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Abstract       

The internet started in the 1960s for government researchers to exchange research. Tim Berners Lee 

created the foundation for the web in 1990, which consisted of the HTTP protocol, a browser, a 
server, and the world’s first website. Netscape, an early web browser, had a very successful IPO in 

1995, which ultimately popularized the web and sparked the so-called “Dot Com bubble.” The World 
Wide Web, since its creation until now, has become a critical channel between companies and 
customers. Over half of the internet starts their search on a search engine, making it imperative for 

companies that want to stay competitive to have a website online. Ever since the commercialization of 
the internet, startup companies have competed for the first search results in search engines through a 

digital marketing technique known as Search Engine Optimization. SEO as a study topic has been 
studied since Google was created in 1998.  

  

This thesis explores how value co-creation is created with Search Engine Optimization and how the 

two concepts are related. The context is for high-growth start-up companies that aim to increase their 
digital presence online.   

  

The research method is qualitative dominant and takes an abductive approach. The primary data was 
collected from a young startup company in North America and consisted of an extensive data set of 

user behavior. The data consisted of screen recordings of the users and user metrics collected through 
a tracking script on the website.  The secondary data used takes the form of peer-reviewed articles, 
previous SEO studies, online articles, and books.  

  

Search Engine Optimization was found to enable companies that want to increase their value 

cocreation based on the data. It was shown to have the capacity to boost their online presence, create 

more opportunities for value co-creation, and provide an insight into any blockages preventing 

cocreation. Essentially, SEO was found to be a vehicle to drive users to companies’ websites and 

increase the chances for the company to engage the user with a value proposition that could later turn 

into value-creation. The data also revealed that companies could choose to become co-creators in 

value if they choose to do so. This was a contrary finding to the pre-existing theory.  
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use, Digital marketing   
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ABBREVIATIONS   

BR   Bounce rate   

  

CIS  Consumer Information System  

  

CPC   Cost-per-click   

  

PPC   Pay-per-click  

  

ROI   Return on Investment   

  

S-D  Service Dominant  

  

SEA  Search Engine Advertising   

  

SEO   Search Engine Optimization   

  

SERPS   Search Engine Result Pages  

  

UI  User Interface  

  

UX  User Experience  

1 INTRODUCTION  

Essentially the internet started in the 1960s when government researchers would 

exchange research. These computers were large and relatively immobile and required 

magnetic computer tapes to be sent through the mail or an onsite visit to make use of 

the information. (A Brief History of the Internet, 2022)  

  

Another catalyst that sped up the creation of the internet as we know it was the cold 

war. The United States erected the Advanced Research Projects Agency Network 
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(ARPANET).  J.C.R. Licklider, a researcher at the United States Department of 

Defense Advanced Research Projects Agency (DARPA), envisioned a global network 

of computers connected through interfaces that would allow sharing of resources. His 

vision was what provided the direction which was later improved on and ultimate ly 

brought us the modern-day internet. (Bygrave & Lee, 2013)  

  

Tim Berners Lee created the foundation for the web in 1990, which consisted of the 

HTTP protocol, a browser, a server, and the world’s first website. The goal was to 

provide document management at CERN. (Lee,1989) The browser Mosiac was 

released that supported in-line images (Hoffman, 2017), and version 2.0 was able to 

support forms (Roger Clarke’s “Birth of Web Commerce,” 2002).   

  

Jim Clark and Mark Andesson 1994 created a browser called Netscape and released 

Netscape Navigator, and this brought the still used languages Java and JavaScript to 

the web. Netscape quickly took over and became the dominant browser. Netscape had 

a very successful IPO in 1995, which ultimately popularized the web and sparked the 

so-called “Dot Com bubble.” (McCullough, Brian, 2015)  

  

The World Wide Web, since its creation, has now become a critical channel between 

companies and customers (Pant and Srinivasan, .2010). Most users start their online 

experience by using a search engine to look for information about products and 

services. Over half of the internet start their search on a search engine, making it more 

imperative for companies that want to stay competitive to have a website online 

(Ballatore, Graham, Sen, 2017). Google is thought to be the central search engine 

because they have the most significant market share (Clemons & Madhani, 2010).  

With a market share of over 92 percent in 2022 (Johnson, 2022), Kennedy and 

Kennedy (2008) state that all companies must have an online presence. Zhu and WU 

(2011) found that 80 percent of all first-time website visits have arrived from search 

engines.  

  

People who could turn into potential customers use the web to compare prices and 

features, eventually leading to purchasing (Panda, 2013). A big challenge for 

companies is how to attract potential customers to their website, and the key to this 

problem is via a search engine (Kritizinger and Weideman, 2013)  



8  

1.1 Purpose of the study  

This thesis explores how value co-creation is created with Search Engine Optimizat ion 

and how the two concepts are related to each other. The context is for high-growth 

start-up companies that aim to increase their digital presence online.  

  

SEO as a study topic has been used since Google was created in 1998 (Hosch, 2022). 

Google and other search engines roll out many algorithms per year (Iredale & Heinze, 

2016) and provide a constantly changing face for researchers and digital marketers 

alike. However, there are many research gaps to fill, and many of the previous studies 

are outdated.  

   

This thesis will explore the research question: How can start-up companies increase 

their value co-creation through SEO? The aim is to identify how companies can 

increase their value co-creation through SEO. There will be an overview of different 

tactile approaches these companies can take regarding SEO and how these approaches 

will affect value co-creation.  

1.2 The motivation of the Study  

The author was motivated to write a thesis on this topic because of their work expertise 

as co-founder of an SEO company based in America. Backed with years of practical 

SEO experience and interest in start-up companies, the author felt the need to explore 

further the theoretical realm and possibilities that the vast topic of SEO has to offer.  

By tying theory to practical knowledge, the author aims to understand SEO deeper and 

bring an experienced viewpoint to the preexisting journals covering SEO as a research 

topic.  

  

 The significance of this research is that it will help build our understanding of how 

companies can increase their value co-creation. Additionally, it will help start-up 

companies identify how they can improve their SEO strategies and increase their value 

co-creation by using user data collected through analytical software.  
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Both value co-creation and Search Engine Optimization topics have much research 

backing them; however, this is done independently. There has not been much research 

that brings these two topics together specifically. Value co-creation in the 

servicedominant perspective was first introduced by Vargo and Lusch (2004) and has 

been expanded in depth by various researchers over the past decade. Over the recent 

years, there has been a vast amount of research on Co-creation in the fields of 

economics, information systems, marketing, and management (i.e., Evans and Wolf 

2005; Etgar 2008; Prahalad and Ramaswamy 2004; Pitt et al. 2006; Tuunanen, Myers, 

& Cassab 2010; Sharma, Sugumaran, and Rajagopalan 2002; Von Hippel and  Katz 

2002; Vargo and Lusch 2004)   

  

Most of the research that has been conducted on SEO has been to find the positioning 

of SEO in the field of marketing, strategical viewpoints of SEO, benefits of conducting 

SEO, technical aspects that correlate with SEO, and more practical research that 

provide knowledge on improving SEO (i.e., Berman & Kotana, 2013; Patil et al., 2013; 

Pohjanen, 2019; Sen 2013; Tsuei et al., 2018)  

  

Digital content marketing plays a pivotal role in search engine optimization and other 

digital marketing techniques (Ahmad et al., 2021). However, this thesis mainly focuses 

on the user’s intent, customer journey (in the perspective of UI & UX), and how this 

affects value co-creation. In one marketing study, they found that digital content 

marketing and value co-creation had a positive correlation. If certain conditions were 

met, value co-creation was happening automatically in pure digital environments 

(Ahmad et al., 2021) There is an apparent wide gap in the current research between 

Search engine optimization and value co-creation that needs to be addressed and filled.  

1.3 Overview of Chapters  

Chapter 2 will focus on the theoretical base where SEO and the importance of SEO 

will be discussed. This is followed by a brief introduction of what qualifies a company 

as a start-up, how start-ups benefit from SEO as a marketing channel and a brief 

overview of the suggested SEO strategies that start-ups can take. This is followed by 

exploring value co-creation and defining value co-creation from a service logic 

standpoint. An overview of the preexisting theory on value co-creation will be 

presented to identify how value co-creation coincides with the best SEO practices.  
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This is followed by chapter 3, the research approach taken, a description of the data 

used, and how the data was collected. In chapter 4, the results will be presented, and 

the data interpreted. This is then followed by chapter 5, which contains the conclusions 

and managerial implications and a reflection on the validity of the research and a look 

at what gap it fills in the current research, and suggestions for other researchers to 

further the research on this topic.  

1.4 Research Approach  

The research method is qualitative dominant and takes an abductive approach. The 

secondary data used takes the form of peer-reviewed articles, previous SEO studies, 

online articles, and books. Paul (1993) states that abductive research has been 

increasing in popularity in AI research and is effective in user modeling.  

Understanding the user and the user’s intent when applying SEO is vital because 

Google's many algorithmic changes are based on the premise with the user in mind by 

serving them high-quality content that meets their needs. (Taylor, 2021)  

  

The primary data consists of an extensive data set of video recordings of users on a 

North American-based start-up website/app. The video was captured using Microsoft 

Clarity, a user behavioral analytics tool, and are screen recordings of the user and their 

interactions on the website. The sessions start once the user lands on the website and 

end when the user bounces or leaves the website. For control and repeatability of this 

research, only the recordings when the user lands on the main call to action (primary 

goal), Company X’s multistep contact form, were used. Also, some data points from 

Companies X’s secondary goal will be used for comparison and accuracy as users 

travel between the two.  

  

  

  

  

  

  

  



11  
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2 THEORETICAL FRAMEWORK  

This section will define key terms and essential ideas in this research. The goal is to 

give the reader a generalized education on search engine optimization and why it is 

crucial to companies as a digital marketing strategy. The section will start at the basics 

and introduce the reader to what a search engine is, what they consist of, and the 

importance of Google in this domain. An overview of the best practices of SEO will 

be given, and start-up SEO strategies will be discussed. Lastly, and most importantly, 

value co-creation will be discussed. This thesis aims to discover how value co-creation 

ties into SEO strategies in a meaningful way and brings value to all parties: the user 

on the website, the company behind the website, and the SEO professional.  

