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ABSTRACT 

Value creation has emerged as an integral part of project management to necessitate 

customer satisfaction, profitability, and long-lasting value. Value creation in the context 

of construction is related to the benefits that can be realised after the project is 

completed. There is little information in the literature which articulates the impediments 

that hinder the adoption of value co-creation for the benefit of all stakeholders. The 

study is concerned about why value co-creation is not a common practice in the South 

African project management industry. The study adopted an explanatory research 

design based on qualitative approach to gather data using semi-structured interview 

from ten (10) participants selected using purposive sampling. The study was based on 

a single case study and interviews were audio recorded. Data was analysed using 

thematic analysis using manual method on Microsoft Word document. Findings 

identified that impediments that hinder value co-creation in project management 

include project scope changes, lack of performance standards and poor 

communication, stakeholder involvement, lack of knowledge and unrealistic 

expectations. The impact of ineffective management of value outcomes include bad 

company reputation and financial implications. Ways to manage impediments that 

hinder value co-creation in project management include risk assessment, setting 

realistic goals, value interaction, and accountability. Recommendations are made to 

the project managers, project clients, project stakeholders and future researchers in 

the field of Project Management.  
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Chapter 1: Introduction 

1.1. Introduction 

Value creation has emerged as an integral part of project management to necessitate 

customer satisfaction, profitability, and long-lasting value. Value creation in the context 

of construction is related to the benefits that can be realised after the project is 

completed (Haddadi, Johansen and Andersen 2016). Customer needs and strategic 

goals are elements in value creation for the effective implementation of project 

management (Cohen, Rozenes and Horowitz 2017). 

Globalisation has increased the competition and demand for high quality products and 

services, and companies are cautious to engage in creative ways of conducting their 

business (Liu, Fellows and Chan 2014).Innovation and creativity have become bearers 

of companies' competitive advantage and essential drivers for value co-creation. 

Innovation may be fundamental to project management companies that need to 

implement effective value co-creation to be more competitive in the market (Zhang 

2017).Companies that invest in information acquisition for value co-creation gain vital 

knowledge about the customer and market needs (Claudy, Garcia and O'Driscoll 

2015). External sources of information have potential to increase knowledge flow in 

project management companies to elevate their levels of innovation and performance. 

The challenge that can be faced by project management company in acquiring 

innovative information is the customers’ lack of willingness to participate in the value 

co-creation process, and lack of internal ability to acquire information from external 

sources (Chen, Tsou and Ching 2011). Zwikael and Smyrk (2011) suggested that 

value co-creation relies on consultation with relevant stakeholders to achieve project 

management outcomes as: relevant project management team; supplier satisfaction; 

performance management; common purpose; customer satisfaction; open 

communication; business-oriented relationship with clients; and the satisfaction of 

stakeholders.  

Value co-creation incorporates the mutual beneficial relationship existing between the 

customers and suppliers to achieve desirable outcomes of the project (Acar 2018). 

Effective value co-creation requires the integration of appropriate and relevant value 

required for a positive outcome of the project management process (Cossío-Silva et 

al. 2016). This clearly shows that value co-creation is an important process whereby 
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the value co-created must be clearly appropriate and relevant. Communication 

channels and platforms need to be effective among the stakeholders to embrace and 

implement the proposed value (Chen, Tsou and Ching 2011). The communication 

process should ensure mutual understanding and clarity on proposed value between 

the stakeholders. According to Salomonson et al. (2013), the effective communication 

lies in the key activities which include customer focus, discernment and receptivity 

which brings the customer and supplier together based on understanding of common 

valued co-created.  

1.2. Background 

Increasing numbers of companies implement a creative business by looking at new 

perspectives and practices by developing a new creative culture. Those companies 

that cultivate creativity are more likely to gain advantages compared to the less 

creative companies. A company has potential to improve its revenue and competitive 

advantage through creativity that incorporates the participation of customers 

(Forrester Consulting 2014). A study in 2016 highlights that 90% of CEOs perceive 

their customers and clients as the top priorities while implementing a strategy and 27% 

of these CEOs believe that their customers are looking for a relationship with 

organizations that address wider stakeholders needs (Pricewaterhousecoopers 2016). 

The role of customers within the value creation has tremendously increased becoming 

fundamental for the company (Krishna, Lazarus and Dhaka 2013). Nowadays, 

customers are more informed and educated. Due to the large capacity of choices, 

customers are also volatile when it comes to loyalty (Vega-Vazquez, Revilla-Camacho 

and Cossío-Silva 2013). When it comes to the process of innovation, customers can 

have different types of role. Some can provide information, such as need information 

or solution information, other customers are more willing to evaluate innovative 

concepts (O'Cass and Wetzels 2018). Companies may change their perception toward 

the customers role, the evolution of their needs and their loyalty, leading to reconsider 

their innovation process. Thus, it becomes important for the company to acquire 

relevant knowledge from external sources, especially customers to create products 

that meet their needs. 

The co-creation process has affected the marketing field in highlighting the shift from 

good dominant logic to the service dominant logic (Leclercq, Hammedi and Poncin 
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2016). Indeed, in the service dominant logic, consumers and customers are perceived 

as operant resources with knowledge and skills. Therefore, the relationship between 

the company and the customers is perceived as an exchange in terms of knowledge 

and skills and services in which a value is co-created. 

Achievement of value creation is difficult in megaprojects due to its complexity and 

associated challenges (Cohen, Rozenes and Horowitz 2017). The assessment of 

value is measured in relation to the project inputs which suggests the essence of value 

co-creation during the project execution (Claudy, Garcia and O'Driscoll 2015). 

Organisations are facing challenges in creating and delivering long lasting value and 

outcomes to the project stakeholders. Smyth, Lecoeuvre and Vaesken (2018) 

suggested that value is theorised as a co-created value proposal at the front end with 

implications for comprehending post completion. Value co-creation decision making 

extends beyond the project management triangle of time, cost, and quality. 

European literature uses Service Dominant Logic (SDL) to assess value co-creation 

on megaprojects. This tool uses inputs which are mentioned prior to the inception of 

the project, value is realised based on inputs and a value proposition is created. The 

effectiveness and efficiency of the value proposition configuration plays a significant 

role in the realisation of value (Smyth, Lecoeuvre and Vaesken 2018). It suggested 

provision as a service rendered to others who invest their resources to realise value. 

This tool is highly based on co-creation which involves a lot of interaction (Agrawal 

and Rahman 2015). Project management value creation is currently centred around 

meeting the traditional practices that are focusing on risk management and threats to 

the project implementation (Allen, Dholakia and Basuroy 2016). This is encompassed 

in the value proposition of time, quality, and cost. There is minimal emphasis on 

benefits impacts and delivery (Cohen, Rozenes and Horowitz 2017). 

Value co-creation implies that the supplier and customer are vigorously involved 

throughout the value creation process (Mani and Chouk 2018). Value co-creation has 

various activities which include adaptation, bridging and advising of stakeholder. 

Stakeholders including the supplier need to be involved in the activities. There are 

various actions associated with the value co-creation activities (Payne and Frow 

2014). Adapting activities include actions such as training activities which assist in 

increasing flexibility to different situations, work consistently in technological activities 
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and sufficient resource support (Du Toit 2016). Bridging involves the evaluation of 

possibilities to co-create value with all stakeholders, awareness creation on value co-

creation, plan meetings with both suppliers and customers to identify opportunities and 

share knowledge with all stakeholders (Cohen, Rozenes and Horowitz 2017).  

Clearly, there is limited research on value co-creation in project management. Value 

creation in South Africa is mostly based on meeting the time, cost and quality 

objectives of the project. What remains a question is the extent of value co-creation 

adoption in the South African Project Management context. 

1.3. Problem Statement 

The problem statement to be examined in this research is stated as follows: There is 

little information which articulates the impediments that hinder the adoption of value 

co-creation in the project management industry. A study in 2016 highlights that 90% 

of CEOs perceive the customers and clients as the top priorities while implementing a 

strategy and 27% of these CEOs believe that their customers are looking for a 

relationship with organizations that address wider stakeholders needs 

(Pricewaterhousecoopers 2016). The statistics shows the potential of value co-

creation in the organisation; however, it does not mean its wide adoption. There is a 

need to investigate the impediments that hinder the implementation of value co-

creation in the South African project management industry.  

1.4. Research Questions 

Why is value co-creation not a common practice in the South African project 

management industry?  

1.5. Research Aim 

The aim of this research is to: 

Investigate the impediments that hinder the implementation of value co-creation in the 

South African project management industry.  

1.6. Research Proposition  

Proposition 1: Lack of awareness about the importance of value co-creation in the 

project management industry impedes its wide adoption in South Africa. 

Proposition 2: Secrecy and ownership of intellectual property impede the wide 

adoption of value co-creation in project management industry. 
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Proposition 3: Information overload impede the implementation of value co-creation 

in project management industry. 

Proposition 4: Poor communication in project management industry impede the 

implementation of value co-creation. 

Proposition 5: Changing of attitude impedes the wide adoption of value co-creation in 

project management industry. 

1.7. Research Objectives 

The research objectives to be achieved are to: 

Objective 1: To assess the awareness, knowledge, and the practise of value co-

creation in projects through interviews. 

Objective 2: Identify barriers and concerns regarding value co-creation 

implementation through interviews with managers. 

Objective 3: Assess the implementation of value-co creation in projects by reviewing 

past projects company documents. 

1.8. Research Method 

The above objectives will be achieved by adopting the following research method: 

a) A critical review of the literature related to this study to identify the gaps which 

need to be addressed by the current study. 

b) A single case study of a project management organisation will be conducted. 

c) Analysis and interpretation of collected data will be based on thematic analysis 

to identify, name and interpret the themes that emerged from the data. 

Thematic analysis involves the synthesis, re-arranging, and re-organising of 

data to formulate themes, sub-themes and categories. 

d) Conclusion and Recommendations were drawn from the findings of the study. 

The conclusions addressed the research questions and objectives by 

comparing the correlation between the researcher’s analysis and discussions. 

Conclusions indicated the gaps that existing in the literature review which were 

addressed by the current study. Recommendations were directed to the 

relevant stakeholders and future researchers based on the findings obtained 

from the study. 
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1.9. Scope and Limitation  

The limitations to this study include. 

The research findings were derived from a single case study of a South African firm. 

Consequently, there is a geographical limitation to the applicability of the results. 

Further, the results cannot be generalised to the population of all project management 

organisations. 

1.10. Chapter outline 

The research is organised as five chapters. 

In Chapter 1, an outline of the research topic is specified, followed by the research 

problem statement, the research questions, and the research propositions. This 

section will also include the research objectives and research methodology and 

limitations. 

Chapter 2, a critical literature review on value co-creation to understand how this 

concept is currently applied globally. Question to be addressed: What impediments 

are hindering the implementation of value co-creation in South Africa? 

Chapter 3 discusses the research approach, methods, sampling, and data analysis 

method used for the study. 

Chapter 4 consists of the qualitative analysis of the data and identification of themes 

followed by discussion. 

