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CREATING ECOSYSTEM VALUE PROPOSITION BASED 
ON SELLING SOLUTIONS IN THE DIGITAL ECONOMY

Abstract – The development of digital technologies and the ongoing coronavirus pandemic 
contribute to expanding the company's opportunities to provide a complete value proposition to the 
client. The purpose of this article is to determine groups of components of the value proposition 
based on selling solutions in the ecosystem and identify strategies that allow creating such a value 
proposition in the digital economy. The research method is based on the analysis of academic and 
consulting literature. As a result of the research, groups of components of the value proposition 
based on selling solutions in the ecosystem were formed, and strategies for the formation of the 
value proposition were identifi ed. These results will help researchers build new models of the 
value proposition, and entrepreneurs form value propositions that fully satisfy customer needs. 
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I. RESEARCH QUESTION
The digitalization of existing processes in the economy leads to an increase in the consumer's 

role in forming the value proposition. Traditional sales off er customers separate products or services, 
considering the customer needs rather narrowly. Companies understand that a great potential for 
business development in the digital economy lies in complete customer satisfaction. For this purpose, 
the company can use selling solutions. The development of digital technologies, in particular big 
data, the Internet of Things, and sensors, allows the company to know its customers much better 
and interact with them closer than ever. Often, the company alone is diffi  cult to off er a complete 
solution to the client's problem. Therefore, the company forms an ecosystem in which a group of 
actors, including the client, creates a joint value proposition. 

Although the concepts of selling solutions, value proposition, and ecosystem are quite popular, 
integrating these topics in one study is given very little attention in the academic literature. Among 
the key issues of a value proposition is the identifi cation of its components and strategies for its 
formation. This article aims to determine groups of components of the value proposition based on 
selling solutions in the ecosystem and its formation strategies. 

These fi ndings will help companies create a competitive advantage and increase their profi ts. 
Researches will receive conceptual models to create new models of the ecosystem value proposition. 

II. LITERATURE REVIEW
This work links three related concepts: selling solutions, value proposition, and ecosystem. 
The concept of selling solutions has become especially popular in recent years due to the 

development of the service lens [1] that integrated the ideas of service-dominant logic [2] and the 
concept of jobs to be done [3]. The service lens focuses not on the resources of only one company, but 
the resource integration between diff erent actors in the value co-creation process. The development 
of the service lens allowed the company to look at customer problems more broadly and pay more 
attention to interaction with clients. The shift to value cocreation implemented within the service-
dominant logic has opened up the opportunity to analyze a value-in-use context that contains many 
previously unrevealed customer needs and potential sources of strategic advantage. 
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Traditionally, the concept of a value proposition has been viewed in terms of product logic. The 
value proposition was unidirectional, and the value was built into the product by the manufacturer. A 
key goal of the value proposition was to refl ect the product's advantages over the competitors. With 
the development of service-dominant logic, the value proposition began to focus on the interaction 
process of value creation. Modern value propositions go beyond the established supplierclient 
relationship and include many stakeholders or actors [4]. 

As the researchers note, ecosystems are a possible option for providing solutions [5]. They are 
characterized by a high degree of modularity and the need for coordination between participants. At 
the same time, this organizational form is distinguished by the absence of a full hierarchy control, 
which allows companies to be fl exible when forming a value proposition [6]. Actors strive to fi nd 
an optimal position in the ecosystem with a balance between the value generated for the ecosystem 
and the value created for the participant. 

According to the structural perspective of the ecosystem [7], the value proposition determines 
ecosystem design [8] and required partners for the realization of the value proposition. It is essential 
to understand that the client is an ecosystem actor actively involved in value creation. Moreover, 
according to the service-dominant logic, the value is determined by the client [9]. It is important 
to note that the client's ability to co-create value increases with the opportunities provided by 
digital technologies [10]. 

Thus, accompanied by the development of the digital economy, the integration of these concepts 
is a necessary step to fully meet customer needs. 

III.  THEORETICAL GROUNDING AND METHODOLOGY
One of the most popular models describing value formation in the ecosystem is the 

Ecosystem Pie Model proposed by Talmar et al. [11]. This model serves as a response to 
the request for a structural approach to creating an ecosystem [12]. The model describes the 
structure of the ecosystem and considers the activities of key actors. The value proposition is 
the core element of the model. There are two main features of this model. First, it considers 
value both at the ecosystem level and at the company level. Secondly, it allows the visual 
depiction of the relationships between the actors involved in value co-creation. Despite the 
comprehensive approach to value formation, this model does not consider the components of 
the value proposition, strategies for its formation, and selling solutions as a particular case of 
value proposition creation. 