2.1 Search Engine  

As Li, Liu, Huang, and Wang (2019) defined, web search engines are software 

programs that collect data from websites stored in databases and then provide the most 

relevant result for the searched topic. Rana (2016) explains that the search engine 

shows search engine result pages (SERPs) containing a list of websites indexed for 

specific keywords. It illustrates what a search result page looks like and how web pages 

are served to the user. Below is an example of a simulated search on Google.  
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Figure 1. Example of SERPS (screenshot by Caleb Riutta)  

According to Google (2022), rich results are “An enhanced result in Google search 

with extra visual or interactive features.” Google (2022) defines organic results as “A 

free listing in Google Search that appears because it is relevant to someone's search 

terms.” Non-organic search results are paid advertisements. The ads above organic 

results contain an “Ad” box.”  

  

There are three categories of search engines: crawler-based search engines, 

humanpowered directories, and hybrid search engines. Crawler-based search engines 

generate databases automatically, which current search engines use. Human-powered 

directories, also recognized as "open index systems," rely on manual input. Hybrid 

search engines utilize both the crawler-based/manual methods. (Bhandari and Bansai, 

2018.)   

  

The two key roles of a search engine are the indexing process, which creates searchable 

data, and the query process. The search engine then uses that data to produce a list of 

outcomes (Lian, 2014). Search engines play a vital role in helping users gain access to 
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a wide range of information. They provide users with the most relevant search results 

based on their queries (Wu, Zhang, & Xu, 2019)  

2.1.1 How search engines are designed  

When a user inputs a search query into a web crawler, it is usually more than one 

keyword or what is known as a long-tailed keyword (more than a single word). The 

web index has the names of the destinations, including the keywords, and these can be 

rapidly retrieved from the file. While formulating, the main priority is to serve pages 

that show up in the search engine results, also known as the SERPS. Each webpage on 

this list must be weighted according to how the search engines rank them in importance 

and if they match the user’s intent. The results are served, and several post result 

actions occur (Bhandari & Bansal, 2018). Here is a figure to demonstrate how search 

engines are designed:  

  

Figure 2. The architectural design of search engine (adapted from Chekuri,  Upfal, Goldwasser,  

& Raghavan, 2017, p. 3)  
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2.1.2 The goal of Search Engines  

A search engine's goal is to search the web for websites based on the user's search 

query. The search engine's primary function is to provide the user with the result that 

closely matches the user's keyword input. The search engine filters result from its 

database and sort the web pages into an ordered list of results based on its unique 

algorithm. This ordered list is the SERPS, which is served to the user.  

2.1.3 Algorithms  

For search engines to satisfy user's searches, they search engine must sift through all 

the most relevant content that is available on the internet and serve the user with the 

appropriate information; the search engines must classify the weight of each webpage 

and be able to pair it to search through an algorithm(s). (Patil P., Pawar, & Patil S., 

2013) Search engines work by ranking search query outcomes grounded on a 

widespread range of algorithmic and worth factors (Bhandari & Bansal, 2018).  

  

The three main early algorithms that are known that Google uses are Page Rank, 

Hilltop Algorithm, and Topic Sensitive Page Rank (Portent, 2013). Page rank is an 

algorithm that attaches a numerical weight to a website according to its relative 

importance of the website. Page rank monitors the amount of outbound and inbound 

links that a web page receives and looks at the quantity and quality of the backlinks to 

place the website's relative importance. (Et al., 2013) Page rank was introduced in 1998 

by the founders of Google, Sergey Brin and Larry Page. The inspiration for page rank 

was the academic citation model, in which authority is endorsed through papers that 

cite each other. However, to combat paid links and spam, another algorithm named 

Random Surfer was added to page rank; however, the weaknesses were discovered 

amongst the SEO community and were taken advantage of (Portent, 2013). John 

Mueller, the search advocate for Google, states that Google still uses Page rank on an 

internal level, “Yes, we use PageRank internally, among many other signals. It is not 

quite the same as the original paper, and there are lots of quirks (e.g., disavowed links, 

ignored links, etc.), and, again, we use a lot of other signals that can be much stronger.” 

(Mueller, 2020)  
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Over the years, Google has made many alterations to its search algorithms. Google has 

claimed to make several thousand changes to its algorithms in a single year. Some of 

these changes are small and not obvious. Then there are significant changes that the 

SEO community sees the effects ripple through the website that they optimize. Below 

is a table that lists eight significant algorithm changes that have affected how marketers 

optimize their websites. The chart is divided into four columns, and the columns have 

the proposed name of each algorithm change, the date of the change, what the change 

was made to amend, how the algorithm is composed, or what the algorithm relies on. 

(SEO Power Suite, 2020)  

  

Table 1. Eight Major Google Algorithm Updates (adapted from SEO Power Suite, 2020)  

Name  Date  Prevents  In Action  
Panda  02/24/2011  Plagiarized or 

duplicate content, 

spam (user-generated), 

overuse of keywords  

Assigns a theoretical 

quality score to 

webpage and has many 

updates since the 

creation  
Penguin  04/24/2012  Spam & irrelevant 

backlinks  
Penalizes websites 

whose backlinks are 

unnatural.   
Hummingbird  08/22/2013  Low-quality content/ 

excessive use of 

keywords  

It relies on latent 

semantic indexing to 

serve appropriate 

queries to users to 

capture the user’s  
intent  

Mobile  04/21/2015  Poor mobile usability  Uses mobile-first 

indexing to measure 

the speed and UI of a 

mobile version of the 

website  
RankBrain  10/26/2015  Shallow content and 

poor UX; irrelevant 

pages  

Uses machine learning 

to serve a user with 

relevant results. Takes 

into consideration the 

user's personal search 

history and the 

implications of the 

search  
Medic  05/04/2018  Sending users to the 

wrong website in an 

emergency, for 

example, medical 

websites, lawyers, etc.  

Google wants to send 

users to the correct 

website if they are 

facing life-altering 

decisions. Much is 

unknown about this 

change.  
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Bert  10/22/2019  Unfocused content that 

is poorly written and 

lacks focus.  

Uses machine learning 

to understand the user's 

search queries and the 

nuances in the  

   search results and 

queries.  
Core Updates  2017-present  Much is unknown 

about what core 

updates are used to 

prevent  

These are the major 

updates that Google 

makes.  

2.1.4 Importance of Google  

Sergey Brin and Larry Page created Google in 1998. At the time, Microsoft was 

creating a search engine named Bing as a successor, Windows Live Search, and later 

Live Search in 2009. However, Google has remained the dominant player in the 

desktop search engine market, with a 73.02 percent market share, while Bing has a 

much smaller 9.26 percent market share (Schwartz, 1998).  

  

In the earlier days, search engine optimization considered a lot of different search 

engines as there was not a monopoly yet. Nowadays, Google has the monopoly and 

most extensive user base, and Google remains the most relevant for SEO practitione rs. 

Google's user base has increased from just 2021 to 2022. It is estimated that 86.9% of 

the worldwide internet uses Google when searching as of 2021. In comparison, Bing 

makes up 7.2% of online searches. An interesting metric is that Bing has almost 

doubled its use from 2010 of 3.41%, to 7.2% in 2021 (Search engine market share 

worldwide, Statista, 2021).  
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Figure 3. Worldwide desktop market share of leading search engines from January 2010 to  

January 2022 (adapted from Johnson, 2022)  

2.2 Search engine optimization  

Search engine optimization (SEO) is a process that improves the quantity and quality 

of traffic to a website from search engines. The objective of SEO is to attain visibility 

for a website via organic search engine results (Kaukoranta, 2015). These search 

results are located and listed under the non-sponsored section of the search engine 

results page (SERP). These are Google’s free listings, and unlike paid advertising, 

when a user clicks the result and visits the website, the firm does not pay for the visit 

to their website (Kritzinger and Weideman, 2013). Iskander and Komara (2018) define 

SEO as a process of optimizing a website for specific keywords so that when users 

search for them on major search engines, it ranks well for those keywords   

  

The higher a website ranks in search engine results; the more searchers will likely visit 

that website. SEO can help to target different kinds of search, including image search, 

local search, and industry-specific vertical search engines. (Kritzinger and Weideman, 

2013.)  

  

  

Google 
% %88 

Bing 
8 8% 

Yahoo 
3% 

Baidu 
1 % 

Worldwide desktop market share of  
leading search engines of January 2022 

Google Bing Yahoo Baidu 
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SEO is a set of systematic processes to improve the amount and quality of search traffic 

to a website or webpage (landing page) using search engines. During the process, the 

website is adapted to how search engines work. (Iskandar and Komara, 2018.)   

  

Although SEO is one of the leading marketing channels for many different digita l 

marketing campaigns, there has been relatively a small amount of research that has 

been conducted on this topic that is regarded as adequate by the scholarly community. 

Many independent studies have been conducted, and there are thriving online 

communities where SEO practitioners run their research and peer review each other’s 

work. Despite this, over the years, SEO has grown into a multi-billion-dollar industry. 

(Berman and Katona, 2013; Panda 2013)  

  

2.2.1 Importance of SEO  

Optimizing a website for search engines can benefit businesses locally, nationally, or 

international level. The primary limitations and axioms outlined would incite 

dominance among websites in terms of traffic. In the case of companies conducting 

business internationally, this would be beneficial. The SEO goal is to turn searchers 

online into paying customers and is considered one of the most effective ways to 

improve a business. When the SEO is conducted professionally using the best 

practices, the search engine will increase traffic to the specific company's website. 

After the optimization process, the online visibility of the company's website will 

increase and ultimately result in more leads for the company. It also increases brand 

awareness as the customers will also be more aware of the exclusive services and 

products offered by the business. SEO can be more practical and advantageous than 

most other more traditional forms of marketing. When comparing SEO to other 

marketing channels, SEO yields immense earnings on investment returns (ROI), which 

increases the company's revenue and overall profitability (Kareem, 2009).   

  

There have been numerous studies that show the benefits of SEO. For example, a study 

by Malaga (2007) found that SEO endeavors can magnify search engine rankings and 

traffic to the site. Furthermore, when the costs and benefits of SEO projects are 

compared to search engine advertisement (SEA) projects, SEO is frequently a more 
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cost-effective method. According to Zhang and Cabage (2017), a website that launched 

an SEO link-building campaign saw a significant increase in traffic, domain authority, 

SERP rank, and ad revenue. At first, the increases occurred gradually and then 

exponentially grew after the links were built.  