Chapter 5 comprises the conclusion and recommendations for this study. 
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Chapter 2: Literature review 

 

2.1. Introduction 

This chapter highlights the existing literature on the implementation of value co-

creation in project management and other business environments. The review focused 

on exploring the state of value co-creation in South Africa, the implications of 

integrating value co-creation project management, managerial outcomes of value co-

creation, customer motives for participating in value co-creation, impediments that 

hinder implementation of value co-creation and ways of overcoming barriers to the 

implementation of value co-creation. The Service-Dominant logic model is discussed 

as the theoretical framework, which is closely linked to the implementation of value co-

creation.  

2.2. Theoretical Framework 

       2.2.1. Service-dominant logic theory 

The S-D logic focuses on the prominent relationship between the firms and customers 

in terms of value co-creation through the application of distinctive competences for 

mutual benefit between the involved stakeholders. The theory is a direct critique to the 

traditional theory based on goods-dominant (G-D) logic theory. The G-D logic implicitly 

suggests a critical assumption that firms can act autonomously in the whole value 

creation process from designing products to managing sales channels with little or no 

interaction with or intervention from customers (Grönroos and Ravald 2011). This view 

is in accordance with the traditional, manufacturing based perspective that the firm 

and customer are ideally separated with the purpose to enable maximum efficiency 

and profit, and customers only get involved at the point of exchange (Vargo and Lusch 

2015). S-D logic theory considers the customer experience in the context of value co-

creation and conceptualises the economic activities as components of service 

(Grönroos and Ravald 2011). The relationship between the firms and customers is of 

paramount significance in the concept of value co-creation and innovation as tools of 

competitive advantage. In the S-D logic model, the organisation relies on the 

information that is being shared by the external stakeholders which include suppliers 

and customers (Payne and Frow 2014). An exchange of skills, expertise and general 

information is valuable for the value co-creation implementation. 
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The S-D logic emerged as critique to the G-D logic model. S-D logic perceives firms 

and customers as separate and the need to bring the two parties together for effective 

value co-creation to take place (Zhang 2017). G-D logic model emphasises the 

efficiency of the manufacturing process, while the S-D logic focuses on the 

responsiveness to the customers’ needs (Leclercq, Hammedi and Poncin 2016). S-D 

logic approach prioritises the relationship between the value co-creation participants 

or actors (Roggeveen, Tsiros and Grewal 2012). 

S-D logic model operates under the principles of value co-creation as market driven 

and customer centric business (Vargo and Lusch 2015). Participation of customers in 

the value creation is essential in the current business environment, and many business 

entities appeal to implement the value co-creation based on the S-D logic model. The 

customers and suppliers are active creators of value through their participation in value 

co-creation and acceptance of the products or service (Neghina et al. 2015). The 

traditional project practices were focusing on the risk management as an integral 

aspect of PMBOK (Cohen, Rozenes and Horowitz 2017). Value co-creation approach 

adds more opportunities to project management through promoting strategic scope 

and planning processes. 

2.3. Define value co-creation. 

Cohen, Rozenes and Horowitz (2017) conceptualised value co-creation as the 

outstanding strategy for managing the complex relationships that exist between the 

project stakeholders; that is, the project team and the project customers. Formation of 

partnerships and strong relationships during the execution of the project facilitates a 

high quality of project performance and improved project outcomes. 

 

Value co-creation is a newly emerged concept in the field of construction which paves 

the way for the innovative ways of engaging the service providers and customers 

through direct interactions to offer high quality services (Liu, Fellows and Chan 2014). 

Grönroos (2011) defined value co-creation as an interactive and functional process 

that aims at enhancing and sustaining the value to the customers through creating the 

conducive business environment between the firm and clients. 

Value co-creation is defined in the context that the project is not accomplished by an 

individual as isolated, rather many factors play significant roles in determining the 
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value outcomes of the project including teamwork, project environment, and external 

actors (Mani and Chouk 2018). Value co-creation shifted from the traditional belief that 

value is solely created by the organisations to the new belief that value is created 

through productive interaction between the company and its customers in the 

execution of the project. 

The concept of value co-creation gives companies the opportunity to adopt innovative 

ways of developing new products and services, which are appealing to the customers, 

through engaging customers in the process of creating value (O'Cass and Wetzels 

2018).  

Collaborative interaction between the company and customers in value creation is an 

advanced means of inviting customers to express their knowledge, perceptions, 

expectations, behaviour and needs (Claudy, Garcia and O'Driscoll 2015). Suppliers 

and companies benefit from the participation of customers in value co-creation through 

gathering of new insights and ideas that can help in improving the products and 

services. 

2.4. Value co-creation in South Africa 

The current market and business environment in the Project Management industry are 

characterised by stiff competition. Consequently, technology and customer data have 

become tools for achieving competitive advantage. Zwikael and Smyrk (2011) argued 

that the concept of value co-creation remains an option for the firms to remain 

profitable in the highly competitive environment. Adopting value co-creation in the 

company maximises its competitive advantage and operates within the range of 

customer needs. Thus, it becomes more interesting to understand the factors that 

hinder its adoption in South Africa since it enhances company efficiency and 

effectiveness. 

Organisations realise the relevance of value co-creation, change and innovation as 

key components that can be implemented to achieve their business goals and realise 

their projects benefits (Pinto 2016). Modern business environment is compromised by 

the wide-range of technologies, dynamic customers’ need, complex market demands  

(Frito Lay 2014). 

The implementation of value co-creation in the retail sector in South Africa resulted in 

an increase of purchases by 17%, and profitability also increased by 36% (Allen, 



 

10 
 

Dholakia and Basuroy 2016). Value co-creation interactions are relevant across all 

stages of project cycle (Artto, Ahola and Vartiainen 2016). The evidence of positive 

outcomes of value co-creation in the retailer sector leads one to infer that the same 

outcome would be achieved if value co-creation were to be effectively implemented in 

project management companies (Allen, Dholakia and Basuroy 2016). 

Value co-creation becomes appealing in modern business endeavours as the vehicle 

for accomplishing ultimate business objectives through active participation of 

customers in productive and innovative efforts in the business (Acar 2018). Digital era 

is dominated by the value co-creation of firms and customers driven by the concept of 

big data and ever-changing customers’ needs (Xie et al. 2016). Value co-creation has 

transformed the interaction between businesses, customers and markets to discover 

new opportunities. Customer’s participation in value co-creation has the potential to 

sustain the competition edge and track the performance of the business. 

Firms generated large amount of customer up to 90% in 2011 worldwide with the use 

of big data and advance analytic techniques (Science Daily 2013). Gathering customer 

data is used by firms as a tool to understand customer behaviour, changing of 

customer needs and their biographical patterns. However, firms may face change in 

effectively generating and analysing big data to offer practical solutions to the 

problems faced in the business. 

2.5 Project Management  

The traditional approach to Project management has focused on delivering the 

outcomes on time, within budget and to specification without significant emphasis on 

the creation of long-lasting relationships with customers (Keren and Cohen 2012). In 

traditional project management the emphasis is on systematic project planning and 

execution to ensure effective risk management and minimise threats to the project 

performance. Weaknesses of the traditional approach led to project failures in the last 

decade, due to its failure to cope with dynamic and emerging trends, such as new 

technology and new customer needs.  

Project management based on the traditional approach faces operational challenges, 

while value co-creation provides strategic insights and understanding to project 

managers (Cohen, Rozenes and Horowitz 2017). Value co-creation in project 

management encourages creativity and initiatives informed by customer participation. 
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Value co-creation focuses on long-term relationships in project management, as 

compared to the traditional approach that is limited to the scope, time and budget 

concept to achieve project performance (Cohen, Rozenes and Horowitz 2017). Value 

co-creation practices in project management incorporate the project team, customers 

and project contactors to contribute towards achieving the strategic objectives of the 

project and effectiveness of the project organisation (Keren and Cohen 2012). 

Project management organisations that invest in innovation and change realised the 

benefits of value co-creation to achieve business objectives and success in their 

project (Keeys and Huemann 2017). Value co-creation in Project Management serves 

an essential role in organisations to ensure successful project strategies, realise 

business objectives, and deliver benefits through their projects (Laursen and Svejvig 

2016). The traditional project management approach and methodologies such as the 

PMBOK focus on value creation during the project implementation phase to closure 

phase, whereas value co-creation considers the long-term relationship beyond the 

closure phase of the project (Edkins et al. 2013). 

Traditional project management focuses on the short-term perspective within the 

context of valuing inputs, meeting project requirements, documenting the project, 

balancing project trade-offs and execution of the project (Smyth, Lecoeuvre and 

Vaesken 2018). In contrast, value co-creation establishes long-term standards that 

connect project management and strategic project outcomes (Zwikael and Smyrk 

2011). Value co-creation has increasingly gained attention in project management to 

improve project performance throughout the project lifecycle, and to establish long-

term relationship with customers (Artto, Ahola and Vartiainen 2016). 

2.6. Integrating value co-creation in Project Management 

Value co-creation comes as a new approach of managing the project relationship 

between the project clients and project team and engaging all stakeholders in 

determining the end product of the project. 

Integrating value co-creation in project management creates a platform for the project 

client and project contractor to collaborate in maximising project performance and 

raising the quality of the project outcomes (Pinto 2016). 

The core aspect of value co-creation is the creation of a mutual partnership between 

the contractor and customer, bringing managers from both sides together in decision 
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making, budgeting and performance management (Cohen, Rozenes and Horowitz 

2017). This contractor-customer relationship may be strengthened through frequent 

engagements and meetings to give updates concerning budgets, time schedule, 

opportunities and risk management strategies. Value co-creation requires consultation 

to strengthen the relationship between the contractor and clients (Zwikael and Smyrk 

2011). Consultations in the monitoring of projects form the cornerstone of value co-

creation in project management.  

Strategic perspective in the management of the project becomes clear in terms of the 

project scope, timetable and budget when the contractor and customer maintain the 

partnership under the umbrella of value co-creation (Pinto 2016). The integration of 

both team members from the contractor and customer merges the understanding of 

the project technical needs and requirements that lead to value co-creation (Chen, 

Tsou and Ching 2011). 

2.6.1. Customer value co-creation 

Customers are competent and skilful in a wide range of areas that can add value to 

the production process, therefore, companies are curious to involve customers in 

value cocreation to maximise their competitive advantage (Rubio, Villaseñor and 

Yagüe 2020).   

Companies perceive customers as valuable assets to inform the decision making 

about the product features based on their knowledge and skills. Companies are now 

benefiting from the participation of customers in value co-creation which allows them 

to provide information resources to improve the product output and ensure users’ 

satisfaction (Roggeveen, Tsiros and Grewal 2012). The information provided by 

customers to the company is valuable in determining the preferences of customers in 

product design. Customers are regarded as valuable assets of the companies with the 

knowledge and ideas they contribute to the production process, and value co-creation. 

The core priority of companies is to impress customers and address their needs. 

Therefore, their information contributes significantly to the decision-making process of 

the company.  

Partnerships and collaboration between firms and customers have become dominant 

in the modern business community to improve customer satisfaction by involve them 

in the value co-creation process (Salomonson et al. 2013). Companies do not work in 
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isolation or exist in the vacuum, rather they seek to engage customers as much as 

possible to understand their preferences and demographic features. In a multicultural 

community like South Africa, it is profitable for companies to tap into detail about a 

variety of needs of customers from different cultural groups. Value co-creation remains 

a necessary component of the company which strives to achieve high productivity and 

profitability through customer satisfaction. 

