this source
of fame – be recognized by people from the outside and be something residents in the same
town could agree on. It became obvious that a clear identity was something that created
status and pride, and thus could be identified as a value proposition the residents used to
create value, and which increased place satisfaction. More concretely, the participants talked
about popular tourist attractions and successful and nationally renowned elite sport teams.
For example, a woman in one of the focus groups highlighted the importance of having an
identity:

This is something that I highlight when someone asks. Kristianstad. Then I normally say
Vattenriket Biosphere Reserve, that’s something that is really unique here. It’s amazing.

Even if place identity is used extensively in place branding literature (Kalandides, 2011), it
has not previously been highlighted as relevant specifically in place satisfaction studies. Our
study indicates that place uniqueness/identity has a strong influence on residents and ought
to be considered a value proposition that contributes to place satisfaction. Second, in our
study, place appearance is also considered a value proposition in its own right. Place
appearance has earlier been highlighted in place branding research, for example as a vital
priority for action to ensure vitality of town centers (Parker et al., 2017). As several
participants in the study raised the question about how the place appearance influenced
their satisfaction with the place, our study indicates that appearance also can contribute
more directly toward place satisfaction. The proposition, similar to place uniqueness/
identity, creates feelings of pride and status, but also improves residents’ well-being. A
woman at the municipal open day-care center elaborated on the appearance of the city:

I was just about to say. I think it’s a beautiful city. Most of it at least, there are of course parts.
But, it is a beautiful city, it sure is!

Co-created value propositions
With the service-based logic as a backdrop, it becomes evident that not all value
propositions are produced under the same circumstances. The focus group discussions
showed, repeatedly, that individual value-in-use is often created from value propositions
that the residents themselves are active in co-creating with others. Thus, certain value
propositions were seen as being dependent on the interaction between the provider and the
resident, and by interactions between residents. Interaction is seen as a mutual action, where
two or more parties have an effect on each other (Grönroos and Ravald, 2011). Many
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important value propositions can be enjoyed, only if the resident him/herself is active in
producing them, such as a friendly atmosphere at a playground or feeling visible being
greeted walking down the streets in the city center. These value propositions can be viewed
as being co-created in the joint sphere (Grönroos and Voima, 2013). Braun, Kavaratzis and
Zenker (2013) have touched upon this phenomenon earlier, without explicitly connecting it
to co-creation, describing how residents are an integrated part of the place. Residents and
their interactions with each other and with outsiders form the social milieu of a given place,
which together with the physical setting shapes the experience of the place.

Table III illustrates the co-created value propositions that were put forward during the
sessions. Atmosphere (Santos et al., 2007; Insch and Florek, 2010; Insch and Sun, 2013;
Zenker et al., 2013) and diversity (Darchen and Tremblay, 2010; Insch and Sun, 2013; Zenker
et al., 2013) have previously been highlighted as place attributes important to place
satisfaction. Considering residents’ active role in creating the atmosphere and contributing
to diversity, these place attributes need to be described as co-created value propositions.
Atmosphere includes elements such as tranquility, cosiness and the absence of noise. Apart
from being emphasized in studies on place satisfaction, atmosphere has been the core focus
in other place branding research, such as when Billie (2015) explored the role of light and
atmospheres in shaping the sense of home and community and when Löfgren (2014)
discussed the role of an attractive atmosphere using the cities Malmö and Copenhagen as
cases, proving the importance of atmosphere for the residents’ perception of the place. Our

Table III.
Value propositions

co-created in the joint
sphere

Value
Proposition Dimensions Quotes (examples)

Found in
focus group

Atmosphere Cosiness “I feel it. It’s cosy in Kristianstad. And that’s
what makes it special” (Focus group 1)

1, 2, 6

Tranquility “It’s so quiet and nice. In the long run, I wouldn’t
be able to live in a big city” (Focus group 2)

1, 2, 3, 6

Absence of noise “There are so many people if you live in big
cities. People everywhere. It never gets quiet”
(Focus group 3)

3, 5

Diversity Know each other
over cultural
borders

“Everyone is with everyone and there are no
specific groups. You know each other over
cultural borders” (Focus group 3)

3

Fellowship Neighborliness
and solidarity

“Everyone was involved much more, you were
involved in everything. And your neighbor
helped in another way” (Focus group 5)

5, 6

Respecting each
other

“We live together. People from other cultures
and the Swedish culture. And you respect each
other” (Focus group 3)

1, 3

Networks Supporting
networks

“You have the contacts. I mean you have
contacts here that you can use. Perhaps find an
apartment with the help of people you know”
(Focus group 4)

2, 4

Visibility Everyone knows
everyone

“I, who quite recently moved here, I’m
recognized at many places and I’ve gotten to
know people in stores and cafés and so on. . .
That’s something about this place, that you feel
special, in a good way” (Focus group 1)

1, 2, 3, 6

You are a part of
a context

“You feel like you’re part of a context. . . I think
that’s important. That you feel you belong and
that people count on you” (Focus group 2)

2
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satisfaction
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study offers further support for the relevance of atmosphere for place satisfaction, e.g. a
student in one of the focus groups refer to the atmosphere when he tries to put his finger on
what he likes about the city he lives in:

I feel it. It’s cosy in Kristianstad. And that’s what makes it special.