  

According to Pohjanen (2019), there is a clear tie between benefits and SEO. Her 

studies revealed that SEO brings value in different forms. The empirical study yielded 

interesting results; the main benefits of SEO were better search engine visibility, 

increased website traffic, better quality website visitors, and increased conversions.  

The study consisted of semi-structured interviews. During the interview, the 

companies were asked, "what were the benefits of SEO," their responses indicated that 

organic search website visitors stayed longer and had a lower bounce rate (BR). They 

also mentioned that through SEO, they had developed a better understanding of 

ecommerce, including user behavior online, website development, and inbound 

marketing.   

  

While Bhandari & Bansal (2018) found similar results in their study, they found that 

the main advantages of SEO were the ability to use it to help increase market share, 

create product awareness, and build brand equity. In addition, their study discovered 

that it was excellent in providing customer insights and increased purchase persuasion.   

  

Edgerton (2017) directed a study in which marketing companies ranked highly in 

Google participated in an interview. The interviews revealed that the main benefits of 

SEO, according to each interviewee, happened to be highly similar. They revealed that 

the main benefits of SEO are high visibility/findability, cost-effectiveness, seeming 

trustworthy to the searchers, the capability to stay competitive, and long-lasting results. 

Small businesses tied to a geographic location can benefit significantly from local 

search, as revealed by the data gathered in Edgerton’s study. Edgerton concluded in 

his study that SEO is a great tool that can increase online visibility, be a mouthpiece 

to communicate authority or expertise, encourages trust, and improve sales and 

conversion rates. While it takes substantial time and energy to do successfully, the 

long-term, lasting results justify the ROI. Every website or company that is online 

should include SEO in its marketing channels.  
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2.2.2 Building Blocks of an SEO Campaign  

Optimizing a website for SEO can be an ongoing activity that stretches over the 

website's lifetime or in a campaign (for example, six months). There are many different 

tactics and strategies that SEO companies or in-house marketers practice to get good 

SEO results. Generally, SEO has two different SEO techniques: on-page SEO and 

offpage SEO (Nazar, 2009). In this section, the basics, and the best practices of 

performing SEO will be covered.  

2.2.3 On-Page SEO  

This refers to the activities and work done directly on the site, for example, creating a 

better User Interface or User Experience (UI & UX). On-page encompasses many 

elements, from choosing the color types of initially designing the website to publishing 

content via the blog. The aim is to improve the rankings in search engine results pages 

(SERPs) by making changes to a website - in terms of design and development. This 

also includes taking critical steps like understanding the niche and carrying out 

keyword research and SEO web strategy. (Fleischner, 2011)  

  

The content of the website encompasses most of the on-page SEO efforts. The primary 

best basic SEO practices for content are the title tag, URL structure, the content on the 

page, and the alt texts for the images. The page should be keyword targeted, meaning 

that the title tag should include the main keywords that the searcher might type into a 

search engine. The content should be easy to read and have external links to add more 

resources for the reader and internal links to other website pages. The goal is to provide 

information to the user and answer the questions or complete the user’s search. This 

may take the form of graphs, images, infographics, or videos. Also, the content should 

be unique and not plagiarized. (MOZ, 2022)  

  

The website pages should be crawler/bot accessible, as search engines use bots or 

crawlers to index websites and rank them. The best practices are to have a URL 

structure that can easily be crawled and accessible through a robot’s txt file. (MOZ, 

2022) A robot's txt file is robots.txt is a plain text file that follows the Robots Exclus ion 

Standard. A robots.txt file contains one or multiple rules. Each rule blocks or allows a 
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crawler's admission to a specified file path (page or asset like an image) on that 

website. Except specified otherwise in the robots.txt file, all files are unreserved ly 

permitted for crawling (Google Developers, 2022).  

  

The UI/ UX elements include the navigation and how easily the site is understood by 

the consumer of the pages and mobile responsive or able to fit on multiple screen sizes. 

Another critical element is the load time of the website. On-page and technical SEO 

can be separate or together (MOZ, 2022). Jeffers and Wieland (2019), directors of 

Analytics and a large marketing firm, ran a test to measure a website's loading time on 

conversions. The study measured ten e-commerce websites that had over 26,000 

landing pages. The number of sessions per website varied from 39,000 to 718,000 and 

higher, and the sites ranged from B2B and B2C and covered a variety of industries, 

from niche manufacturers to fashion brands. The findings were astounding and are 

illustrated in the table below.  

Table 1. Site speeds and conversion rates of websites (adapted from Jeffers, 2019)  

Between 0 to 4 seconds load times result in the best conversion rates.  
The first 5 seconds of loading are the most important for conversion rates  
With each additional second of loading time, the conversion rates drop on average by 4.42 % 

(between the initial 5 seconds of loading time)  
Average conversion rates between 0–9 seconds drop by 2.11% every additional second.  

2.2.4 Off Page SEO  

Off-page SEO refers to all the activities taken off the website to boost the site's 

presence, get the user to the website from other websites, and build the site's authority. 

Off-page SEO's primary tactics are brand building, citations, content marketing, and 

social media. However, the main cornerstone of off-page SEO is link building 

(backlinks). A backlink is a website URL on another’s website, which passes authority 

from the website to the website. Apart from search engine algorithms ranking factors 

are backlinks and are an integral part of optimizing off-page. (Varagouli, 2020)   

2.2.5 Limitations and Challenges of SEO  

SEO has its own set of challenges and limitations; for example, SEO growth is at the 

mercy of search engines and has only the influence of following search engine 

guidelines and best practices; as pointed out by Olawale (2019), a search engine is 
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made up of intelligent bots. According to Kritzinger and Weideman (2013), despite 

that search engines are helpful, they have their problems. Website rankings in Google 

and other major search engines are automated and sometimes do not produce consistent 

results. A user searching from different browsers entering the same query into Google 

can sometimes result in different SERP rankings of the same website. Killoran (2013) 

explains that Google identifies different “sociological” community user patterns of 

each browser and serves what deems as the most relevant search. On top of this, 

searching the same query from different locations can result in different SERP 

rankings, as Google's data centers are located worldwide and not always in sync with 

each other. Avetysian (2018) states that Google uses personalized search to provide 

the most relevant information to the searcher. Several factors contribute to search 

personalization, including location, search history, language preferences, browsing 

history, social signals, and search filters.  

  

The major search engines are continually undergoing algorithm changes, and 

competition has been steadily growing as more sites are added to the web. Aleyda Solis 

(2021) started a poll on Twitter asking the professionals in the SEO space if SEO has 

gotten more competitive compared to five years previously. The results were 

interesting:  

  

 
Figure 4. The difficulty of SEO When Compared to 5 Years Ago in 2021 (adapted from Solis, 

2021)  

  

181818%

44 44% 

12 % 

26 26% 

Difficulty of SEO When Compared to 5 Years Ago 

As  di fficult as 5 yrs  ago More di fficult Less difficult Just want to see SEO results 



24  

This poll had 1,364 votes and indicates that SEO has grown in competition over the 

last few years. Hingle (2015) also points out that although SEO has been around for 

more than a decade, computers and computing power have grown significantly, 

enabling significant data to be handled more effectively, forcing companies to switch 

their focus because of the superpower effect that has had on SEO.  

  

Another difficulty is understanding user intent or search intent. Jansen, Booth, and 

Spink (2007) conducted a study. They did a qualitative analysis on samples from seven 

transaction logs containing over five million queries from three different Web search 

engines. From the analysis, they were able to classify the identified characteristics of 

user intent. These classifications were navigational, informational, and transactiona l. 

These classifications represented the content type destination the searcher was trying 

to find, as expressed by the composition of their query. With these classifications, they 

created a classification algorithm. They automatically classified a transaction log of 

more than a million queries that a couple hundred thousand users made. They found 

that over 80% of queries on the web were informational, 10% were transactional, and 

the last 10% were navigational. This stresses the importance of recognizing the five 

stages of consumer purchasing. The second stage is when the consumer conducts an 

information search (Oke et al., 2016), and 49% of consumers rely on search engines to 

get informed about their decision (Olson, 2017). About 89% of B2B researchers turn 

to the internet through the B2B research process. (Snyder & Hilal, 2015) Hamirani 

(2019) states that matching user intent boils down to presenting the right content 

relevant to the user.  

  

UX and UI play a crucial role in SEO as well. The roles of a UI/UI designer include 

understanding the psychology of the user, service specifications, designing layouts and 

graphics, and conducting usability testing. (Chishty, 2018). Since 2019 mobile- first 

indexing has been used on all new websites. Google has since switched entirely over 

to mobile-first indexing. Google primarily indexes and ranks the mobile version of the 

website over the site's desktop version. (Google, 2022) Ledford (2015) states that once 

you understand the mobile user experience of your SEO platform, then you will 

understand the mobility of your SEO and that the mobile user experience is not 

monolithic. He explains that User Experience is more challenging to quantify than 

other elements that have to do with site ranking. A clue could be if the user bounces 
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back of the site to the search results page again that the UX or UI needs to be optimized. 

Some of the most critical metrics regarding the UX/UI are bounce rate (the percentage 

of users that leave after visiting just one page on the site, time on page, site speed, 

mobile responsiveness, and easy-to-use navigational elements. User experience is the 

primary consideration for SEO campaigns as they have a direct and consequentia l 

influence on the site's ranking. Search engines use various user engagement metrics in 

their algorithms (Smart Insights, 2018). There are tools to track user engagement 

provided by Google and other third parties. Google Search Console helps site owners 

monitor and debug and understand how their site is performing on Google (organic 

SEO traffic) (Google, 2022). Google Analytics is a tracking tool that provides 

marketers with insights into how their customer's journey looks and how it can be 

improved. It has many features and data segmentation that is available for checking 

the UX and UI of a website (Google Analytics, 2022)  

2.3 Start-ups  

In this section, the term start-up will be used. The term will be defined from several 

sources to set the stage to clarify and agree on the usage. There is no one-size-fits-a ll 

definition of a start-up company, as the term can mean different things to different 

people. There is no clear definition of a start-up, as academics tend to create 

argumentation and have different explanations of the concept (Mazzarol, 2015). The 

goal is to position the understanding of the reader and align the research with the vast 

subject of start-ups  

  

Start-ups are firms that often have a resource deficit, and needing resources is a 

common similarity for start-ups. To reach their full potential and scale speedily, the 

input of resources is required. (Mcgrath, Medlin, & O’Toole, 2018)  

  

However, most classifications agree that a start-up is typically recognizable by its age, 

growth, profitability, stability, or revenue. Start-ups are young companies founded to 

develop a unique product or service that is more attractive and advantageous than 

anything currently on the market. They are visionaries looking to remedy any flaws of 

existing products and invent entirely new categories of goods and services and be 

disruptive in a single space. This often disrupts entire industries and changes how 
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others enter the space, so start-ups are often known as "disruptors." Start-ups can be 

distinguished from other businesses by their speed of growth. They move fast and 

construct their products quickly through a method called iteration. They continuous ly 

improve their products based on feedback and usage data collected from the product 

user base. Often, they start with an idea and an essential product skeleton known as a 

minimal viable product (MVP). They constantly test and revise until it is ready to go 

to market and then continue to test after the product's launch (Baldridge and Curry, 

2022).  