Effective collaboration between the company and customers should be based on 

mutual understanding and clear objectives of participating in value co-creation. 

Customer dialogues are essential to ensure that the customers are provided with all 

the necessary information about the products or services. Companies strive to ensure 

transparency during the value co-creation process to ensure that the customers make 

relevant contribution to the modification of the products or services to suit their unique 

needs (Samarov 2015). Transparency and accountability about the products and the 

process of manufacturing it provides the room for customers to suggest possible best 

ways of delivering the best quality of products which directly meet their desires. Value 

co-creation forms an important pillar in the company by incorporating customers in the 

production process, giving them an opportunity to decide the outcome of the product. 

Therefore, the companies which do not adopt value co-creation might not be aware of 

the benefits of this practice in business inmoving towards its ultimate goals. 

Technological advancement empowers the participation of customers in value co-

creation due to internet connectivity which allows them to access tools that enable 

them to communicate with the firms more efficiently and share their knowledge and 

experiences (Galvangno and Dali 2014). The use of technological devices in 

implementing value co-creation accommodates customers who participate 

anonymously, as well as those who wish to contribute from across the world. 

Customers can participate in value co-creation through technological platforms that 

allow them to share their views and experiences with the firm or company, and the 

information shared is then used by the company to solve the problems associated with 

the current products and to co-create new value (Keeys and Huemann 2017). 

Technological advancement has brought significant transformation from manual 

processes to digital processes which enhances the participation of customers in value 

co-creation, regardless of their geographic location. The most important aspect of 
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value co-creation is reinforcing the relationship between the company and its 

customers for mutual benefit. 

Value co-creation empowers customers from being passive to become active 

participants in the production process and make decisions about the products that are 

being produced for them. The review of literature points to the customers perspective, 

strategies used by companies to convince customers to participate in value co-

creation, customers’ motivation to participate and ways of participation (Rubio, 

Villaseñor and Yagüe 2020). Customers play a key role in the adoption of value co-

creation, and they feel empowered when they purchase products, the production 

outcome of which they influenced. Companies benefit from the participation of 

customers in the production activities and win their commitment to purchase the 

products. Nature of business venture and product characteristics determine the nature 

of customer participation in value co-creation. Value co-creation incorporate all the 

behaviours, interaction, interpretations, experiences and evaluations of the actors 

based on their social construction (Agrawal and Rahman 2015). A gap has been 

identified in the literature regarding why value co-creation is not widely adopted, 

considering its positive outcomes for both companies and customers.  

The success of the value co-creation may vary based on the nature of tasks involved 

and customers’ skills and knowledge. Customers motivation for participating in value 

co-creation may be determined by the agreement made between the participant and 

company, and the outcome of value co-creation can establish long-lasting relation 

between customer and firms. A close relationship established between consumers and 

service providers during the service favours the collaboration between actors (Cossío-

Silva et al. 2016). Co-production and customisation require the participation of 

customers and evaluation of customer participation to make decisions about 

production (Bhattacherjee 2012).  Raising awareness in companies and among 

customers about the importance of value co-creation helps in building long-lasting 

relationships, which ultimately benefit both companies and customers. 

Customers are convinced to participate in value co-creation based on the reputation 

of the company, self-efficacy, personal values and attitudes, technical skills of 

customers and their level of knowledge (Agrawal and Rahman 2015). The ability of 

the company to capture the customer’s attitude, self-efficacy and behaviour through 
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incorporating them in value co-creation leads to highly customer-oriented practices 

and maximises its capabilities of meet customers’ needs. Companies that need to 

facilitate value co-creation should consider the customers’ perspectives and their 

personal attributes. 

Customers’ knowledge of technology is essential when innovation decisions are part 

of value co-creation (Pongsakornrungsilp and Schroeder 2011). Decisions to improve 

the innovation of the company may need the input of customers to ensure the 

sustainability of the new innovation or technology (Romero and Molina 2011).  

Outputs of value co-creation rely on task complexity, customers’ commitment, 

knowledge and skills and benefits associated with participation in value co-creation 

process (Smyth, Lecoeuvre and Vaesken 2018). It is, therefore, essential for 

companies to invest in raising awareness of their customers and employees about the 

benefits of value co-creation to their operations. The under-adoption of value co-

creation by many project management companies in South Africa might reflect a lack 

of awareness by the companies and customers about the essential role of value co-

creation in the production process and project management. 

2.6.2. Firm value co-creation 

Firms consider the valuable collaboration between its stakeholders and customers to 

participate in value co-creation. Firms adopted the concept of value co-creation to 

maximise its profitability through interacting with customers and engage them in 

making decisions regarding the products. Value co-creation in firms rely on the 

structure and functions of the business to achieve its core objectives (Cossío-Silva et 

al. 2016). Customer participation in value co-creation is beneficial to the firm 

considering that the products are designed to match the unique needs of customers 

(O'Cass and Wetzels 2018). The effectiveness of the business relies on its ability to 

meet the ultimate needs of customers; therefore, value co-creation helps firms to 

achieve this objective. 

Existing employees play an integral role in facilitating the effectiveness of value co-

creation in the firm, and ensure effective participation of customers to create their own 

unique experiences (Zhang 2017). Employees have the responsibility to create a value 

co-creation environment gather relevant information from customers. Training, 

resource procurement and information infrastructure are the building blocks for the 
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success of value co-creation in a firm (Artto, Ahola and Vartiainen 2016). Capabilities 

and skills for employees are necessary to be able to acquire information from 

customers, and use the same information in the designing of products or services 

(Cohen, Rozenes and Horowitz 2017). Employees need to be flexible and adaptive 

considering that they interact with customers with different attributes and come from 

different backgrounds (Agrawal and Rahman 2015).  Value co-creation actors 

influence management decisions in the product designing, marketing and personnel 

management (Neghina et al. 2017). Interpersonal interaction between the firm and 

customers has potential to establish strong and long-term relationship (Rubio, 

Villaseñor and Yagüe 2020). The value co-creation informs the firms’ decisions based 

on the operand of the customers and available resources to support the ideas raised 

by the customers (Cohen, Rozenes and Horowitz 2017). Firms have the responsibility 

to design platforms that facilitate customer data management during value co-creation 

(Neghina et al. 2017). 

2.6.3. Value Co-creation interaction 

Value co-creation is implemented within the confines of interaction between the 

company and customers, and both parties are important to each other (Grönroos 

2011). The interaction between the company and customers for the purpose of value 

co-creation should be based on transparency, dialogue and risk benefit to ensure 

positive outcomes (Sahi, Sehgal and Sharma 2017). The management of value co-

creation interaction can be understood in terms of the customer value-creating 

process, the firm value-creating process and the challenges that are faced in 

implementing these processes (Zhang 2017). The nature of interaction between 

customers and companies is a dynamic and everchanging process, depending on the 

stakeholders involved in the given value co-creation relationship and changing market 

demands (Smyth, Lecoeuvre and Vaesken 2018). The customer and the firm engage 

in dialogue because of mutual trust and can co-create through integrity and shared 

risk. Customers’ involvement in the creation of the product should satisfy their needs 

better. Companies gather information resources and knowledge concerning customer 

needs as they interact with them, and use this information to create value which 

matches the customer needs (Randall, Gravier and Prybutok 2011). Customers’ active 

role in the creation of the product and services increases value to the company 
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because it operates with the specifications decided by the customers, and this can be 

applicable in project management companies in South Africa. 

Customer value co-creation  is multidimensional consisting of two primary dimensions 

namely customer participation and citizenship behaviour (Oldemaat 2013). Customer 

participation behaviour entails expected behaviours of customers required for the 

successful completion of value co-creation while citizenship behaviour involves 

voluntary and discretionary behaviours that are not required for the successful value 

co-creation (Yi and Gong 2012). Both dimensions of value co-creation provide a valid 

and reliable scale for the measurement of co-creation. Customer participation in value 

co-creation takes place in two forms which include the provision of information that 

can improve the quality of the product, or the customers can involve themselves in 

developing the product which suits their needs (Zhang 2017).   

The communication environment created for customers during the value co-creation 

determine the outputs of the whole co-creation process. Open communication, 

sociable, creative and playful environment encourage customers to feel comfortable 

in displaying their knowledge and skills for the benefit of the company (Grissemann 

and Stokburger-Sauer 2012). Companies may invest on the immaterial resources that 

would facilitate the effective value co-creation environment to embrace diverse 

customers perceptions and personalities during co-creation process. Value co-

creation has become an information sharing platform that allow customers from 

different backgrounds to participate in the designing of the products (Dvorak 2013). 

Value co-creation promote an exchange of cultures and interaction between 

companies and customers for the improvement of the products or services.  

The literature on value co-creation put more emphasis on open communication as a 

catalyst for the successful adoption of value co-creation, and this brings light to the 

fact that project management companies in South Africa also capable of achieving 

value co-creation if they embrace the concept of open communication in their 

business. 

2.7. Managerial outcomes of Value co-creation 

Value co-creation activities provide a wide range of benefits to the company through 

improved product quality, reduced business risk, reduced cost of production, opening 

of new markets, improved acceptance of the products in the market and growth of 
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revenue (Zhang 2017). The concept of value co-creation is not limited to internal 

benefits of the company such as sustaining its reputation, brand image and company 

image, rather it goes beyond the external context of the company and improves the 

power of the consumer over the company’s products. Information communicated by 

consumers is valuable to the company to modify its brands and products to suit the 

needs of customers. The literature shows the opportunities behind adopting value co-

creation, despite the less adoption of value co-creation by project management 

companies in South Africa. Therefore, it is worthy to unpack the barriers and obstacles 

which restrict the wide adoption of value co-creation by project management 

companies in South Africa. 

Companies should be aware of the positive role value co-creation plays in building 

long-term customer trust, satisfaction, loyalty and relationships (Vega-Vazquez, 

Revilla-Camacho and Cossío-Silva 2013). The more the company engages with 

customers to hear their views regarding the product, the more it succeeds in adopting 

value co-creation. It is possible that project management companies in South Africa 

do not yet fully grasp the concept of value co-creation increase their competitive 

advantage. In the business environment, innovation and competitive advantage are 

outcomes of value co-creation because the interaction that takes place between the 

firm and customers influences the outcomes of the quality of products (Agrawal and 

Rahman 2015). Customer ideas and feedback are essential to the development of 

better value products and services in firms. 

Companies create personalised services from the feedback they receive from the 

customers. Customers participate in the production process and present their views 

regarding the designing of products. Value co-creation allows customers to make their 

contributions about a product with the intentions to improve the quality of products or 

services (Sahi, Sehgal and Sharma 2017). Value co-creation plays a critical role during 

the development of a new product or service. 

Company’s performance and sustainability are directly influenced by the ability to 

customise its products and services. Customisation of products requires the 

customers to participate in the production and communicate their preferences about 

the products being designed (Zhang 2017). Mass customisation abilities are enhanced 

by understanding customer demography and preferences at the particular time, and 
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the company should operate in response to the given preferences. The growing 

competitive business atmosphere suggests that even project management companies 

are not spared if they do not adopt value co-creation in their business models. The 

growing competitive business atmosphere suggests that even project management 

companies are not spared if they do not adopt value co-creation in their business 

models (Leavy 2012). 