Diversity is an attribute in relation to which the resident needs to be actively involved to
experience value from the proposition. A teenaged boy talks about how he treasures the
diversity in his neighborhood:

Everyone is with everyone and there are no specific groups. You know each other over cultural
boundaries.

Several propositions not highlighted in previous place satisfaction studies were also
highlighted in the discussion and considered important to residents’ value creation: fellowship,
networks and visibility. Just as atmosphere and diversity, these value propositions cannot be
produced without interaction, and without residents themselves being involved, thus they are
co-created in a joint sphere. Fellowship has to do with neighborliness, solidarity and people
respecting each other. A young girl at a youth recreation center, who lives in a multicultural
neighborhood, emphasized the importance of fellowship:

We live together. People from other cultures and the Swedish culture. And you respect each other.

Supportive networks can also increase the ability to create value in a place context, and
consequently improve place satisfaction. Networks are highlighted as important because
they increase people’s opportunities. However, to enjoy the benefits of a network, the
individual him-/herself must be active. A man at an open day-care center stressed the
benefits he experienced from having a network in town:

You have the contacts. I mean you have contacts here that you can use. Perhaps find an
apartment with the help of people you know.

Finally, visibility and being a part of a context were stressed in most of the focus groups as
something that positively affects their value creation in the place context. People highlighted
the importance of being seen, and many seem to value the small-town feeling: “everyone
knows everyone.”A student discussed the importance of visibility:

I, who quite recently moved here, I’m recognized at many places and I’ve gotten to know people in
stores and cafés and so on [zelb] It’s something about this place, that you feel special, in a good
way.

The importance of visibility can be connected to previous research on belonging and home in
relation to places. Tuan (1975) talks about the home as a nurturing shelter and connects the
home and the place when he writes “We go to all kind of places but return home or to homelike
places” (1975, p. 155). Tuan emphasizes the importance of experiences of life that add up to a
profound sense of place. The sense of belonging and the feeling of home can help us to
understandwhy our respondents refer to visibility as a strong reason for place satisfaction.

It is essential to separate value propositions that are co-created from those that can be
created by providers without involvement of residents, because the role of the provider
changes. If they are to enjoy the propositions, residents need to be engaged and participate
in creation of the co-created value propositions. Thus, the providers’ role is to facilitate
residents’ participation and to create opportunities for interaction. Overall, issues connected
to the joint sphere were a frequent topic in the discussions, indicating the importance of co-
creation for place satisfaction.
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Value-in-use
According to the service-based logic, users take part in and use value propositions to
increase their well-being (Akaka and Vargo, 2015; Grönroos, 2008). In other words, the place
value propositions contribute to residents’ creation of value-in-use. Looking at the creation
of value-in-use in the place context adds a new dimension to our understanding of residents’
perception of the place. The focus groups participants did not only talk about what the place
offers them, but the conversations also concerned what benefits these different value
propositions have given them. Apart from creating value-in-use in the personal sphere of the
resident, residents mentioned often interacting with other residents – both those they do not
know and those they do know, such as neighbors, colleagues and friends – and how this
influenced their perception of the place and how it led to increased value-in-use. For
example, a friendly attitude at a playground increases the value of the experience for all
visitors. Using Holbrook’s (2006) typology of customer value, all four main types of value
could be identified, as seen in Table IV.

Economic value, i.e. means to a resident’s own sake, is a commonly highlighted type of
value-in-use that is important for residents, and which has been discussed in connection to
place satisfaction studies before. Zenker et al. (2013) presented four categories of factors
contributing to overall place satisfaction, where one factor was labeled “cost-efficiency,”
consisting of factors leading to economic value for the residents. Economic value can involve
concrete monetary savings, but also time savings and convenience. A man with three young
daughters stressed the importance of the economic value he experienced from living in
Kristianstad:

The house prices. You can get the same house here for half the price. But you don’t have half the
salary. I mean that is a huge advantage; how much more can’t you do here in a year?