  

According to Salmela, Mainela, and Puhakka (2017), a start-up is a company that has 

been in business for less than ten years. They have noted that start-ups often face 

difficulties securing all the resources they need, which is why they frequently rely on 

their business networks.  

  

Eric Ries (2010), the creator and well-renounced author of lean start-up methodology, 

directly states that a start-up is defined as “a human institution designed to deliver a 

new product or service under extreme uncertainty.” At the same time, the two serial 

entrepreneurs and academicians, Steve Blank and Bob Dorf (2012), emphasis that 

start-ups are not a reduced version of a large company but rather that a start-up is a 

transitory organization that aims for a scalable, repeatable, and profitable business 

model.  

  

Sethi (2014) points out that start-up founders diverge from entrepreneurs in several 

ways. An entrepreneur is an individual who bears risks and finds opportunities to make 

a business profitable. Entrepreneurs will frequently invest their funds into their 

businesses with the hope of earning an ROI. They focus on increasing their businesses 

rather than just maintaining them. Entrepreneurs are found globally, regardless of the 

country. A start-up founder's primary way is different from an entrepreneur's is that 

they create a start-up company. While they may share some common goals, their focus 

and aspirations are different. A start-up founder designs a product or service with the 

aspiration of changing the world and creating a legacy for themselves. They may not 

work typically in it for just monetary gain, although there are the potential significant 

monetary gains. Instead, they are driven by an urge to make a difference and 

accomplish something greater than themselves.  
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Start-ups are created all over the globe and can be self-funded or funded by venture 

capitalists. However, some locations are “hotspots,” as Blank & Dorf (2012) pointed 

out. They elaborate that a start-up company needs external financing, such as venture 

capital investments, to enable accelerated expansion. Consequently, the potential for 

ROIs on scalable start-ups is alluring to risk capital and early-stage angel investors. 

Prevalent locations for scalable start-ups are technology hubs such as Silicon Valley, 

Tel Aviv, Bangalore, New York, and Shanghai.  

2.3.1 SEO as a marketing channel for Start-ups  

Different studies have shown whether SEO is a viable marketing activity for start-ups. 

Historically and currently, many start-ups use SEO and have used SEO to grow their 

start-up dramatically.  

  

SEO has become more prevalent among start-ups as it is relatively affordable 

compared to other marketing channels (Taiminen & Karjaluoto, 2015). Search engines 

can help start-ups gain visibility and stay competitive with larger companies. This can 

be done by optimizing the website with SEO best practices. A higher ranking on the 

SERPs allows customers to find the company's content, such as a landing page, blog, 

article, and other public-facing resources. (Gupta, 2016)  

  

A study found that many start-ups do not deliberately use digital marketing as their 

primary channel for acquiring and maintaining customers. Despite digital marketing 

not being their primary channel, they quoted that digita l marketing had a considerable 

impact on business relationships and stressed the importance for the start-up to 

participate in the online digital environment. In this study, the best digital marketing 

strategy uncovered was to promote the start-up indirectly by distributing 

informative/educational content via different channels and platforms, targeted towards 

micro-and sub- target groups. The most advantageous form of content for these 

startups was blogs, videos, and articles. This was found especially true when shared 

on industry-specific platforms. Four respondents in the study agreed that SEO as a 

marketing strategy is more critical than before in driving traffic to their website. 
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Moreover, one of the respondents credits that SEO can be very valuable in blogs, but 

it generally necessitates a niche sector to work efficiently. (Dimitrova & Sin, 2018)  

  

A study based in India found that three well-known ‘unicorns’ used SEO for their 

success (Shenoy, 2015). A unicorn is a start-up company valued at over a billion 

dollars (Chen, 2021). The study found that the three ‘unicorns,’ Flipkart, Zomato, and 

RedBus, used aggressive online marketing through SEO, Pay-per-Click, and TV 

advertisements. This helped to increase the reach of the company to a broader 

audience. It has contributed to the success of the businesses on top of other key 

strategies that were employed (et al., 2015). The total number of website visits for 

Zomato is 19.10 million, making it one of India's top one hundred most-visited 

websites (Mathur, 2021). In contrast, Flipkart ranks eighth as one of the most visited 

websites in India and first among the most visited online shopping websites (Ugwire, 

2021).  

  

Kevin Indig (2017), lead SEO for Shopify, states that SEO facilitates a start-up's most 

important goals: finding the product-market fit, controlling reputation, and scaling 

customer acquisition. Indig points out that start-ups must show up in the search engine 

SERPs because it builds an excellent reputation. For example, suppose a start-up is 

hoping to be funded by a venture capitalist (VC). In that case, the VC will undoubtedly 

do their due diligence and research the start-up beforehand, and there is a high 

possibility they will use a search engine to find the start-up's company website. The 

website and the SERPS should tell the investor what their product is about, its mission, 

and the overall brand. A strong SEO presence will enable the start-up to have a degree 

of control over the SERPs. For example, if any negative news was published about the 

start-up company, it is less likely that the news will show up on the first page of search 

engines for branded searches (when users use brand keywords in a search, i.e., Tesla).   

  

Here is an excellent example of negative news showing up on the first page of search 

engines for a prominent start-up. Nikola Motors was involved in a scandal that has 

created a negative image of the company’s reputation on and off-line.  
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Figure 5. Nikola Motors Branded Search in Google (screenshot by Caleb Riutta)  

2.3.2 SEO For Startups  

Generally, SEO for different industries has the same core concepts that apply to the 

practices. Both on-page and off-page SEO methods are fundamentally applied, but per 

industry, start-ups employ common tactics to achieve a competitive edge over others. 

As pointed out by Kevin Indig (2018), content takes different forms for different 

industries. For example, e-commerce content comes in the form of inventory 

(products), and most software as a service (SAAS) companies’ content is either 

selfgenerated or generated by the company. For most marketplaces, the users generate 

the content.   

  

Indigs (2018) stresses that content for start-ups is not just in the form of a blog post 

(textual based). Content should come in many different forms, such as graphs, 

statistics, images, videos, etc. Since start-ups have a limited budget, they must focus 

on the right tactics for their SEO strategy to effectively use their budget to bring the 

most benefit from the SEO practices.  
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Figure 6. The SEO Scale Model (adapted from Indig, 2018)  

Makosiewicz (2021) pointed out that SEO consultants for start-up companies need to 

understand their audiences. By doing so, the content served in the SERPS will be more 

relevant to the user's search query. SEO’s primary benefit to start-up companies is that 

it attracts potential customers, creates awareness, helps engage the company’s 

audience, builds credibility, aids in converting customers, and helps build loyalty and 

retention. Ahrefs, a leading SEO software company, has built its online strategy on 

SEO content marketing and gets an estimated traffic value of two million USD per 

month from organic traffic from search engines.  
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2.4 Value Co-Creation  

This section will overview theoretical frameworks and concepts known as value, 

service-dominant logic, and value co-creation. S-D logic is a method of thinking about 

value co-creation that cogitates the role of service in the economy. It accentuates the 

consequence of co-creation between providers and recipients of these services.  

  

Value co-creation is how different parties construct outcomes that are valuable together 

(Prahalad and Ramaswamy, 2004). On a broad level, Grönroos (2008) explains that 

value for customers can be thought of as feeling better off after being assisted by the 

delivery of resources or the interactive processes. Storbacka and Lehtinen (2001) argue 

that customers independently produce their value while the suppliers are facilitato rs 

and can help. Grönroos (2008) states that during the value creation process, the 

company can also become a co-creator in the value creation process. This phenomenon 

typically occurs during interactions with users. Although Grönroos (2011) argues that 

if only some of the process leads to value, then the company does not automatica l ly 

become a co-creator of value.  

  

From the perspective of value co-creation, the market does not have a role in the value 

creation process and is separate from the process. The customer, meaning the 

experience defines the value, is highly subjective to the individual (Prahalad & 

Ramaswamy, 2004.) The process of customer value-creating is dynamic, interactive, 

and often occurs unconsciously (Payne, Storbacka, and Frow. 2008). Companies often 

support users to build content using their information; in turn, this ultimately ends up 

in value co-creation (Myungsin & Byungtae, 2005).  

  

Grönroos (2011). has argued that the term value co-creation in previous literature has 

been used incorrectly and vaguely and maintains that the roles and actions need more 

definition. Restuccia (2009) maintains that despite the topic of value co-creation 

growing in interest, there are many new questions in research, for example, the 

problem of gaining competitive advantage from initiating value co-creation.  
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2.4.1 What is Service?  

Grönroos (2008) defines service as a “value-supporting process,” while goods are 

“value-supporting resources.” He classifies three different facets of service: service as 

an activity, service as a perspective on the customer’s value creation, and service as a 

perspective on the provider’s activities.  

  

Vargo and Lusch (2006) use the term "service" in Service-Dominant logic, signifying 

an activity of doing something for someone, rather than using the term "services" in 

the plural version. Their service classification is as follows: "The application of 

specialized competencies (knowledge and skills), through deeds, processes, and 

performances for the benefit of another entity or the entity itself."  

  

When thought of as an activity, service is a process in which someone, for example, a 

company, does something that will support someone else, such as supporting a 

customer with his or her everyday activities (Grönroos 2008).  

  

Services are defined by Grönroos (2006) “as processes consisting of a set of activit ie s 

that take place in the interaction between a customer and people, physical resources 

and goods, systems, and infrastructures, who represent the service provider and 

possibly other customers, in which they work together aim at solving customers’ 

problems.” Service marketing will invite clients to use service processes by 

communicating guarantees about the value the customer is likely to perceive.  