Value co-creation helps to improve the innovation of the company depending on its 

business orientation and response to new technologies. The company’s value co-

creation on the aspect of innovation maybe affected by availability of the company 

expertise, business compatibility with technology and business relations (Chen, Tsou 

and Ching 2011). Companies which need to benefit from value co-creation must 

design their business models, structures and strategies to accommodate the 

innovative ideas contributed by customers, and mobilise adequate resources to 

implement the proposed innovations (Leavy 2012). Companies which are flexible and 

responsive to the input of customers can benefit from value co-creation. Value co-

creation may not automatically yield positive results to the company, rathe, there are 

challenges and barriers that can hinder the implementation of value co-creation.  

Value co-creation based on customer participation minimises the solitary decisions 

made by firms regarding the outcome of products (Zhang 2017). Input of customers in 

value co-creation benefits by improving product quality, however, it is associated with 

high risks and uncertainties because new ideas are generated. Customers make 

decisions by themselves on which information to disclose or withhold, therefore, there 

are no parameters to measure on whether customers have shared relevant and 

adequate information during value co-creation. Value co-creation put pressure and 

increase stress on existing employee regardless of contribution to customer 

satisfaction (Essen, Winterstorm and Liljedal 2016). Existing employees are required 

to adapt to new strategies more often as decided by the customers. 

2.8. Consumer motives for value co-creation 

Previous research emphasised on the motivation for customers to participate in value 

co-creation in different business environments (Fernandes and Remelhe 2016). 

Customers’ motivation for value co-creation varies based on the significance of the 

activity and perceptions of the customers (Neghina et al. 2017). Literature on value 
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co-creation identified various motives for customers’ participation including reward, 

curiosity, self-efficacy and individual motives. Factors that motivate customer 

participation in value co-creation can be general or professional reasons (Neghina et 

al. 2017). 

2.8.1. Reward motives 

A wide range of motives describing the reasons for consumers to participate in value 

co-creation activities are covered in the literature. Understanding the models and 

reasons for attracting consumers to participate in value co-creation may benefit the 

project management industry to deal with the impediments that hinder the adoption of 

value co-creation. Generic and professional motives drive the consumers to participate 

in value co-creation (Neghina et al. 2017). 

Consumer perception of reward given after participation in the product or services 

related activities motivate their willingness to be committed or disregarding the activity 

(Schüler, Maier and Liljedal 2020). Monetary rewards for participation in value co-

creation attract many consumers to share their creative and innovative ideas with the 

firms with fewer obstacles or hinderance (Mack and Landau 2015). 

The large number of customers are attracted by rewards to participate in value co-

creation, and the high rewards for participation the high customer engagement in 

presenting their information required for the product design (Schüler, Maier and 

Liljedal 2020). Besides monetary rewards that can be granted for participating in value 

co-creation, some customers may participate to earn recognition for their input on the 

product design. 

2.8.2. Curiosity motives 

Consumers are driven to participate in value co-creation out of curiosity or intentions 

to relieve themselves from boredom. Companies which seek to invite the consumers 

to participate in value co-creation present themselves as needing a favour from 

consumers or creating entertainment to raise the curiosity of the consumers to 

participate. 

Businesses use entertainment to relieve the boredom of the consumers, yet raising 

their curiosity to participate or visit the physical location of the business with the 

intention to break away from boredom (Schüler, Maier and Liljedal 2020).  Companies 
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may encourage value co-creation through the curiosity of consumers. Customers may 

be curious to participate in a specific task or general task based on their curiosity. 

Customers connect their curiosity motives and playfulness motives to participate in 

value co-creation activities especially when the activities are playful, fun, rewarding or 

associated with multimedia-rich content (Otchere et al. 2019). 

2.8.3. Self-efficacy motives 

Little empirical evidence supports the notion that consumers often perceive value co-

creation activities as complex and difficult to master (Neghina et al. 2017). In the 

context of consumers perceiving themselves as possessing the power to make 

positive contributions to the output products or services, they become proud about 

their contributions and continue to participate (Schüler, Maier and Liljedal 2020). 

Customers perceive value co-creation as an opportunity to improve their own self-

efficacy (Fernandes and Remelhe 2016). Perceptions of customers shape their self-

efficacy to enjoy participating in value co-creation (Mani and Chouk 2018). High level 

of customer self-efficacy leads to high commitment and willingness to share ideas 

during value co-creation. 

Customers related various social and emotional benefits for participating in value co-

creation, and high connection with social and emotional aspects lead to high self-

efficacy (Fernandes and Remelhe 2016). Customers evaluate the characteristics of 

the company and imagine the nature of interaction that will be engaged and decide 

whether to participate in value co-creation or not (Neghina et al. 2017). Some aspects 

of value co-creation take place in physical stores where service personnel interact with 

customers and inquire about their perceptions regarding the products, and areas that 

need improvement (Schüler, Maier and Liljedal 2020). 

2.8.4. Individual motives 

Consumers may participate in value co-creation to fulfil the individual motives to 

express the ideas, preferences and present their skills in the production process to 

ensure that their needs are satisfied (Fernandes and Remelhe 2016). Individualism 

motives have been mentioned in the literature that consumers become willing to 

participate in value co-creation and mass customisation ensure that their views and 

preferences are considered during the manufacturing of the products (Von Hippel, 

Ogawa and De Jong 2011). Mass customisation improve the customers’ preferences 
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for the products considering that they participate in the production process (Claudy, 

Garcia and O'Driscoll 2015).  

Personal motivation to participate in value co-creation is regarded as being 

individualism motive considering that the reward for customer participation is individual 

experience. Customers are motivated to participate in value co-creation to be 

considered as part of the team and being appreciated for their input on the product 

(Neghina et al. 2017). Ethical issues should be strictly considered when individualism 

motives are motivating customers to participate in value co-creation because they 

should be treated with fairness and honest to facilitate transparency (Neghina et al. 

2017). Individualism motives account for the daily operations of the company and its 

communication practices and policies to protect personal data. 

2.9. Impediments to the implementation of value co-creation 

2.9.1. Change in attitude 

The paradigm shift in marketing moved the focus from customer-centric to co-creation 

through the interrelatedness of stakeholders (Gyrd-Jones and Kornum 2013). When 

respect ceases to exist between the stakeholders, conflict prevails, that eventually has 

negative implications for the implementation of value co-creation in the organisation 

(Agrawal and Rahman 2015). 

Pera, Occhiocupo and Clarke (2016) postulated that organisations are prone to the 

challenges of changing management’s attitude to the implementation of value co-

creation. A common challenge faced by management is discovering appropriate ways 

to achieve value exchange between the involved stakeholders (Hillebrand, Driessen 

and Koll 2015). The priority for the effective implementation of value co-creation in an 

organisation must focus on creating a conducive environment for the smooth value 

exchange relationship. 

2.9.2. Secrecy and ownership of intellectual property 

The implementation of value co-creation requires the open communication and 

collaboration between stakeholders. Secrecy hinders and destroys the relationship 

between stakeholders. According to Ind and Coates (2013), the partners or 

stakeholders who seek to secure their intellectual property or interests are most likely 

to distance themselves from participating in the implementation of the value co-

creation process. Du Toit (2016) suggested that stakeholders or organisations are 
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motivated to disclose their knowledge and skills if they believe that they are going to 

be rewarded or acknowledged. 

Secrecy and ownership for intellectual property standards creates a barrier to the 

implementation of value co-creation. Customers may consider the value of their ideas 

are more than the conditions agreed for their participation, therefore, they choose to 

sell them for a better price (Du Toit 2016). Du Toit (2016) argued that companies may 

not other information to the customers to protect their secrecy, therefore, the 

contribution of customers in value co-creation may be limited by the information 

presented to them. 

2.9.3. Information overload 

It is difficult to analyse a large volume of information gathered from various sources 

and develop a valid conclusion to inform the effective implementation of a value co-

creation program in the organisation (Du Toit 2016). The value co-creation process 

involves the collaboration and participation of stakeholders to compile all relevant 

information. If there is too much information, this can lead to confusion and make it 

difficult to implement.  

Information overload can be experienced by the company that seeks to implement 

value co-creation considering that customers may share large amount of information 

or ideas some of which are contradictory. Selecting the correct idea from large amount 

of information becomes a challenge because unexpected and diverse ideas are 

generated during the value co-creation process. Firms that are experiencing 

information overload may consult customers to assess the ideas and select the most 

appropriate ideas especially at the final stage of value co-creation (Du Toit 2016).  

2.9.4. Word of mouth 

The use of word of mouth in communicating the objectives of value co-creation to  

stakeholders can yield both positive or negative outcomes. Romero and Molina (2011) 

argued that the word-of-mouth approach is an effective instrument for marketing to 

achieve high positive response or perception, but it can also play a destructive role in 

the implementation of value co-creation. Du Toit (2016) emphasised that the word-of-

mouth approach can facilitate customer loyalty and the co-operation of stakeholders 

towards achieving the goals of value co-creation. 
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Effective customer service led to positive word of mouth spread to the friends, relatives 

and colleagues about the products or services (Gebauer, Füller and Pezzei 2013). 

argued that bad communication and interaction with customers paint a bad picture of 

the company and promote spreading of negative word of mouth about the products 

and services.  

Romero and Molina (2011) suggested that negative information about the products 

and services can be shared online and damage the reputation of the company. 

Therefore, word of mouth may not be spread directly through interaction, but social 

media platforms can be used to communicate with other potential customers. 

2.9.5. Poor communication 

The literature focused more on the positive impact of value co-creation motivated by 

consumer participation, but negative outcomes can be obtained when poor 

communication exists between the company and consumers. Engaging consumers to 

participate in the business’s programmes without clarification and effective 

communication can result in negative outcomes that include anger, frustration and the 

perception of being exploited (Gebauer, Füller and Pezzei 2013). Poor communication 

and lack of clear explanation discourage customers from participating in value co-

creation (Essen, Winterstorm and Liljedal 2016). Consumers may engage negative 

feelings towards a company, it becomes a barrier to engage consumer participation in 

value co-creation. 

Companies which seek to implement value co-creation should communicate with 

consumers before engaging them to participate, so that they can receive clarification 

and justification for their participation (Mani and Chouk 2018). Failure of the company 

to communicate with the consumers concerning the intended value co-creation may 

engender feelings of anger and frustration, which can make consumers unwilling to 

participate in value co-creation activities (Gebauer, Füller and Pezzei 2013). 

2.10. Overcoming barriers to the implementation of value co-creation  

The holistic and integrative approach in the concept of value co-creation needs to be 

understood in term of its multiple dimensions (Agrawal and Rahman 2015). Value co-

creation requires theoretical and practical dimensions to be explored analytically, 

focussing on the points of divergence between different perspectives and approaches. 
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The essential role of communication and social interaction in the value co-creation 

process forms the foundation for the success of the organisation in achieving its 

business and projects objectives (Smyth, Lecoeuvre and Vaesken 2018). Effective 

sharing of information, expertise, skills and experiences leads to the creation of a 

better service experience for the clients, employees and all involved stakeholders in 

the interaction process. 