Hedonic value is also important, i.e. residents’ own pleasure as an end-in-itself kind of value.
For example, happiness has been highlighted in previous place marketing studies (e.g.
Azevedo et al., 2013; Gilboa and Herstein, 2012) as has general well-being (Beck, 2009),
however, not in direct connection to place satisfaction. Here the participants highlight well-
being, including freedom and comfort, a sense of belonging/familiarity and safety as key
reasons for liking their place. A woman in her 40s, born and raised in Kristianstad,
emphasized the familiarity aspect of the hedonic value:

I like it here because I feel at home. I have lived here my entire life. You kind of know everything,
you can drop me off anywhere and I know where I am. You feel at home.

Other-oriented value as a means to some further end, i.e. social value, is seen as an important
aspect of place attractiveness and status, and the fact that other people like the place we live
in is frequently highlighted in the focus group discussions. For example, this became
evident when the participants discussed uniqueness/identity and place appearance as
valuable propositions. A student talked about tourists coming to Kristianstad. This made
him proud of Kristianstad, and he experienced a social value – as if the town’s popularity
reflected on him:

Kristianstad is quite unique. When you’re out, you notice that people from all over the Nordic
countries are here. They want to be here[. . .] It’s exciting.

Finally, Holbrook’s (2006) fourth type of value, the altruistic value – where own behavior
affects others and where this experience is viewed as a self-justifying end-in-itself – can be
identified in the study, although it is not mentioned as frequently as the other three types of
value. For example, the enthusiasts who are active in the non-profit sector as youth leaders and
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Table IV.
Value-in-use created
in the context of
place

Type of
value Value-in-use

Dimensions
(Codes) Quotes (examples)

Found in
focus
group

Economic
value

Monetary
savings

More money
left for other
things

“The house prices. You can get the same house
here for half the price. But you don’t have half
the salary. I mean that is a huge advantage; how
much more can’t you do here in a year? (Focus
group 1)

1, 2, 6

Time
savings

Closeness “I can take my bike to work, I can take the bike
to the city center. I can walk to town. It’s really
close” (Focus group 1)

3, 4, 6

Convenience Simplicity “We want to live close to the city because you
want to give your future kids this thing, that it
should not be a problem, simply take your bike
to the practice. And, of course, that makes
things easier for me” (Focus group 2)

1, 2, 3

Hedonic
value

Well-being Simply like
it here

“You can find everything here. . .Nightlife,
several restaurants. Here’s a shopping mall. . .
So for me Kristianstad is..well I feel good here!”
(Focus group 4)

All

Freedom “The nature is fantastic. I mean it’s priceless
when you come from Malmö inner-city and then
all of the sudden have access to this incredible
nature” (Focus group 1)

1, 5

Comfort "If I hadn't felt comfortable here, I wouldn't have
stayed. Regardless of falling in love" (Focus
group 1)

1, 2, 4, 5, 6

Familiarity “Us”-feeling “I feel that we have this family, the us-
feeling. . .It’s an us-feeling no matter if it has to
do with sports, outdoor life, or whatever. That
we have an us-feeling, or family feeling, I don’t
know what is what” (Focus group 1)

1, 2, 6

You feel at
home

“I like it here because I feel at home. I have lived
here my entire life. You kind of know
everything, you can drop me off anywhere and I
know where I am. You feel at home.” (Focus
group 2)

1, 2, 5, 6

Safety Feeling safe “I feel still safe here, it’s safe to grow up here.
This is how I feel" (Focus group 1)

1, 2, 3, 5

Social
value

Status Pride over
the place

“I’m not sure. Maybe it has to do with what you
were talking about, that we like it here and are
proud of the town. Also, there has been more,
more focus on us since we had some successes.
With handball and other things” (Focus group 2)

1, 2, 4, 6

Other people
like the
place/are
impressed

“Kristianstad is quite unique. When you’re out,
you notice that people from all over the Nordic
countries are here. They want to be here. . .It’s
exciting” (Focus group 1)

1, 2, 4

Altruistic
value

Devotion Happy to
help others

”Yes, I mean there are some enthusiasts who
make up their mind. Let’s do something! They
want to see a change and I believe that they play
an incredibly important role”

2, 5
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volunteers are highlighted as crucial to a place; they are thought to experience several types of
values, one of which is the altruistic value, because they experience devotion in helping others.

Figure 2 summarizes the main findings of the empirical study and offers a
conceptualization of place satisfaction using the service-based logic as a theoretical
foundation. Residents identified a wide range of value propositions, traditionally referred to
as place attributes, that are offered to them in the context of place and that they then use to
create value-in-use. Some of these value propositions, e.g. culture, transportation, closeness
and place appearance, are produced in the provider sphere, independent of the user, for
example, by the municipality or the business sector. Other value propositions, such as the
atmosphere and fellowship, are co-created in the joint sphere, meaning that the user is
actively involved in their creation. The resident then uses the different value propositions to
create value-in-use. This takes place in the resident sphere independent of the provider or
through co-creation of value in the joint sphere. The resident experiences economic value
(e.g. monetary savings and time savings), hedonic value (e.g. familiarity and well-being) and
social value and altruistic value. Thus, co-creation is a key element of place satisfaction, both
in terms of propositions being co-created and in terms of value co-creation.