  

Another definition of service by Spohrer and Maglio (2008), ‘pay for performance,’ is 

more of a valuable definition of service as it subsequently encapsulates the focal idea 

of the provider doing something for the client.  

  

Grönroos (2008) separates the concept of service into three different facets: service as 

a perspective on the customer's value creation, service as an activity, and service as a 

perspective on the provider's activities. Conventionally in literature, service is often 

seen as an activity that helps others. These activities may contain assisting customers 

with their requirements, even if they are businesses, households, or individua ls. 

Service can be seen as a perspective on how customers generate value and as a 
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perspective on providers' activities. However, these are not necessarily connected to 

the service activity itself. Instead, they are points of view that can be applied to the 

practices of customers and organizations. Technology‐based services bring a new 

aspect to service development. Traditionally, services have been considered 

nonstorable, non‐repeatable, non‐standardized, and labor‐intensive. However, these 

traditional views no longer apply when the technology is what produces the actual 

service. These services are indeed storable, standardized, and not labor-intens ive 

(Sandström et al., 2008).  

  

2.4.2 Service Dominant Logic  

From the Service dominant logic standpoint, value is only realized when the customer 

or user uses the service (Vargo & Lusch, 2004)  

  

Value creation is conventionally seen as something that a firm creates and is usually 

connected to tangible goods. Service logic, however, tests this traditiona l 

microeconomic model and reverses thinking to an intangible, knowledge- and 

resource-based exchange (Vargo & Lusch 2004).  

  

Creating value for customers as practice changes the firm's role from value creator to 

value facilitator. The firm processes this and outputs both virtual and physical, creating 

potential value. The customers can then later turn this into real value. (Grönroos & 

Gummerus 2014) Sandström et al. (2008) state that customers are always involved in 

value creation.  

  

The emphasis fluctuates from tangible resources to intangible resources like skills, 

knowledge, and relationships. The positioning is now more towards the consumer 

rather than the producer. The central interchange unit is not the tangible good but the 

service itself. (Vargo & Lusch, 2004.)  

  

Grönroos and Voima (2011) state that value co-creation must be examined centered on 

the functions of the customer and the firm and acknowledge the value that environs 

the provider and the customer. This means that a company's role is far different from 
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a clients, but direct and indirect collaboration is essential. A firm must deliver a value 

proposition that clients can later turn into “value- in-use.”  

  

One of the service provider's primary interests is understanding how value can be 

derived from their design service. In the last decades, research has been starting to 

stress the role that customers play in the creation and the determination of value. 

Relationship-focused perspective and interactivity have developed and thus indicat ing 

the customers should play a role in co-creating value and experience (Ballantyne 

2004). According to Vargo & Lusch (2004), service providers have the role of merely 

proposing the value proposition to their customers, which the customer may accept by 

incorporating their own set of resources into value co-creation. Another way of 

understanding this, SDL underlines the operant resources (skills or knowledge) as the 

main subjects of social and economic exchange (Lintula et al., 2020). Moreover, 

institutions align the experiences and actions of single actors, which will either enable 

or constrain the co-creation of value (Vargo and Lusch 2016).  

Consequently, each benefiting actor will determine the derived value both 

phenomenologically and contextually. This can be concluded by understanding users, 

interactions, activities, and experiences in the proper context, consequently playing a 

crucial part when evaluating services and actors’ resource integration inputs and 

activities of value co-creation when designing service systems and value co-creation 

design. (Wetter-Edman et al., 2014)  

2.4.3 Interaction’s Role in Co-Creation  

Grönroos & Ravald (2011) state that integrations can be seen as situations in which the 

interacting parties are involved with the practices of each other. The provider produces 

products and services that aid its customers in interacting with their former experiences 

and current practices to grasp better and impact their flow (Grönroos & Voima, 2013).   

  

Fundamentally the phenomena known as interaction can be separated into direct and 

indirect interactions (Grönroos & Gummerus, 2014). The interaction between service 

providers and consumers is ordinary. It can also be molded in the perspective of goods 

marketing, for example, through order taking, logistics, call centers, and problem 

diagnosing. Grönroos & Päivi Voima (2012) state that traditionally, interactions have 
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mainly been seen from the perspective of buyer-seller relationships and in interaction 

and network models.  

  

The co-creation can be created from either side of the interaction, whether that is 

indirect or direct interaction. Grönroos and Gummerus (2014) state that co-creation 

can only exist through indirect interaction. Despite this, Grace, B. Merrilees, & Miller 

(2018) contend that either indirect and direct interaction or a permutation of both can 

lead to co-creation and ultimately shape the firm. Conferring to Grönroos & Ravald 

(2011), Service providers use diverse methods to interact with customers to understand 

them and their actions. This can be achieved through mental, physical, or virtua l 

interaction through both direct and indirect interactions.  

  

Grönroos & Voima (2013) state that the customer can participate in the value 

cocreation process by creating value by interacting directly with the provider of 

service’s resources through a dialogical process merged in the sphere of mutual 

interaction.  A good example is that the customer who orders a bank card physica lly 

from the bank desk or in a virtual manner interacts with the service provider's systems 

through their online banking services. On the other hand, the customer may create 

value independently apart from the service provider through a one-sided process in 

which the customer interacts with the resources of the service provider, thus making it 

an indirect interaction with the service provider.  

2.4.4 Direct Interactions in Co-Creation  

Direct interactions are composed of producers interacting with customers directly to 

produce value together, for example, through online competitions (Grace, B. 

Merrilees, & Miller, 2018). According to Grönroos & Gummerus (2014), all 

participants can impact each other's views and actions, causing the process to be both 

collaborative and dialogical.  

  

According to (Grönroos & Voima, 2012), direct interaction is a process where the 

firm’s and customer’s capitals interact through a continuing harmonized dialogica l 

process. Conventionally, service marketing the focus has focused on production and 

delivery processes. Direct interaction occurs in segments of these processes, which 
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occur concurrently with the customer’s use process. Nevertheless, direct interaction 

can occur in the process at any length if the customer interacts with the firm's resources 

in a dialogical manner, for example, in design or product development.   

2.4.5 Indirect Interactions in Co-Creation  

When the customers or users interact with a firm's public or, for example, a product or 

service created, then indirect interaction occurs (Grönroos & Voima, 2013). Moreover, 

indirect interactions can be seen in the early phases of the interaction with a company; 

for example, the user visits the company’s corporate websites (Grönroos & Voima, 

2013).   

  

After the customer creates value in use by themselves and the producer is not 

cooperating in the co-creation activity. No direct co-creation or interaction is produced 

(Grönroos & Voima, 2013). Dually noted that these indirect interactions could also 

occur when the customers share the brand with others to influence how the brand is 

perceived. The firm does not intercede in these interactions (Grace, Merrilees, & 

Miller, 2015).  

  

According to Grönroos & Voima (2012), indirect interactions are the situations in 

which the customer consumes or uses the resources of the firms’ processes. The 

resources are the outputs of the firms’ processes; for example, the customer interacts 

and uses a product produced by the firm. An important note is that the resources are in 

the form of a variety of things, for example, physical, virtual, or mental.  Typically, in 

the context of service, this means that the direct interactions have already ended. Thus 

the customer is interacting with the outcome or resource that is the result of the service 

process; for example, a customer uses the knowledge that they got from the firm’s 

website, and the value is created when they use the newly gained knowledge in a 

presentation for an important work meeting. Another important fact is that indirect 

interactions can sometimes occur before any direct interactions occur. For example, 

the customer reads a service provider´s content on a website and searches for 

alternative content on other websites for the given service they are seeking.  
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2.4.6 Value in Use  

In the domain of service marketing and taking the service logic into perspective and 

the traditional view of marketing has been altered (Ballantyne & Varey, 2006). Vargo 

and Lusch (2004a) have argued that goods are service applications. They only become 

valuable when the customer uses them and realizes the value personally and firsthand, 

thus the term ‘value-in-use’.   

Sandström, Edvardsson, Kristensson, and Magnusson (2008) state that the previous 

understanding of value was static, and the new way is more dynamic. Value was looked 

at as a ratio between service quality and cost. In a new way, the value is realized when 

the service is used. Essentially this makes the users of services co‐creators and the 

judges of the value of the service.  

  

Service-dominant exchange activities in the center rely on relationship development, 

communicative interaction, and knowledge renewal. Ballantyne & Varey (2006) argue 

that the basis of value-creating activities relies on triangulation. The implication of this 

proposed triangulation is new modes of creating value, new ways of suitable value, 

and the impact that value has on improving the quality of life and its sustainability, or 

in other terms, value co-creation. Vargo and Lusch (2004a) state that it is only in 

making value propositions (offerings) because the customer ultimately determines the 

value and co-produces it. Ballantyne & Varey (2006) argue that dialogical interaction 

will be a fast track to the customer and facilitator learning together, and marketers must 

view the service interactions as relationally. The keyword for management is 

‘interaction.’   

2.4.7 Value Co-Creation in consumer information systems  

There has been much research on effectively understanding users in consumer 

Information systems (CIS). Tuunanen, Myers, & Cassab (2010) propose a theoretica l 

framework that connects several studies in the research literature on information 

systems, service research, and marketing. They present a theoretical framework that 

uses theories originating from the social actor theory of Lamb and Kling (2003). 

According to the conceptual framework, the three factors that correlate to the CIS value 
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proposition are constructions of identities, the context of use, and the social nature of 

use.  

  

 

Figure7. Framework for Value Co-Creation in Consumer Information Systems (adapted from 

Tuunanen et al., 2010, p. 52)  

CIS is service bound by nature and would benefit from user input into its development. 

According to Tuunanen et (2010) research literature in marketing, value co-creation 

has been propositioned as a predominant factor for efficacious service development. 

However, although the literature concurs that in the development process, users should 

be involved, scholars still have much debate over the correct involvement of the users 

(Cavaye, 1995, Hartwick and Barki, 1994, Kujala, 2003).  