Integrating the managerial knowledge within the organisation concerning value co-

creation is essential to embrace the differences in opinions that can hinder the 

implantation of the strategy (O'Cass and Wetzels 2018). 

Advanced technological applications and platforms are used as mechanisms for the 

implementation of value co-creation. The process of value co-creation involves the 

gathering of diverse forms of data that cannot be easily analysed through manual 

processes (Smyth, Lecoeuvre and Vaesken 2018). 

2.11. Summary 

The reviewed literature indicated the empirical and scholarly evidence on the 

application of value co-creation in the project management setting and other business 

environments. Despite the existing literature discussed, the gaps are still noticed in 

the body of knowledge that the content in the literature does not describe the execution 

of value co-creation in the South African project management industry, specifically, 

which is the goal of the current study to fulfil. This chapter prepares for the next chapter 

which will focus on methods and design used to gather data to achieve the objectives 

of the study. 

 

 

  



 

26 
 

Chapter 3: Research Methodology 

3.1. Introduction 

This chapter presents the research methodology adopted for the study. The research 

approach, research paradigm, research design, data collection, data analysis and 

trustworthiness of the findings. 

3.2. Research approach 

Qualitative approach was adopted for this study. Babbie (2016) emphasised the 

contextual relevance of the qualitative approach in understanding social phenomena 

in the real world. Creswell and Miller (2000) ascertained that the qualitative approach 

provides insight into the experience of the subjects which cannot be reached through 

numerical and statistical measurements of quantitative research approaches. 

Denscombe (2010) suggested that qualitative research approach is concerned about 

the subjects’ perception and interpretation of the social realities in their social context. 

Qualitative research perceives social reality as socially constructed and interpreted in 

the context of the individuals involved (Denzin and Lincoln 2011). Practices and beliefs 

of participants can be subjectively understood in their social context; therefore, 

qualitative approach was adopted for this study to unpack the in-depth information on 

impediments that hinder value co-creation the project management. 

3.3. Research paradigm 

A research paradigm is the philosophy that provide the lens for understanding reality 

(Saunders, Lewis and Thornhill 2018). There are many paradigms in research 

including positivism, pragmatism, critical realism, postmodernism and interpretivism. 

Positivism regards reality from an observable and measurable perspective and 

suggests that the relationship between the dependent and independent variables 

should be established to accept or reject the hypothesis (Cuervo-Cazurra et al. 2017). 

Postmodernism emphasises the aspect of ethics and morals as valuable in 

understanding social reality (Saunders, Lewis and Thornhill 2018). Pragmatism 

suggests that there are multiple realities that may not be universally understood by 

each philosophy, therefore, the research should adopt the philosophy that offers 

practical solution for a particular context (Kelemen and Rumens 2008). Critical realism 
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emphasises on the relevance of past experiences and sensations as the basis for 

understanding the social reality and events (Reed 2005). 

The interpretivist paradigm provides the basis of the study in which the multiple 

realities are analysed from the subjects’ interpretation of their experiences (Saunders, 

Lewis and Thornhill 2018). Reality and truths are constructed in the social context 

hence the interpretivist approach seeks to understand the underlying meanings 

attached to the phenomena within the social context (Saunders, Lewis and Thornhill 

2018). The interpretivist paradigm understands the concept of multiple realities as 

being subjectively perceived, experienced, formed, expressed and modified (Hennink, 

Hutter and Bailey 2011). The interpretivist paradigm was adopted for this study 

considering its assumption of human capabilities to create their own realities and 

experiences.  Qualitative approach described in the previous section falls within this 

interpretivist paradigm. 

3.4. Case study 

Qualitative research can either adopt an exploratory, explanatory, case study or 

descriptive research design to achieve its intended goals. The study adopted a 

qualitative research approach using a single case study of a company. The case study 

research design adopted for this study is revelatory in nature. A case study was 

adopted as the research design of the study. Yin (2009) suggested that case study 

research design aims at answering the ‘why’ and ‘how’ questions related to the 

phenomena in which the researcher does not influence or manipulate the situations or 

events. The philosophy behind using a case study research design in this study is 

vested in its ability to offer explanation of events in real life situations which cannot be 

obtainable by experimental or survey methods. 

Case study was used as the data collection method. Case study involves the 

investigation of the events, groups or individuals in their context or real-world settings 

to achieve in-depth or detailed description of the phenomena. A case study is an 

empirical inquiry that investigates a contemporary phenomenon in depth and within its 

real-life context, especially when the boundaries between phenomenon and context 

are not clear. It is a holistic approach to the understanding of complex and specific 

processes as they occur in the confined natural environment, situations, or settings. 
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This study is a revelatory single case study because it focused on one company that 

implements value co-creation. The company is a leading brewer, established in more 

than 50 countries in the world, with over 600 years of heritage and more than 500 

brands. It was chosen as a case of the study considering its implementation of value 

co-creation on a regular basis. 

 A revelatory case study provides the opportunity to investigate into a previously 

inaccessible inquiry. Managers were selected based on their previous experience of 

value co-creation and were interviewed to get a deep understanding of the 

implementation of value co- creation and the barriers thereof. 

Unit of analysis included the opinions and reported experiences of selected 

participants regarding impediments to value co-creation and the management of 

value. Project managers of a company presented their views and experiences. 

3.5. Data Analysis and Interpretation 

Analysis of data from case studies involves thorough examination, categorisation, 

tabulation and integration of acquired information to make conclusion about the 

phenomenon investigated. This source of information provided first-hand information 

on value co-creation in the company. De Vos (2005) suggested that data analysis 

involves the close examination and analysis of a large volume of data to formulate 

codes and themes which can be qualitatively interpreted.  

Pattern matching, content analysis and thematic analysis are all potentially appropriate 

techniques for analysing case study data. Thematic analysis, the method used in this 

research, is a qualitative research method that can be used for a wide range of 

paradigms and designs. It is a method for identifying, analysing, organizing, 

describing, and reporting themes found within a data set (Braun and Clark 2006).  

Thematic analysis is more flexible to analyse qualitative data from different sources, 

and can be adopted for complex nature of data (Braun and Clark 2006). King (2004) 

suggested that using thematic analysis helps to identify the similarities and differences 

existing in the qualitative data generated from the participants. Thematic analysis 

summarises the common features within the large amount of qualitative data to 

generate well-structured final report of the findings (Braun and Clark 2006). The 

strengths of thematic analysis as a method lies in its richness and flexibility in 
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analysing complex forms of and large amounts of data gathered from participants. The 

accounts and narratives of the participants will be transcribed from audio to text 

document for easy coding and formulation of themes. 

3.6. Reliability and validity 

The relevance of the study in terms of reliability and validity for qualitative research 

will be checked using the criteria of credibility, confirmability, transferability and 

dependability to ensure that the findings are trustworthy (Bhattacherjee 2012). 

According to Yin (2015), trustworthiness of qualitative research is built on the basis of 

transparency and credibility. 

3.6.1. Credibility 

Credibility involves ensuring that the data is free from bias or distortion.  The essence 

of credibility checking lies in the internal validity of the findings ensured by member 

checking which involves confirming the meaning of the text from participants. 

According to Creswell and Miller (2000), the researcher is required to check with the 

participants to confirm if there is consistency in terms of their interpretation and 

meaning of the narratives. A high level of consistency between the interpretation of 

findings by the researcher and participants indicates a high level of credibility. The 

researcher referred to the participants to confirm whether the findings were accurately 

representing their narrations and responses to the interviews. The member checking 

concluded that the findings were credible. 

3.6.2. Dependability 

Dependability involves ensuring that the finding can be trusted or believed. The 

dependability of findings in qualitative studies can be confirmed by presenting the 

actual words of the participants (Dye et al. 2000). The researcher presented the actual 

words of the participants and separated the researcher’s interpretation and 

participants’ responses to ensure that findings were free from bias. 

3.6.3. Transferability 

Transferability involves evaluating the extent to which the findings can be applied to 

the same situations in a different setting or environment (Rolfe 2006). Findings with 

high transferability can be appropriately applied to other settings beside the context in 

which the environment in which the study was carried out. The researcher compared 
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the previous literature and findings to check the transferability of the findings. The 

checking of transferability confirmed that the findings are transferable to other 

contexts. 

3.6.4. Confirmability 

Confirmability involves checking with the participants that they interpret the narratives 

in the same way (Saunders, Lewis and Thornhill 2018). The extent to which the 

interpretation of the narratives is consistent indicates the confirmability of the findings. 

The researcher conducted member checking by referring to the participants to confirm 

the meanings of their narrations. The outcomes of member checking indicated the 

findings were confirmable. 

3.7. Pilot study 

A pilot study was conducted to test the effectiveness of the questionnaire. A pilot study 

was completed by 2 participants selected from the same company that forms the case 

of the study. Participants who participated in the pilot study were excluded from the 

actual study. The pilot was conducted with the managers that have value co-creation 

experience. No changes were made to the interview questions because they all 

seemed to be relevant and appropriate for the study. 

3.8. Ethical considerations 

3.8.1. Permission 

The University of Cape Town ethics clearance procedure was followed to obtain the 

ethics clearance. The interview consent letter, the research proposal and ethics 

application were submitted to the ethics department via submittable. A questionnaire 

was completed on submit table regarding the research ethics. An approval was 

obtained.  

3.8.2. Informed consent 

Participants granted their informed consent after they read and understood the 

information provide on the informed consent form regarding the topic, purpose of the 

study, duration and nature of interview. The researcher explained to the participants 

about the scope of the study and ethical considerations to observed. The researcher 

informed the participants about their rights to withdraw from the study, voluntary 
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participation, privacy and anonymity. Participants who granted their permission signed 

the informed consent form prior to their participation in the study. 

3.8.3. The right to withdraw  

The researcher informed the participants about their right to withdraw from the study 

whenever they wish or feel uncomfortable. The researcher explained to the 

participants they will not be punished or receive any negative consequences for their 

decision to withdraw from the study. No effort may be made by the researcher to 

convince or coerce the participants to proceed with the study if the wish to withdraw. 

3.8.4. Confidentiality 

The researcher assured the participants that their personalities, responses and any 

information that may lead to their identification will be treated with confidentiality. The 

researcher used pseudonyms for the identification of the participants during the data 

collection and presentation of findings to ensure the privacy and anonymity of 

participants. The data and study materials were kept safely in a drawer secured with 

a lock, and soft copies were kept in a computer folder secured with a password. All 

the study materials will be destroyed after the completion of the study. 

3.8.5. Protection of participants 

The researcher ensured that the participants are protect from emotional, physical and 

social harm during the study. Protection of emotional harm was ensured using 

professional and formal language that ensure the respect and integrity of the 

participants. The researcher ensured protection of participants from physical harm by 

encouraging the participants to choose the places that they felt comfortable and safe 

from any physical harm. The research used neutral words during the interviews to 

protect participants from social harm and any possible stereotype. 
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Chapter 4: Presentation, interpretation and discussions of findings 

4.1. Introduction 

This chapter presents that findings of the study. Some of the interview questions 

asked: What challenges do you face in generating and delivering value outcomes for 

a wide range of stakeholders in project management? Please explain., what do you 

think are the sources of impediments hindering the implementation of value co-

creation in project management in your company? Demographic details of participants 

are presented in this chapter. The data was analysed using thematic analysis. The 

researcher manually analysed the participants’ responses to identify similar ideas and 

group them into themes.  Themes were formulated under each research objective. 