Discussion and conclusions
Understanding stakeholders’ perceptions of a place can be seen as the starting point for
effective place management (Lucarelli and Berg, 2011; Zenker and Martin, 2011). The
purpose of the present paper has been to create a bridge between the stream of research on
place satisfaction and studies that take stakeholders and co-creation into consideration, by
using the service-based logic as a theoretical underpinning when exploring residents’
perception of the place they are living in. In doing so, co-creation and the importance of
stakeholders are looked at in light of how they contribute to value creation for the resident,
and consequently to place satisfaction, as consumer value has been shown to be a significant
predictor of customer satisfaction (Yoo and Park, 2016).

Figure 2.
Residents’ value
creation in the

context of place
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Using the service-based logic, more specifically Grönroos and Voimas’s (2013) model of value
creation spheres, as an analytical model helps us to strengthen the conceptual framing of place
satisfaction and to explore the role of co-creation for place satisfaction. A distinction is made
between value propositions produced in the provider sphere, value propositions co-created in a
joint sphere and value-in-use created in the personal sphere of the resident and co-created in the
joint sphere. Our study shows that residents recognize the place attributes traditionally
included in place satisfaction studies and acknowledge the importance of these attributes for
their perception of the place. The place attributes are seen as value propositions, either being
produced by, e.g. the municipality in the provider sphere or co-created in a joint sphere by the
resident him-/herself together with a provider or other residents. This division is important, as
the providers play very different roles depending on the type of value proposition. Because
residents need to be engaged and participate in the making of the co-created value propositions
if they are to enjoy the propositions, the providers’ role becomes to facilitate residents’
participation and to create opportunities for interaction. For example, a municipality can host
events such as industry forums and business breakfasts to facilitate new relationships and to
get people to develop their networks, offer parenting courses where mothers and fathers can
meet and enter into fellowship with other parents or actively encourage a service culture in
schools and preschools, where both children and parents feel visible. In these examples the
providers carry important roles for value creation and increased place satisfaction by creating
opportunities for interaction.

The study does not only confirm and classify existing place attributes into two kinds of
value propositions, but also reveals new value propositions, not highlighted in previous
research, that residents find important to their perception of the place. Two new propositions
produced in the provider sphere are put forward as important: place appearance and
uniqueness. Uniqueness is an important part of place branding, however not commonly
included in studies on place satisfaction. Our focus group discussions indicate that place
uniqueness contributes to value creation in the place context, such as status, and ought to be
included in place satisfaction studies. Fellowship, networks and visibility were also pointed out
as important value propositions, but have not been highlighted in previous studies. These are
all co-created in a joint sphere, by the resident him-/herself and a provider or other residents.
Even if these co-created aspects are important to residents’ perception of the place and their
value creation, they seem to be neglected in many current place satisfaction studies. To fully
understand why residents are satisfied with a place, our study suggests to include these co-
created elements in place satisfaction studies.

The present study also explored what kind of value-in-use the residents create, or co-
create, in the place context, using the different kinds of value propositions. Value-in-use is
created in the personal sphere of the resident and also often co-created together with other
people. Thus, co-creation is a key element of place satisfaction, both in terms of propositions
being co-created and in terms of value co-creation. As mentioned, consumer value has been
argued to be a predictor of satisfaction (Yoo and Park, 2016), and it is therefore important to
understand what value is created in the context of place if we are to understand why
residents are satisfied with their place of living. Using Holbrook’s (2006) typology of
customer value, four main types of value-in-use were identified: economic value (e.g.
monetary savings and time savings), hedonic value (e.g. well-being and familiarity), social
values (e.g. status) and altruistic values (e.g. devotion).

Finally, the open-ended dialogue with residents revealed the complexity of place satisfaction,
discussed here as three separate insights. First, we found that it was not only the presence of
offerings that provides opportunity for value creation. What a city does not have can actually be
its main advantage. For example, the absence of noise and the absence of crime were highlighted
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as important value propositions. Second, residents talked about a wide range of value
propositions they believed made their place a good place to live, but some of these value
propositions were far fromwhat is traditionally seen as belonging within the borders of the place.
This indicates that being close to an amenity can be enough to satisfy residents who are willing
to travel for entertainment and experiences. Third, during the focus group discussions, many
value propositions were mentioned as valuable, though not all of them were actually used by the
respondents. This indicates that a person does not have to use a value proposition to consider it
valuable. For example, living close to the sea and the beach can benefit people even if they never
go to the beach. It may give them status, make them more confident in their choice of place,
increase their opportunities and, thereby, improve their well-being.
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