  

Traditionally the term “user” is used in information and communication, and 

technology must be reconceptualized as an actor instead. This claim comes from the 

viewpoint that users are known as the “the social actor,” and they are believed to be 

organizational entities. They are also at the same time in contact with environments 

and sociotechnical affiliations of the organization, industry, and its members. The 

social actors can be seen as co-designers of the system during the process of using 

them and not just ICT users. The dimensions of the social actor are environments 

(regulated associations), affiliations (organizational relationships), interactions 

(resources, information, and media), and identities (Lamb, 2005.).  



39  

2.4.8 Value Creation and Co-Design  

In many instances, companies seek users' input to co-create and co-design. Codesign 

can be seen as a customer co-creation exercise characterized by several different 

features. Mainly, codesign is classified by creative and design style approaches 

(Mattelmäki and Visser 2011). One could take the approach to design in more of an 

exploratory nature or as a problem-solving activity (Dorst & Dijkhuis 1995). 

According to Sander and Stappers (2008), codesign is formed around a mindset of 

mutual collaboration and takes the approach of teamwork. Schrerier, Fuchs, and Dahl 

(2012) fortify this by stating that customer co-creation research usually focuses on user 

communities or individuals doing the innovation activities traditionally done by the 

firm. However, as argued by Mattelmäki and Visser (2011), there are different 

approaches to codesign in the form of a length of time, facilitation, engagement span, 

the amount contributed by the users/stakeholders, and so on.  

  

According to Sanders & Simons (2022), Co-creation places tools for creativity and 

communication in the grasp of people that will directly benefit from the results. They 

propose a social vision with distinctive types of value in co-creation and indicate the 

place in the design process that most suitably supports them. Value co-creation with a 

monetary objective in focus usually occurs later in the process of design, in stages such 

as sales, marketing, and distribution. Value co-creation of the variety of experience/use 

generally occurs during the design process, including the discovery stage. At the same 

time, social value co-creation tends to occur in the pre-design part of the design 

process.  

  

Sanders & Simons propose comparing three different types of value co-creation in a 

table as seen below.  

Table 2. Comparison of Three Types of Value Co-creation (adapted from Sanders & Simons, 

2022)  

Co- 
Creation of 

Value  

Objectives  Mindset  How People 

are seen  
Deliverables  Time Frame  

Monetary  Consumption 

Production  
Business  
Commercial  
Economic  

Customers 

Consumers  
Marketplace 

results  
Short-Term  
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 Maximize 

shareholders 

wealth  

  Business 

advancement 

Products that  
sell  

 

Experience/ 

User  
Positive  
Experiences  
Personalization  
Customization  

Experience- 
Driven 

Service 

orientated  

End-users 

Empowered 

consumers  

Products &  
Services that 

people need and 

want  

From 

lifestage to 

lifetime  
Long-term  

Societal  Improve the 

quality of life 

Sustainability  

Human- 
centered 

Ecological  

Participants  
Partners  
Owners  

Transformation  
Ownership  
Learning  
Behavior change  
Happiness  
Survival  

Over many 

generations 

Longer-term  

  

2.5 Challenges of Value Co-Creation  

Value co-creation comes with its own set(s) of challenges using co-creation while 

making new services must be appropriately managed. In this subchapter, we will 

identify the main challenges that implementing co-creation can cause  

2.5.1 Activating the customer in co-creation  

Norman & Ramirez (1993) state it may involve substantial effort to activate the 

customers into creating their value creation process; this could be challenging for the 

company. As covered co-creation section is a mutual process that involves both parties. 

Value co-creation is how different parties construct outcomes that are valuable 

together (Prahalad and Ramaswamy, 2004). On a broad level, Grönroos (2008) 

explains that value for customers can be thought of as they feel better off after being 

assisted by the delivery of resources or the interactive processes. However, Vargo 

Lusch (2004) argues that customers can be capable of adapting the offering to their 

needs by repairing or maintaining it. Norman (2001) points out that the critical aspect 

is how the customer can create value with the provided knowledge, information, skills, 

and resources.  
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2.5.2 Data  

Most companies are hesitant about how much information they give to the public. 

Hoyer (et al., 2010) explain that involvement can take away from the company's 

control and strategy in planning and managing consumer data. Many firms that are 

under new product development need to keep their proprietary information concealed 

(Liebeskind 1997)   

  

There are also the questions that must deal with intellectual ownership. Some 

cocreators may not want to give up their creation. (Hoyer et al., 2010). Another 

problem with co-creation is the possibility of information overload. During the co-

creation process, much data is generated, which becomes a real problem for the firm 

(et, 2010).   

2.5.3 Customer Lacks Expertise  

Even though the customer may have good ideas for the firm, implementing these ideas 

may be out of the scope of the firm production (Magnusson, Matthing, and Kristensson 

2003). Therefore, many firms underutilize the potential of co-creation (Gruner and 

Homburg 2000).  

  

Grönroos & Ravald (2011) point out that the supplier needs to create an entrance for 

the customers to co-create instead of trying to find a fit for the co-creator in the 

supplier's process. When the supplier can understand the customers’ value creation, 

that is when the supplier can more effectively provide processes and resources to 

support the co-creation.   

2.6 Value Co-Creation and SEO  

The theoretical base of this paper has thus far focused on defining the core concepts of 

SD logic, co-creation, and SEO. Here the theoretical ties will be bound the contents of 

this thesis together. The similarities and challenges will be pointed out, and the benefits 

each brings to the other.  
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2.6.1 Similarities  

One theme that emerges in SEO is that both Google (another search engine) and the 

SEO professional have a goal of discovering more about what the user wants, needs, 

and is searching for. Google has served personalized search results for more than a 

decade to users (Yang and Ghose, 2010.) Matt Cutts (2010), former head of the search 

team at Google, has said that site speed has been a ranking factor in Google since April 

2010, and site speed benefits the user. Value co-creation, as mentioned earlier, is 

customer focused. Both SEO and value co-creation are ‘user-focused’ and keep the 

end customer or user in mind when developing processes or strategies. In SEO, the 

user is tracked and based on the user's actions, and the SEO professional will adapt the  

content or website based on the user’s actions. Essentially, making the user an unaware 

partner in co-creation.   

2.6.2 Challenges  

As covered earlier, activating the customer in value creation can be difficult. Norman 

& Ramirez (1993) mentioned that it might involve substantial effort to activate the 

customers into creating their value creation process; however, in the case of using SEO 

to increase the value co-creation, this problem is not as complex as described by 

Norman and Ramirez. Marketers can quickly implement A/B tests on designs and see 

what is most suitable to the user's needs. If the design matches the users’ needs, it 

stands a chance to rank higher on Google (Miller, 2017).  

  

In value-cocreation, as pointed out by Magnusson, Matthing, and Kristensson (2003), 

even though the customer may have good ideas for the firm, the implementation of 

these ideas may be out of the scope of the firm’s production. A developer working for 

the company can quickly implement the changes. If the company was merely using the 

co-creation to improve the SEO elements of their digital environments (website or 

app), this would be less likely to apply.  

  

One of the difficulties SEO professionals’ faces is understanding the user’s intent and 

having a good UI/ UX of the website. Matching the user intent is presenting the right 

content relevant to the user (Hamirani, 2019). Google primarily indexes and ranks the 
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mobile version of the website over the site's desktop version (Google, 2019). This 

indicated the user-first approach that Google has been going more and more towards. 

Involving the customer in the process via co-creation solves this problem for SEO 

professionals. Instead of guessing what the user wants, the solution can come from the 

source-the user.  
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3 DATA AND RESEARCH METHOD  

In this section, the data chosen for the research will be justified, and the method of how 

the research was conducted will be revealed, along with an explanation of why this 

approach is suitable for this research. This chapter explains how the data was collected, 

analyzed, and used. The research approach methodology will be explained   

3.1 Research Approach and Methodology  

Combining qualitative and quantitate methods in research has been adopted more 

recently and is accepted uncritically by the new generation of researchers. There has 

been much debate about this phenomenon in the scholarly community (in the 1970s 

and 1980s). Some researchers believe that research is beyond this debate and that it is 

acceptable to use mixed methods to carry out valuable and relevant research. However, 

each method is fundamentally based on a knowledge of reality, a set of assumptions 

based on reality, and adopts a particular paradigm. (Sale, Lohfield, Brazil, & 2002) 

Sale et al. (1993) state that quantitative and qualitative techniques can be seen as 

simply tools to carry out research.   

  

Quantitative and qualitative are two paradigms. According to Sale, Lohfeld, and Brazil 

(2002), the paradigm in quantitative research is based on positivism. It takes a stance 

that there is one truth and assumes that the objective reality independently exists from 

the human perception. From an epistemological stance in quantitative research, the 

researcher and the researched are independent. This would mean that the researcher 

can conduct the study without influencing or being influenced by the study. As Carrey 

(1993) states that sample sizes in quantitative research are much larger than in 

qualitative research; to ensure the samples are representative, they employ statistica l 

methods.  

  

While Qualitative paradigm can be described as interpretivism and constructivism. 

(Miller & Crabtree, 1992) Reality is thought to be a social construct which means that 

it is changing all the time (Berger & Luckmann, 1996). Vishnevsky & Beanlands 

(2004) follow a more naturalistic paradigm that follows the notion that reality is not 

predetermined and created by the research participants. By focusing on the individua ls 
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who experience the phenomenon in question, the researcher aims to reduce the 

interpersonal distance to maximize understanding.  

    

Ontology expands on the nature of reality and takes the lens of the researcher’s 

rudimentary view of human existence, which includes understanding the social world. 

Understanding the mind of humans is one of the aims of the research, which projects 

the world and forms understanding along with the meanings of their underlying 

actions. While epistemology, the theory of knowledge, extrapolates the nature of 

knowledge. The knowledge and data that the researcher receives is a mixture of being 

subjective and value bound, and it is inherently humane (Rawsnley, 1998)  

  

The researcher of this research chose a more dominant qualitative approach that has 

quantitative underpinnings. The primary data consists of a quantitative data sample 

that is large enough to be a quantitate study; however, the secondary data is more 

qualitative in nature, and the goal is to answer the main research question qualitative ly 

and interpret the results with abductive reasoning. This requires using a method that is 

somewhere positioned between both qualitative and quantitative approaches.  