Direct words of the participants are presented to ensure credibility of the findings. 

Discussions of findings are provided to link the findings from the interviews and 

existing literature. 

4.2. Demographic details 

The demographic details of the participants were gathered in relation to their level of 

education, working experience and occupational position. 

Table 4.1. Demographic details 

Participant  Level of 

education 

Working 

experience 

Occupational position 

1 Honours 5 years Brewing Area Manager 

2 Bachelors 10 years Technical Project Manager 

3 Honours 5 years Brewing Project Engineer 

4 Honours 7 years Control Manager 

5 Bachelors 3 years Project operation Manager 

6 Honours 8 years Raw Material and process 

development specialist 

7 Bachelors 3 years Brewing Project Engineer 

8 Bachelors 5 years Control Manager 
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9 Honours 7 years Control Manager 

10 Honours 3 years Control Manager 

 

Six (6) participants were holders of Honours degrees and four (4) had Bachelor’s 

degrees. Differences in the level of education determined the depth of participants’ 

response to the interview questions where participants with Honours provided more 

detailed information as compared to participants with Bachelor’s degrees. 

Working experience of participants ranged from three (3) to ten (10) years. Three 

participants had three years of experience, and other three participants had five years 

of experience, two had seven years of experience, one had eight years of experience 

and another one had ten years of experience.  

Occupational positions of the participants included Brewing Area Managers, Technical 

Project Managers, Brewing Project Engineers, Control Managers, Project Operation 

Manager, and Raw Material and process development specialist.  The diversity of 

occupational positions is essential for the study to gather information from different 

perspectives and experiences. The responses of the participants were unique based 

on their occupational positions and their daily roles in the company.  

4.3. Impediments hindering value co-creation in project management 

The generated themes in relation to impediments that hinder value co-creation in 

project management include project scope changes, lack of performance standards 

and poor communication, stakeholder involvement, lack of knowledge and unrealistic 

expectations. 

Table 4.2. Impediments hindering value co-creation in project management  

 Themes Interpretation 

1. Project scope changes Participants indicated that project scope changes impede value 

co-creation in project management. 

2. Lack of performance 

standards 

Participants indicated that there are no specific performance 

standards in the project management. 
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3. Poor communication Participants pointed to the poor communication as impeding 

value co-creation in project management. 

4. Stakeholder involvement Participants indicated that stakeholder involvement is 

problematic in value co-creation in project management 

5. Lack of knowledge Participants indicated that lack of knowledge in project 

implementation impede value co-creation in project 

management. 

6. Unrealistic expectations Participants mentioned that unrealistic expectations cause 

unnecessary pressure on team members that lead to post-

project issues. 

 

4.3.1. Project scope changes 

Participants indicate that project scope irregularities affect the value co-creation in the 

project management. The scope regularities incorporate changes in the scope of the 

work and project requirements. The following participant reported that: 

Participant 1: 

When the stakeholder constantly changes the scope of the work.... stakeholder does 

not appropriately define the key outcomes required from the project. 

Participant 5: 

Managing the demand from different stakeholders is very difficult...lack of clarity in the 

requirements of a project impedes the effective implementation of value co-creation in 

the project. 

The project scope irregularities present a barrier to the implementation of value co-

creation since the project scope and requirements is not clearly defined. The 

participants suggested that changes in the project scope result in the changes of the 

required project outcomes, and difficult to manage. 



 

35 
 

4.3.2. Poor communication 

Participants expressed that poor communication impedes the implementation of value 

co-creation in the project management. When the stakeholders have different 

perspective of the value about the project, it affects the project quality and results in 

cost implications. Participants suggested that they face challenges when they are not 

given relevant information upfront. 

 

Participant 1: 

Having different perspectives of value between the two parties involved, for example, 

the value for the supplier if generally the engineering outcomes, whereas for the 

company, it is beyond that. We also look at the quality output, the cost implications 

and whether the changes will improve efficiencies and delivery. 

Participant 2: 

I would say one of the challenges we face is not being told relevant information upfront 

which results to lack of communication and people taking up actions of their roles. 

Participant 4: 

 At different stages in the goal creation we do have problems that include what I refer 

to as the inability of the end user (customer) to clearly define the way certain issues 

and projects be implemented which forces us sometimes to do things in a certain way 

and only after that do we now get criticism, this is but one challenge amongst many 

others. 

4.3.3. Lack of performance standards 

Participants reported that there are no specific standards for measuring performance, 

and it becomes difficult to trace the performance and achievements in the project 

management. Participants suggest that there are many measures used randomly to 

measure project performance hence it becomes difficult to determine the final success 

of the project. The participants said the following:  

Participant 2: 
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There isn’t a standard or a specific measure that we would use, but when you go back 

to analyse your achievements of your performance criteria you would generally trace 

where you sort of went wrong. Which will then come down to the design phase in 

maintenance. So, once you’ve identified the phase which the deviation of your goal 

took place you can then identify the activities which you didn’t have sufficient support 

on.  

 

 

Participant 4: 

The main thing is on defining what the purpose of the project is and the measures that 

will be used to show project success, often there are too many measures thrown 

around which then skews the final measure of project success. 

4.3.4. Lack of knowledge 

Participants reported that lack of practical knowledge about project implementation is 

a barrier to value co-creation in project management. Participants reported that 

sometimes the client might not have knowledge, skills or experience with the project 

at hand, and result in continual change to the project scope. 

Participant 4: 

Continual change in the scope of the project is a challenge we face in most of our 

projects...this coupled by lack of knowledge of what is practical and what is not this is 

sometimes because of lack of skills, experience and sometimes it is just lack of 

commitment and self-management. 

Participant 7: 

Lack of knowledge and skills about project on the part of the client is very difficult 

because the client end up continuously change the project scope and make additional 

designs that will cost us in future. 
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4.3.5. Unrealistic expectations 

Participants mentioned that customers promise unrealistic deadlines to the top 

management and that result in unnecessary pressure on the project teams. When 

customers lack project experience it results in some of them being unrealistic in their 

demands. Participants mentioned that some of the customers’ budget may not match 

with the project demands. The following participants said: 

Participant 4: 

This in our case results in our customers promising unrealistic deadlines to top 

management resulting in unnecessary pressure on the project teams which may 

sometimes lead to work accidents and shortcuts being taken. 

Participant 8: 

Sometimes lack of project experience among members results in some being 

unrealistic in their demands and on the flip side the more experienced do not readily 

change and adapt to the new ways of doing things 

Participant 10: 

The problem usually starts with I have such and such amount and I need this done 

however in most cases the funds available do not match the amount of work being 

proposed, so when trying to align the expectations with the available funds there is 

usually a disconnect and unhappiness. 

4.3.6. Stakeholder involvement 

Participants indicate that lack of stakeholder involvement in the project from the onset 

create problems to the value co-creation in the project management. The lack of 

stakeholders in the project result in the mismatch between the work demands and cost 

implications. Participants also indicate that too much involvement of the stakeholders 

is problematic, and it leads to unnecessary changes to the project scope and short-

cuts to reduce costs. The following participants said: 

Participant 3: 
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Lack of involvement of the end user from the beginning of the project is a huge 

concern. You find that the end user has a long list of abnormalities due to short cuts 

taken during the project implementation in order to cut costs. 

Participant 9: 

It is both side that when the stakeholders are not involved in the project from start, by 

the time you try to involve them, they come with many changes and suggestions to the 

project scope...however, too much involvement of the stakeholders create more 

problems because begin to make unnecessary changes to the project scope and 

short-cuts to reduce costs. 

The findings on the impediments that hinder the implementation of value co-creation 

were consistent with the study propositions and explained why value co-creation is not 

a common practice in Project Management in South Africa. The study propositions 

highlighted the lack of awareness about the importance of value co-creation, secrecy 

and ownership of intellectual property, information overload, poor communication, and 

changing attitudes as the impediments that hinder the implementation of value co-

creation in project management in South Africa. Similar factors were found by the 

study including project scope changes, lack of performance standards, poor 

communication, stakeholder involvement, lack of knowledge and unrealistic 

expectations. 

4.4. Impact of ineffective management of value outcomes 

Ineffective management of the project leads to bad company reputation, financial 

implications, conflict of interests and poor quality of work. 

Table: 4.3: Impact of ineffective management of value outcomes  

Themes Interpretation 

Bad company reputation Findings indicated that ineffective management of value 

outcomes lead to bad company reputation. 

Financial implications Participants indicated that changes in the project scope result in 

financial implications. 
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Conflict of interests Participants expressed that lack of specific parameters to 

measure project performance led to conflict of interests between 

the contractor and client. 

Poor quality of work Participants indicated that poor quality of work can be 

experienced when the client lacks knowledge and experience with 

project. 

 

4.4.1. Bad company reputation 

Participants indicate that ineffective management of value outcome led to bad 

company reputation as being unreliable. Participants mentioned that people begin to 

lose trust in the company’s capabilities and abilities to deliver on the expectations. 

Participant 1 

Makes the company unreliable.... people loose trust in its capabilities and abilities to 

deliver on the expectations. 

Participant 3: 

It becomes difficult to satisfy the supplier and end user at the same time. Some 

suppliers bid at a low price and leave the end user with post project issues...It can ruin 

the reputation of the business as some projects can result in a food safety risk for 

consumers if not done properly 

Participant 10: 

Customers can put a lot of pressure for their work to be done within a short time frame, 

and when they begin to not post project issues, the perceive the company as bad. 

4.4.2. Financial implications 

Participants reported that the allocation of insufficient time for the project lead to the 

project running out of budget due to new issues coming up and not able to complete 

the scope required. Participants also indicated that changes that are made to the 

project scope have serious financial implications since new changes come with 

additional costs. The participants said the following: 
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Participant 5: 

Insufficient time spent on the front-end engineering/design, which leads to the project 

running out of budget due to new issues coming up and not able to complete the scope 

required. 

Participant 9: 

‘...those impediments that require structural changes to the project take priority as they 

have serious financial implications because those changes introduced come with 

additional costs. 

4.4.3. Conflict of interests 

Participants expressed that lack of specific parameters to measure project 

performance lead to conflict of interests between the contractor and client. 

 

 

 

Participant 3: 

‘Project management need to be directed by specific standards and rules that makes 

the client and contractors to be at the same level otherwise without those parameters 

conflict of interests may exists between the client and contractor.’ 

Participant 7: 

‘Lack of consensus between the contractor and client is common in project 

management if there is poor communication among the project stakeholders.... if 

differences are not communicated and addressed, the conflict of interests may arise.’ 

Participant 9: 

‘Project stakeholders need to be updated on all the information about the project to 

avoid conflict of interest and sabotage, especially when project specifications are not 

clear to all stakeholders.’ 
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4.4.4. Poor quality of work 

Participants indicated that poor quality of work can be experienced when the client 

lacks knowledge and experience with project. 

Participant 1 

The interpersonal communication in project management affects the outcomes of the 

project, so when the project is poor managed the quality is also negatively affected. 

Participant 7 

‘Poor management of the project manifests itself through the quality of work produced, 

and if immediate interventions are not made, the project may fail to achieve its 

objectives.’ 