  

The research approach is essentially abductive. Paul (1993) states that abductive 

research has been increasing in popularity in AI research and is effective in user 

modeling. Understanding the user and the user’s intent when applying SEO is essential 

because Google's many algorithmic changes are based on the premise with the user in 

mind and serving them high-quality content that meets their needs. (Taylor, 2021) 

According to a study, search intent primarily can be categorized into two goals. The 

first goal of the user is to find information based on the keywords that they have 

searched in to search engine, and the second goal is to seek generalized information 

on the topic that they had searched. Paul (1993) states that abductive reasoning is used 

to generate explanations instead of deductive reasoning used in testing derivability. 

This would mean that abductive reasoning is more relevant as it can be used to model 

users and understand intent more efficiently than the other reasonings of deductive and 

inductive reasoning.   
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3.2 Data collection  

Here is an overview of the data collected for this research. The method of the data 

collection and how the data was used will be explained. A brief overview of the 

company from which the data was collected will be given for context.  

3.2.1 Secondary Data Collection  

The secondary data collected for this research was done via online articles from 

independent SEO studies, peer-reviewed journal articles, books, social media, and 

other online sources. This data was used to present the theoretical base and align it 

with the research method. The researcher’s goal was to familiarize themselves with the 

current research on SEO and value co-creation, explore both paradigms, and see how 

they are both related and how they can positively influence each other.  

3.2.2 Primary Data Collection  

The qualitative aspect of the study is conducted through observational research. 

According to Cowie (2009), the researcher’s roles can be different in collecting the 

data, such as a teacher collecting data from their class, or more passive such as 

watching class videos.  

  

The primary data that has been collected is hundreds of user recordings from a young 

start-up company in North America. By installing a tracking script, users’ sessions will 

be recorded in video format that land on the company’s website or app through a 

recording software known as Microsoft Clarity. According to Microsoft clarity (2022), 

the software captures how people behave on a website. When installed on a website or 

app, the party interested can see which page the user has entered the website and which 

page they have exited. By watching the user's experience first-hand, the UI and UX 

pain points, such as bugs, can be identified. The results can be narrowed down with 

25+ filters, including location, browser, campaign, etc. User groups can be identified, 

and Microsoft Clarity has built-in insights called rage clicks, dead clicks, and quick 

backs. Rage clicks are clicks where the user clicks rapidly repeatedly, dead clicks are 
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clicks that result in nothing, and quick backs are moments in which the user moves on 

to another page but then quickly moves back to the previous page.  

3.2.3 Overview of the start-up company  

The start-up’s business model is a marketplace model (Company X). On one side, there 

are the homeowners that need service providers, and on the other side, there are the 

service companies that need leads. The start-up's website aims to match users that need 

professional services. Essentially, acting as an aggregator. The main pain point for the 

company is attracting enough users that need these professional services. The user can 

post a project for free, get multiple quotes on their project, and choose the best match 

for their needs, monetary or physiological. At the same time, the service provider must 

pay for their leads and membership. The service provider can also publicly display a 

professional profile on Company X’s website.  

3.2.4 How the data was used  

For accuracy, the sessions used for this research will be filtered over a specific period 

of January 1, 2022, to February 28, 2022, and consist of over 396 sessions. During this 

period, there were not any significant changes to the website. Using the filters built 

into Microsoft Clarity, only the traffic from North America will be observed, as this is 

the primary market for the start-up.   

  

The data will be further filtered down to the users that land on the main contact form 

that collects the user’s information on the details of what service they need. The form 

consisted of twenty-four steps, and each step consisted of one question to several 

questions; the user will proceed to the next step by clicking on the “next” button. Once 

all the information is added, the user must make an account to submit all the details of 

the scope of their project. The service providers get a message, and they can send in 

their quotes. The user then can choose the best quote.  

  

The primary contact form will be mentioned as the primary goal, and the secondary 

goal will be a part of the data set since the users tend to go from the primary goal and 

the secondary or vice versa. It is noted that, even though some of the data will be shown 
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on the secondary goal, this is only for comparison and analyzing the secondary goal 

thoroughly is out of the scope of this research. The secondary goal is where the user 

can search on an interactive map for service providers in their area. Once they find a 

suitable service provider, they can click through to the user’s profile and request a 

service quote directly from the provider.   

  

The goal is to observe the traffic that is brought in through Google that has the intent 

of finding a service provider. The behavior of the user will be observed with the 

following questions in mind:   

  

• Did the users find what they were looking for?   

• What was the common drop-off point of the users (common exit point), and 

why?  

• Are there any patterns in the user’s behavior?  

  

  

  

  

  

  

  

  

  

  

  

  

  

4 FINDINGS   

This section interprets the findings and results concerning the previously presented 

theoretical framework and earlier empirical results. These chapters have (number) 

sections according to the observation questions.  



49  

4.1 What were the patterns in user behavior?  

The user behavior patterns were captured through the integrated functions of Microsoft 

Clarity. The time was filtered from January 1, 2022, to February 28, 2022, and the 

primary contact form user behavior will be shown and the user behavior on the whole  

site (sitewide.)  

4.1.1 User Behavior: Sitewide  

Sessions  Pages Per Session  Scroll Depth  Time Spent   

396  3  70.28%  1.5 minutes Active 

out of 3.7 min.  

total  

  

As defined by Google (2022), a session is a group of user interactions on a website that 

happens within a given time frame. During the time frame, the sample size of the user 

behavior is out of 396 sessions. The pages per session are the average number of pages 

the user visited during their session. The scroll depth is represented as a percentage of 

the whole page. The page’s height was 100%, and the average scroll depth was 

70.28%. The time spent is calculated as the total average time each session was. Out 

of the 397 sessions, the users spent 1.5 active- scrolling, clicking their mouse, or 

moving across pages. The 2.2 minutes were spent inactive (when the page was hidden 

behind other tabs, i.e., the user clicked on another tab containing a different website). 

This means 40.54% of the total time the users were inactive or browsing another site.  
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Out of all the clicks over this time, 17.93% were dead clicks. A dead click is when the 

user taps the page (mobile screen) and clicks with their mouse with no effect 

(Microsoft Clarity, 2022).   

  

 

  

A “Quick Back” is when the user quickly returns to the previous page that they were 

just on, indicating the page they were on was not a what they were trying to find 

  

18 18% 

82 % 

Dead Clicks 

Dead Cl icks Successful Cl icks 

  

18 18% 

82 % 

Quickly Returned Back To Previous Page 

Quick Backs Non- Quick Backs 
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(Microsoft Clarity, 2022) 18.18% of the users quickly returned to the original page that 

they were on.  

  

 

  

During the period, 5.02% of sessions experienced JavaScript errors.  

4.1.2 Primary Goal Form  

Sessions  Pages Per Session  Scroll Depth Time Spent  

74  1.46  83.85%  56 sec. Active time 

out of 2.4 minutes  

  

Out of the 74 sessions, the users averaged 1.46 pages per session with a scroll depth of 

83.85%, and the average active time was 56 seconds out of 2.4 minutes total time. 

Considering the contact form had twenty-four steps, 57 seconds of active time is a 

strong signal that the UX of the form was not suitable, and the users left.  

  

Dead Clicks  Quick Backs  Java Script Errors  

12.16%  17.57%  0%  

  

The “dead-clicks” were 12.16%, “Quick Backs 17.57%, and 0 JavaScript errors.  

  

  

5 % 

95 % 

Java Script Errors 

Sessions with errors Non Errors
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4.2 User Screen Recordings of Primary Goal   

As mentioned previously, there are two primary goals. The first goal is multistep  Out 

of the 74 sessions, no users did not complete the form. Note that 22 of the sessions 

were excluded because they were internal traffic (traffic from Companies X itself). 

The screen recordings were watched to see the main drop-off points on the form. The 

form consisted of twenty-four steps. Due to the significant number of recordings, the 

data will be condensed into a table of the most notable drop-off points. The users were 

clustered into groups based on their actions. Each group is labeled D (drop-off) and 

then a numeric value to indicate which group it is.  

  

ACTION   NUMBER OF USERS  

D.1  16  
D.2  7  
D.3  2  
D.4  7  
D.5  11  
D.6  1  
D.7  8  

  

4.2.1 D.1 & D2  

D. 1 represents if they either bounced immediately once entering the primary goal or 

did not complete the first step, which was 16 users. Some of the users seemed not to 

know the process of the goal because they kept clicking on the progress bar that is 

situated above the form. While D.2 represents if the user came from the secondary goal 

but bounced immediately, seven users. D.1 and D.2 share the common action of the 

user bouncing quickly.  

  

Based on the amount of data, this drop of point had the most and could be seen as the 

most significant bottleneck in the users filling out the form. This indicates that the form 

has a high bounce rate (the user left without a single click or could not get to the next 

step). Previous research has shown that using bounce rate as a KPI was an effective 

way to measure if the user was interested in what they were interacting with (Sculley, 

Malkin, Basu, & Bayardo, 2009; Whatley, 2009) A high bounce rate can be the result 

of unorganized content, failures in design, and irrelevant content, which makes the user 
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frustrated and leave the site immediately (Morville & Rosenfeld, 2006). Other studies 

have supported an inverse correlation between a low bounce rate and high time spent 

on page “visit-duration” (Tavosi & Naghshineh, 2021). The factors  

“bounce rate” and “Average visit duration” were found to affect SEO through Google 

(Saxida & Santiworak, 2017; Narwal & Chauhan, 2018; Pohjanen, 2019)   

  

Previous studies have argued that customer participation is effective for value 

cocreation (Vargo and Lusch, 2004) and result in delivering customer insights assist 

in retaining existing customers (Carbonell Rodríguez-Escudero, & Pujari, 2009; Chan,  

Yim, & Lam, 2010)  

  

When comparing the average time on the page that the users were active with the 

bounce rate, these findings align with the previous empirical research; low bounce rate 

= higher visit duration.  

  

However, just examining the bounce rate does not give a complete understanding of 

why the users left. It lacks a qualitative aspect, such as what type of user it was or why 

they clicked to leave. Even though knowing the bounce rate gives an accurate view of 

what the users are doing, it does not give a deeper understanding. (Vindeval, 2008) In 

this case, the researcher had the screen recording the users’ actions. The notable 

observed factors were: 6 out of the 16 users in D.1 clicked in the wrong areas of the 

form distractedly or scrolled up and down the page. These actions showed that the user 

did not know what the process was. This would explain the 12.16% number of 

“deadclicks.”  