Participant 10 

Many projects suffer from ineffective management and lack of experiences of both 

client and contractor that lead to poor quality or failure to reach the optimum standards. 

The findings indicated the impact of ineffective management of value outcomes in 

project management including bad company reputation, financial implications, conflict 

of interests and poor quality of work. The findings intended to meet objective 2 of the 

study which sought to identify the barriers and concerns regarding value co-creation 

implementation through interviews with managers. The findings fully addressed the 

concerns regarding value co-creation implementation. This section partially addressed 

the requirements of objective 2. 

4.5. Managing impediments that hinder value co-creation in project 

management 

The themes generated regarding ways to manage impediments that hinder value co-

creation in project management include risk assessment, setting realistic goals, value 

interaction, and stakeholder accountability. 

Table 4.4. Managing impediments that hinder value co-creation in project 

management  

Themes Interpretation 
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Risk assessment Participants recommended for the pre-project and post-project 

assessment to manage the impediments that hinder value co-creation 

in project management. 

Setting realistic 

goals 

Participants suggested that setting of realistic goals assists in 

managing impediments that hinder value co-creation in project 

management 

Value interaction Participants recommended for the value interaction to address the 

impediments that impede value co-creation 

Stakeholder 

accountability 

Participants recommended that stakeholders should be accountable 

for their contribution throughout the project life cycle. 

 

4.5.1. Risk assessment 

Participants indicated that risk assessment should be conducted to ensure that the 

project objectives are align with the projected outcomes. Participants suggest that risk 

assessment should be carried out by multiple stakeholders to reach a holistic 

conclusion. The risks assessment should be done before the project start to make 

projections about the success of the current project, and post-project risk assessment 

should be conducted to identify areas of mistakes to be corrected in the future projects. 

The following participants said:  

Participant 1: 

Managing the impediments that hinder value co-creation requires risk assessment to 

be conducted before the project starts and at the end of the project....by performing 

risk assessments against the projective objectives and the expected outcomes 

Participant 6: 

Risk assessments not being done with a multidisciplinary team so that the view of risks 

is holistic to significantly reduce additional costs later... a post project review is one 

way of identifying the impediments as a learning for future and the criteria used to 

identify the impediments is in the form of a risk assessment. The risk assessment 

takes into account the severity, the frequency, likelihood, cost to company. 
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4.5.2. Setting realistic goals 

Participants mentioned the importance of setting realistic goals in managing the 

impediments that hinder value co-creation in project management. The setting of 

realistic goals at the beginning of the project informs the decision making throughout 

the project life cycle, and achieving of short, medium and long-term benefits of the 

project. The following participants said: 

Participant 1: 

‘.... realistic goals are highly crucial to conceptualise at the onset as they get tied to 

every decision that will be made during the course of the project. Moreover, these are 

imperative in that the medium term and long-term benefits or lack thereof, will be taken 

by the company’ 

Participant 6: 

The stakeholders should set realistic goals and key performance indicators for the 

project...It really depends on the relationship between the Key Performance Indicators 

(KPIs) as you sometimes can achieve one KPI at the expense of the other. So, it is 

important to see the Total Cost of Ownership for the solution being implemented so 

that the long-term impact is taken into account. 

4.5.3. Value interaction 

Participants indicate that value interaction should be used to manage impediments of 

value co-creation in project management. Participants mentioned that value 

interactions ensure that all the stakeholders understand the requirements of project 

and ensure that the value outcomes are delivered effectively. Value interaction should 

be ensured at a moderate level because over interaction may cause more challenges 

related to project creeping and disagreements. The following participants said: 

Participant 3: 

Value interactions ensure that all stakeholders understand what is required of them 

and this ensures that value outcomes are delivered effectively. 

Participant 4: 
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Over interaction sometimes creates project creeping and constant goal post changing 

I have been in situations at project implementation level where things were required 

to be changed and sometimes have had to refer customer to agree and sign off project 

plan. This does cause unhappiness and disagreements at project handover and may 

have financial implications. 

4.5.4. Stakeholder accountability 

Participants reported that stakeholder accountability is required to management 

impediments that hinder value co-creation. The participants mentioned that keeping 

the suppliers accountable at minimum cost ensure that the project value is delivered 

without compromising the reputation of the business. 

Participant 3: 

‘... the project manager or production team need to keep suppliers accountable at 

minimal cost and ensures that the required value is delivered without compromising 

the reputation of the business. 

Participant 6: 

‘...lack of accountability and waste of resources lead to the company not being viewed 

as efficient and reliable.... managing value co-creation impediments requires 

stakeholder accountability in the project management.’  

4.5.5. Project management training 

Participants pointed to the need for project management training for stakeholders to 

curb the impediments that hinder the implementation of value-co-creation in project 

management. Training programmes assist stakeholders to participate fully in the 

project management and make contributions in the decision-making processes. 

Participant 2: 

‘...lack of handing out the right project packages can ruin the reputation of the 

organisation and project package which can also lead to contamination of products. I 

could therefore conclude that the SOPs need more training. 

Participant 4: 
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The ways are geared to meet the goals of the client, however the clients in future they 

need project management training to understand all the processes and stages of 

projects so that they can be able to participate and give full attention and contributions 

and add value to the project rather than being given a project that they have had no 

input to. 

The findings show the ways of managing the impediments that hinder the 

implementation of value co-creation including risk assessment, setting realistic goals, 

value interaction and stakeholder accountability. The findings intended to meet the 

requirements of objective 3 which sought to assess the implementation of value co-

creation through reviewing of past projects company documents. The objective was 

partially addressed because the findings were based on interviews only, and not 

document review.  

4.6 Discussions 

The managers identified the impediments that hinder value co-creation in project 

management include project scope changes, poor performance standards and poor 

communication. 

Project scope changes affect the value co-creation in the project management. The 

scope regularities incorporate changes in the scope of the work and project 

requirements. The project scope irregularities present a barrier to the implementation 

of value co-creation since the project scope and requirements is not clearly defined. 

This was not in the literature; hence it was an insight gained by this study. The 

participants provided detailed information about their experiences regarding the 

implementation of value co-creation, therefore, more insight was gained. 

The managers emphasised that poor communication impedes the implementation of 

value co-creation in project management. When the stakeholders have different 

perspectives of the value about the project, it affects the project quality and result in 

cost implications. The project managers face challenges when they are not given 

relevant information upfront. Communication in value co-creation plays an integral role 

to convince customers to participate positively in the production process (Gebauer, 

Füller and Pezzei 2013). Communication is essential in both value co-creation and 

implementation of the project to  engage and update all project stakeholders on the 

aspects of the project (Mani and Chouk 2018). The managers suggested that there 
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are no specific standards for measuring performance, and it becomes difficult to trace 

the performance and achievements in the project management. There are many 

measures used randomly to measure project performance, it becomes difficult to 

determine the final success of the project.   

Lack of practical knowledge about project implementation is a barrier to value co-

creation in project management. The managers mentioned that sometimes the client 

might not have knowledge, skills or experience with the project at hand, and result in 

continual change to the project scope. This was not in the literature, it is an insight 

gained by this study. 

Customers promise unrealistic deadlines to the top management and that results in 

unnecessary pressure on the project teams. When customers lack project experience 

it results in some of them being unrealistic in their demands. The managers mentioned 

that some of the customers’ budgets may not match with the project demands. This 

was not in the literature, it is an insight gained by this study. 

Lack of stakeholder involvement in the project from the onset creates problems for the 

value co-creation in project management. The lack of stakeholders in the project result 

in the mismatch between the work demands and cost implications. The managers 

allude that too much involvement of the stakeholders is problematic, and it leads to 

unnecessary changes to the project scope and short-cuts to reduce costs. This was 

not in the literature, it is an insight gained by this study. 

The managers identified the impact of ineffective management of value outcomes 

including bad company reputation and financial implications. 

Ineffective management of value outcome lead to bad company reputation as being 

unreliable. The managers made it clear that people begin to lose trust in the company’s 

capabilities and abilities to deliver on the expectations. This was not in the literature, 

it is an insight gained by this study. 

The allocation of insufficient time for the project lead to the project running out of 

budget due to new issues coming up and not able to complete the scope required. 

Changes that are made to the project scope have serious financial implications since 

new changes come with additional costs. This was not in the literature, it is an insight 

gained by this study. 
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The managers suggested ways to manage impediments that hinder value co-creation 

in project management include risk assessment, setting realistic goals, value 

interaction, and stakeholder accountability. 

Risk assessment should be conducted to ensure that the project objectives are aligned 

with the projected outcomes. Risk assessment should be carried out by multiple 

stakeholders to reach a holistic conclusion. The risks assessment should be done 

before the project start to make projections about the success of the current project, 

and post-project risk assessment should be conducted to identify areas of mistakes to 

be corrected in the future projects. This was not in the literature, it is an insight gained 

by this study. 

Setting realistic goals is crucial in managing the impediments that hinder value co-

creation in project management. The setting of realistic goals at the beginning of the 

project informs the decision making throughout the project life cycle, and achieving of 

short, medium and long-term benefits of the project. This was not in the literature, it is 

an insight gained by this study. 

Value interaction should be used to manage impediments of value co-creation in 

project management. Value interactions ensure that all the stakeholders understand 

the requirements of the project and ensure that the value outcomes are delivered 

effectively. Value interaction should be ensured at a moderate level because over 

interaction may cause more challenges related to project creeping and disagreements. 

Consistent engagements between the company and customers for value co-creation 

facilitate the quality of the products and services (Romero and Molina 2011). Value 

interaction assists in building relationships with customers and convince them to 

participate in value co-creation (Dvorak 2013). Value co-creation lays the foundation 

for the establishment of customer trust, loyal and relationships (Vega-Vazquez, 

Revilla-Camacho and Cossío-Silva 2013). In the business environment, innovation 

and competitive advantage are outcomes of value co-creation because the interaction 

that takes place between the firm and customers influences the outcomes of the 

quality of products (Prahalad and Ramaswamy 2004). Hence, the findings are 

supported by the existing literature on the importance of value interaction in managing 

the impediments that hinder value co-creation. 
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Stakeholder accountability is required to management impediments that hinder value 

co-creation. Keeping the suppliers accountable at minimum cost ensure that the 

project value is delivered without compromising the reputation of the business. Value 

co-creation is implemented within the confines of interaction between the company 

and customers, and both parties are important to each other (Grönroos 2011). The 

interaction between the company and customers for the purpose of value co-creation 

should be based on transparency, dialogue and risk benefit to ensure positive 

outcomes (Prahalad and Ramaswamy 2004). The findings are supported by the 

existing literature on the aspect of stakeholder accountability as a strategy to manage 

the impediments that hinder value co-creation. 

Project management training for stakeholders to curb the impediments that hinder the 

implementation of value-co-creation in project management. Training programmes 

assist stakeholders to participate fully in the project management and make 

contributions in the decision-making processes. This aspect is not supported by the 

existing literature, it is insight gained by the study. 

4.7 Conclusion 

This chapter presents that findings of the study. Demographic details of participants 

are presented in this chapter. The findings are presented into themes supported by 

the direct words of the participants. The researcher’s interpretation of findings is 

provided based on the quotation of participants.  

Chapter 5: Conclusions and recommendations 
 

5.1. Introduction 

This chapter presents the discussions, conclusions, and recommendations of the 

study. The discussions consider the consistency of findings and existing literature. 

Conclusion is the final statements that are made regarding the findings in relation to 

the research question and objectives. Recommendations are made to specific 

individuals, departments, organisations, and future researchers. 

5.2. Conclusions 

The study focused on investigating why is value co-creation not a common practice in 

the South African project management industry.  
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The research question was:  

Why is value co-creation not a common practice in the South African project 

management industry?  

The findings from the field and literature were as follows: there are impediments that 

hinder the adoption and effectiveness of value-co-creation in project management 

including poor communication, lack of specific standards for measuring performance, 

lack of practical knowledge, unrealistic deadlines, lack of stakeholder involvement and 

insufficient management of value outcome. 

The research propositions were: 

Proposition 1: Secrecy and ownership of intellectual property impede the wide 

adoption of value co-creation in project management industry. The proposition 

was rejected by the findings. The proposition was supported by the literature; 

however, the findings did not consider secrecy and ownership of intellectual 

property as an impediment of value co-creation in project management 

industry. 

Proposition 2: Information overload impede the implementation of value co-

creation in project management industry. The proposition was rejected by the 

study. The proposition was only supported by the literature; however, the 

finding did not identify information overload as an impediment that hinders value 

co-creation in project management. 

Proposition 3: Word of mouth impede the wide spread of value co-creation in 

the project management industry. The proposition was accepted considering 

that it was supported by the literature and findings as an impediment that hinder 

value co-creation in project management industry. The findings suggested that 

negative word of mouth tannish image of the company and undermines its 

reputation. 

Proposition 4: Poor communication in project management industry impede the 

implementation of value co-creation. The proposition was accepted because it 

was supported by literature and findings as an impediment that hinders value 

co-creation in project management industry. Poor communication was linked to 
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unrealistic expectations of the clients and continual changes of the project 

scope. 

Proposition 5: Changing of attitude towards value co-creation impedes the wide 

adoption of value co-creation in project management industry. The proposition 

was rejected. The proposition was in the literature, but it was not supported by 

the findings. 

The research objectives were to: 

Objective 1: To assess the awareness, knowledge and the practise of value co-

creation in projects through interviews.  

The findings fully addressed the research objective through highlighting the previous 

implementation of value co-creation in project management industry, and shared 

experiences with value co-creation. 

Objective 2: Identify barriers and concerns regarding value co-creation implementation 

through interviews with managers. 

 The objective was fully addressed considering that the findings identified the 

impediments that hinder the implementation of value co-creation in project 

management industry. 

Objective 3: Assess the implementation of value-co creation in projects by reviewing 

past projects company documents. 

 The objective was partially addressed because the responses focused more on the 

previous encounters and experiences with implementing value co-creation, however, 

the aspect of company documents was not fully covered. 

The objective of the study was achieved through identification of impediments that limit 

the adoption of value co-creation in project management in South Africa. A single case 

was used in the study because the company was geographically convenient and 

accessible for the researcher. The findings of this case study are limited to one 

organisation. The project scope changes present a barrier to the implementation of 

value co-creation since the project scope and requirements is not clearly defined. Poor 

communication impedes the implementation of value co-creation in the project 

management. When the stakeholders have different perspective of the value about 



 

51 
 

the project, it affects the project quality and result in cost implications. The project 

managers face challenges when they are not given relevant information upfront. There 

are no specific standards for measuring performance, and it becomes difficult to trace 

the performance and achievements in the project management. There are many 

measures used randomly to measure project performance hence it becomes difficult 

to determine the final success of the project.  Lack of practical knowledge about project 

implementation is a barrier to value co-creation in project management. The study 

found that sometimes the client might not have knowledge, skills or experience with 

the project at hand, and result in continual change to the project scope. Customers 

promise unrealistic deadlines to the top management and that result in unnecessary 

pressure on the project teams. When customers lack project experience it results in 

some of them being unrealistic in their demands. The study found that some of the 

customers’ budget may not match with the project demands.  

Lack of stakeholder involvement in the project from the onset create problems to the 

value co-creation in the project management. The lack of stakeholders in the project 

result in the mismatch between the work demands and cost implications. Too much 

involvement of the stakeholders is also problematic, and it leads to unnecessary 

changes to the project scope and short-cuts to reduce costs. Ineffective management 

of value outcome lead to bad company reputation as being unreliable. The study found 

that people begin to lose trust in the company’s capabilities and abilities to deliver on 

the expectations. The allocation of insufficient time for the project lead to the project 

running out of budget due to new issues coming up and not able to complete the scope 

required. Changes that are made to the project scope have serious financial 

implications since new changes come with additional costs.  

Practical suggestions were made to minimise the impediments of value co-creation in 

the South African project management industry. Risk assessment should be 

conducted to ensure that the project objectives are align with the projected outcomes. 

Risk assessment should be carried out by multiple stakeholders to reach a holistic 

conclusion. The risks assessment should be done before the project start to make 

projections about the success of the current project, and post-project risk assessment 

should be conducted to identify areas of mistakes to be corrected in the future projects. 

Setting realistic goals is crucial in managing the impediments that hinder value co-

creation in project management. The setting of realistic goals at the beginning of the 
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project informs the decision making throughout the project life cycle, and achieving of 

short, medium and long-term benefits of the project.  Value interaction should be used 

to manage impediments of value co-creation in project management. Value 

interactions ensure that all the stakeholders understand the requirements of project 

and ensure that the value outcomes are delivered effectively. Value interaction should 

be ensured at a moderate level because over interaction may cause more challenges 

related to project creeping and disagreements.  Stakeholder accountability is required 

to management impediments that hinder value co-creation. Keeping the suppliers 

accountable at minimum cost ensure that the project value is delivered without 

compromising the reputation of the business. 

Project management training for stakeholders to curb the impediments that hinder the 

implementation of value-co-creation in project management. Training programmes 

assist stakeholders to participate fully in the project management and make 

contributions in the decision-making processes.  

5.3. Recommendations 

The recommendations are made to the organisation being studied, project 

managers, project clients and project stakeholders. 

 The case study organisation 

Recommendations are made to the organisation being studied to advance value co-

creation. The organisation is recommended to involve all project stakeholders in value 

co-creation to ensure that they clearly understand the objectives of the projects. 

Effective change management in required in the organisation to ensure effectiveness 

of value co-creation in the organisation. The organisation should invest in new 

technology and innovation that support the implementation of value co-creation. The 

parameters and standards for measuring the effectiveness of value co-creation in 

project management should be set by the organisation to ensure accurate assessment 

and projections of project success. 

 Project managers 

The project managers are recommended to set performance standards and 

parameters that guide the implementation of the projects and measure its success. 
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The lack of performance standards may create problems related to project quality. The 

project manager should facilitate effective communication that eliminate potential 

communication challenges.  Project managers accurate project the realistic timeframe 

required to complete the project so that workers may not receive unnecessary 

pressure. 

 Project clients 

Clients are recommended to provide specific and relevant information about their 

projects before the project has started. The provisions of relevant information prevent 

cases of changes to the project scope or additional costs. The Clients should research 

more or seek information about their projects before approach the project 

implementers.   

 Project stakeholders 

The project stakeholders include the project sponsors, employees, and end-users. The 

project stakeholders should not be too much involved in the project implementation 

and put unnecessary pressure. The involvement of stakeholders should be optimum 

to prevent the use of unnecessary short-cuts that can lead to additional costs. 

5.4 Suggestions for Future Research 

The future researcher should investigate value co-creation in other industries that are 

not covered by this study, for example, the retail industry in South Africa. Further, 

research should explore the company perspective and customer perspective towards 

value co-creation in the project management industry based on multiple cases and 

larger samples for comparison within the same industry. More research involving 

quantitative analysis should be conducted. 
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ANNEXTURE C:  INTERVIEW GUIDE 

Annexure: C. An interview guide for Project Managers at an FMCG company 

My name is Promise Moshidi. I am a student at the University of Cape Town in the 

Department of Construction Economics and Management. I am carrying out a study 

entitled, ‘Value co-creation in the Project Management Industry in South Africa: 

Implementation examined.’  

This study is part of the researcher's requirements in the fulfilment of Masters’ degree 

in Project Management at University of Cape Town. 

I want to understand the extent of implementation of value co-creation in a specific 

company. I would like to interview people who have project management experience 

in the specific company which the single case study is based on. 

Participation in this study is voluntary and the participants have the right to withdraw 

from participation anytime they feel inclined to discontinue with the study. Participants 

are encouraged to communicate to the researcher about their decision to withdraw 

from the study, and no consequences can be faced by the participants following such 

decision. 

One hour zoom interview will be scheduled. It is expected that the interviewee checks 

their schedule and recommends a suitable time by the 30 October 2020. No costs will 

be incurred as digitalization will be used. 

This project will not result in direct benefits to the interviewee. 

The research discriminates as it only requires participants to have at least one-year 

project management experience. 

The risk associated with participation in this project involve discomfort and intense 

reflective moments of past projects. The risk is that confidential data will be collected 

therefore company name and employees interviewed will not be mentioned by name. 

This will protect their reputation. 
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Values of confidentiality and privacy will be ensured throughout the study. No names 

of the participants will be identified with their responses, rather, codes will be used to 

identify the responses of the participants.  

The interview documents will be kept safely in a locked device and will be destroyed 

immediately on completion of the study. 

Permission and access to past projects will be required. 

Project feedback will be emailed to participants. This will include the full research 
report. 

 

I hereby giving my permission to participant in this study of the above-mentioned title. I am fully 

informed about the purpose of the study and the ethical considerations which guide the conduct of 

this research:  

 

I agree  

I disagree  
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Section. A. Demographic details 

 

1. Level of education   Metric   Bachelors   Honours  Masters  PhD  

2. Work experience.............................. 

3. Occupational Position..................... 

 

Section. B. Impediments hindering value co-creation in project management in 

South Africa 

Screening question: 

4.  Have you ever participated or are you currently participating in Project Management 

in your career in this company? Yes/No. If No, the interview will be terminated. 

5.  What challenges do you face in generating and delivering value outcomes for a 

wide range of stakeholders in project management? Please explain. 

6. What do you think are the sources of impediments hindering the implementation of 

value co-creation in project management in your company? Elaborate further. 

7. How often do you face challenges in the implementation of value co-creation in 

project management? Please explain. 

8. What criteria do you use to identify the impediments that are hindering the 

implementation of value co-creation in project management? Please go into detail. 

9. What additional comment would you make on the current state of impediments 

hindering the implementation of value co-creation in project management in your 

company? 

10. How does ineffective management of value outcomes affect the overall reputation 

of the company? 

11. What do you think about the impact of the traditional supplier and production-

oriented approach on the effectiveness of value management in projects? 

12. To what extent do the value interactions contribute to achieving the client value 

outcomes in the medium- and long-term? Please clarify. 
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13. What challenges do you face in ensuring value interactions across the project 

lifecycle to improve functionality of the value outcomes? Please explain. 

14. Do the current ways of managing value outcomes necessarily meet the mandatory 

goals of the clients? Please explain. 

 

 

 