  

Another partial explanation is that the user intent was not matched in context to why 

the user was on the primary goal. Matching the user intent is presenting the right 

content that is relevant to the user (Hamirani, 2019)  

  

From a ‘value in use’ perspective, Grönroos & Voima (2013) stated that the firm could 

help facilitate the customers by creating processes or resources with expected or 

potential value. In this case, the primary goal was designed to what was thought as 

valuable by the value facilitator (Company X). However, the customer proved through 
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the screen recording that the customer did not experience value in use. Based on the 

struggles the user had this early in the process, the users were hindered in their ability 

to create value. This falls in line with what Norman (2001) points states that the critical 

aspect is how able the customer is to create the value with the provided knowledge, 

information, skills, and resources.  

4.2.2 D.3 & D.4  

D.3 represents the bounce from the primary goal to the secondary goal and then leaves 

the site immediately. D.4 represents when the user left the primary goal for the 

secondary goal but did not find a suitable service provider. There were two sessions in  

D.3 and seven in D.4. This partially explains the 17.57% “Quick-Backs.” The 

similarities in this D.3 and D.4 are that the users were are more determined than the 

user groups D.1 and D.2. However, the same conclusions may apply that despite what 

seemed like a valuable process proposed by the company, it was not what the user 

thought was valuable. After using the process as the intention, the customer left, and 

the final goal was not met. Vargo and Lusch (2004) maintain that the user can mainta in, 

adapt, and repair the product; however, in this case, this did not occur. It indicates that 

there are UX and UI problems with the secondary goal as well  

  

In the recordings of D.3, the first user made it to the second step on the primary goal 

before leaving for the second goal, and the second user left at the first step of the 

primary goal.   

4.2.3 D.5  

D.5 represents the number of users that abandoned the primary goal at the fourth step 

of the form. The fourth step asked the user to input “project title” and “project 

description.” The screen recordings revealed valuable insights into the user's behavior. 

Out of the 11 users that left at this step, 7 of the users left without inputting any 

information into the two form fields, 5 of these users scrolled up and down the page 

before leaving, and 1 of the users resized their screen the final user just left. The 

remaining four users filled in the first form field “project title.”  
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Based on the user’s actions, they left due to confusion about the question; one 

explanation could be that the users did not have an appropriate response and did not 

know what to name their project. This ties back to the statement of Morville & 

Rosenfeld (2006) that irrelevant content can frustrate the user and leave the site 

immediately. A previous study found that there is value in confusing or destructive 

interactions in value co-production in consulting because it provides a new perspective 

(Kantanen, 2017). Jacoby and Hoyer (1989) discovered that even though product 

information was presented, the consumer may misconstrue it, resulting in unclar ity 

confusion. In this case, the new perspective would be to eliminate this step of the 

primary goal.   

4.2.4 D.6  

D.6 represents that the user got lost altogether. There was only one user, so there is no 

need to elaborate since the data does not support a clear cause and effect.  

4.2.5 D.7  

D.7 represents users that completed the entire form but left when prompted to make an 

account, which eight users fit in this user group. They are the most critical users as 

they went through the whole process despite the apparent problems that have been 

discussed. This user category group provides much insight for Company X; when the 

supplier understands the customers’ value creation, that is when the supplier can be 

able to more effectively provide processes and resources to support the co-creation  

(Grönroos & Ravald, 2011). Sandström, Edvardsson, Kristensson, and Magnusson 

(2008) when the service is used, the value is realized. Essentially this makes the users 

of services co‐creators and the judges of the value of the services. Based on this, 

following these principles placing the users as the judges, their verdict is that they did 

not want to create an account.  

5 CONCLUSIONS  

This thesis explores how value co-creation is created with Search Engine Optimizat ion 

and how the two concepts are related to each other. The context is for high-growth 
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start-up companies that aim to increase their digital presence online. This is the final 

chapter to conclude this study.  

  

The aim is to identify how companies can increase their value co-creation through 

SEO. There will be an overview of different tactile approaches these companies can 

take regarding SEO and how these approaches will affect value co-creation. This thesis 

will explore the research question: How can start-up companies increase their value 

co-creation through SEO?  

5.1 Theoretical Implications  

To summarize the results in the user groups D.1 & D.2 bounced immediately without 

completing step 1 of the primary goal, D.3 & D.4 left the primary goal to the secondary 

goal but did not find what they were looking for, D.5 users abandoned the primary goal 

at the fourth step of the form, D.6 user group got lost altogether. User group D.7 

dropped off the primary goal when prompted to make an account.  

  

The study's main result has boughten a new perspective on Value Co-Creation and 

Service Dominant Logics. The research question, “How can start-up companies 

increase their value co-creation through SEO” on a theoretical basis the question can 

be answered through lenses of SDL, Value-in-use, and co-creation.   

  

From the Service dominant logic standpoint, value is only realized when the customer 

or user uses the service (Vargo & Lusch, 2004). Based on the results, the users did not 

get to use the service due to the UI and UX bottlenecks. As mentioned, UI and UX are 

essential to SEO optimization. Using the data provided by the users to reduce the 

bounce rate, serve relevant content, or improve the design of the primary contact form 

would enable Company X to:  

1) Allow the user to use the service, realize the value for themselves, and create 

opportunities for further value-co-creation in the future, thus, increasing their 

value co-creation.   

2) Increase their SEO as other studies have found the factors “bounce rate” and  

“Average visit duration” were found to affect SEO through Google (Saxida & 

Santiworak, 2017; Narwal & Chauhan, 2018; Pohjanen, 2019).  
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Also, contrary to this, Sandström et al. (2008) theorized that customers are always 

involved in value creation. Based on the valuable data and the insight created from the 

data, this theory would coincide with the findings. Another study found that digita l 

content marketing and value co-creation had a positive correlation. If certain 

conditions were met, value co-creation was happening automatically in pure digita l 

environments (Ahmad et al., 2021)   

  

Company X created the primary goal as a vehicle to facilitate the user to the value 

proposition. The primary goal was valuable for the company’s success. However, it 

was found by the users as not valuable, thus reinforcing that the service providers are 

merely facilitators in the value process, and it is ultimately up to the customer's 

personal choice to label a value proposition or service process as being valuable 

through value in use. This reinforces Vargo & Lusch's (2004) theory that service 

providers have a role of merely proposing the value proposition to their customers, 

which the customer may accept by incorporating their own set of resources into the 

process of value co-creation. (Sandström, et al., 2008; Vargo and Lusch, 2004a;  

Grönroos & Gummerus 2014)  

  

Although Grönroos (2011) argues that if only some of the process leads to value, then 

the company does not automatically become a co-creator of value. Based on the results 

of the study, the researcher would argue that in the case of using SEO to increase value 

co-creation, the data that the user produces are valuable for SEO optimization, and the 

company can choose to become a co-creator if they use the data to improve the website 

and search engine rankings.   

  

The amount of generalization of this research would vary for each individual use case. 

If the concept, the company can choose to become a co-creator in value when they use 

the user-generated data to improve their SEO or UX and UI is adopted. The finding 

can be vastly generalized to all companies with an online website or app. Also 

importantly noted is that SEO can be seen as a vehicle or tool to increase the number 

of users on to a company’s website, which can, in turn, increase the opportunities for 

value co-creation. The research was focused on startups, as Company X is a startup.  

However, the findings can be generalized to traditional firms as well.  
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This can be concluded by understanding users, interactions, activities, and experiences 

in the proper context, consequently playing a crucial part when evaluating services and 

actors’ resource integration inputs and activities of value co-creation when designing 

service systems and value co-creation design. (Wetter-Edman et al., 2014)  

5.2 Managerial Implications  

Based on the data collected and the theoretical implications, this research has produced 

some practical results that can improve the firm’s digital presence and co-creation. The 

first suggestion is for firms that want to improve their SEO but notice that they have a 

high user drop-off rate. Using tools such as Microsoft Clarity can help in these 

situations. Compiling user screen recordings and assorting them into user groups to 

identify the bottlenecks causing the user drop off and give an insight into what action 

to take next.   

  

Using SEO to drive users to co-create is an effective method of validating processes 

on a firm’s website. The user behavior can be used to shape and refine online 

processes. By analyzing the users’ interactions and activities, a firm can see what areas 

need resources and improvement.  

5.2.1 For Company “X”  

The startup, “Company X,” needs to work on the initial bounce rate of its primary goal. 

By eliminating some of the steps on the form, providing more relevant content, and 

overall structure of the webpage. Opening a channel for communication can prove to 

be an effective means of creating a dialogue with the users during the process of 

completing the form and help with value creation. This could be a live chat situated in 

the lower corner of the page. Establishing a framework that offers direct interaction 

with the company on the website can expedite the value-creation and help the firm 

facilitate a value proposition that the user recognizes as valuable  
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The company may want to rethink whether the user needs to create an account to 

submit their project to the service providers. This has shown to be a significant 

bottleneck for the most critical users, who have completed the entire form.   

  

The secondary goal needs to be optimized for the users, as the user can travel between 

the two. The exact process of tracking the users’ behaviors, analyzing, and adjusting 

will be sufficient in accomplishing this.  

  

5.3 Limitations and Future Research Recommendations  

The results of this research were reliable as the data was pulled directly from Microsoft 

Clarity, and the sample size was large enough to create the user types based on their 

actions. However, the most substantial limitation to using similar data is that it lacks a 

qualitative aspect. The screen recordings showed where the users dropped off and what 

their actions were, but did they explain the exact reason why?   

  

The methodology was observational but relied on numerical data, making it a mixed 

method. Mixed Methods require more work and elaboration than more exploratory 

methods. The researcher wanted to use more data from other sources, such as Google 

Analytics and Google Search Console, to create more triangulation in the data essential 

in mixed methods. However, this research was intended for a master’s level, which 

would go beyond the project's scope.  

  

Lastly, time was a constraint as well. The research was conducted in conjunction with 

the researcher running a full-time SEO company. Mental faculties had to be divided 

between the research and managing the company. Naturally, the business came first.  

  

The researcher saw many avenues for future research in SEO and value co-creation 

during the process. This may be one of the first research. The same study could be 

repeated but with a robust qualitative approach that uses a different methodology (i.e., 

interviews). One of the problems SEO professionals faces is not knowing what the 

customers want exactly or what the customer's intent is when entering a page. There is 

not much written on SEO and value-cocreations. There is room for different related 
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research questions, for example, “how value-cocreation can be used to increase a 

company’s SEO.”  
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