A meta-analysis of academic and consulting works was used to determine groups of 
components of the value proposition based on selling solutions in the ecosystem. At the fi rst 
stage, a list of academic papers containing value proposition models was formed based on 
scientifi c citation databases. After that, the components of the value proposition were selected 
from each model. As a result, a general list containing the components of the value proposition 
was obtained. Then the considered components were ranked by the number of mentions in 
the authors' works. The considered components and models of the value proposition were 
classifi ed based on several approaches. Based on the study of the literature on selling solutions 
and ecosystems, the most suitable components for forming the value proposition based on 
selling solutions in the ecosystem were identifi ed among the proposed list of components. 
The components were formed into several groups, which were considered to create the value 
proposition in the digital economy. 

In order to determine strategies for forming the value proposition based on selling solutions 
in the ecosystem, an analysis of academic and consulting literature on the three topics of interest 
was used. 

IV. EMPIRICAL ANALYSIS
The study presents four groups of components of the ecosystem value proposition based on 

selling solutions. The groups are designed for using digital technologies at each stage of solution 
development. 
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The fi rst group includes components focused on the process of providing a solution to the 
client. Here, the client's convenience becomes the key task of the ecosystem. The components of 
this group are based on concepts such as customer journey and customer experience. Augmented 
reality and virtual reality blur the line between brick-and-mortar and digital and make interaction 
with the ecosystem more valuable. The ecosystem should provide the convenience of touchpoints 
and demonstrate the advantages of the solution compared to competitors. The ecosystem can off er 
its customers omnichannel using a well-developed infrastructure of actors. Moreover, drones and 
robots are capable of enhancing fulfi lment effi  ciency and speed up delivery. 

The second group is aimed at achieving the client's goal. Customers, especially in B2B markets, 
can monitor the provided solution very carefully. Various sensors of the Internet of Things provide 
lots of opportunities for this purpose. At the same time, the eff ectiveness of the solution provided 
for the client's problem is a necessary attribute of the solution in B2C markets. Clients do not want 
to see the solution itself, but the result that they get from using it. Only in this case, the provided 
solution will make sense. Often, the client does not even own the property right, but uses the solution 
by subscription or pays for the time of use. The SaaS (Software as a Service) model can serve as 
a means of providing such solutions. It is worth noting that a payment-forresults model is widely 
used in selling solutions, ensuring the solution's eff ectiveness for customers. 

The group of communication components gets unprecedented opportunities for development 
due to the spread of digital technologies. Companies are constantly present in the clients' lives, 
communicating with them in social networks and messengers. This group of components correlates 
with the development of the relational paradigm in marketing, which focuses on the interaction 
between the company and the client, joint value creation, and orientation on building long-term 
relationships. The constant use of the smartphone by clients creates opportunities for ensuring 
regular contact between the company and the client through applications and technologies. Using 
beacon technology and GPS data helps clients stay connected. It is important to note that despite 
the digitalization of most processes, personal communication between customers and employees 
is still critical. 

The fourth group of components allows the company to determine how widely the company 
considers the client's problem and off er the client a personalized solution. It is important to 
emphasize that it is the client who determines what is valuable. Personalized value is based on the 
client's deep knowledge, the analysis of big data, and the fl exible confi guration of the processes 
that form the solution. 

The crucial task for solutions is to take a broad view of the client's needs. This fact opens up 
opportunities to off er the client various related off ers. It is especially promising for building long-
term relationships with the client. In this case, the solution to all problems within a specifi c need 
for the client will be associated with a specifi c ecosystem. The clients leave much information 
about themselves by interacting with the company through the personal communication, app, site, 
community, and loyalty programs. Based on big data analysis, artifi cial intelligence can predict 
what services a customer may need and when. Fig. 1 depicts the proposed groups of components. 

 

Fig. 1. Groups of components of the ecosystem value proposition based on selling solutions.
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The study identifi es strategies for creating the value proposition based on selling solutions in 
the ecosystem. The strategies vary according to the extent of their coverage. 

The company can view the market as broadly as possible and off er various loosely coupled 
solutions to diff erent clients. In these conditions, it is critical to have a digital platform that allows 
the company to combine all solutions in one place and make them convenient for the client. Most 
often, this strategy is used by companies operating in the information technology and banking 
sectors. It requires signifi cant resources and a large client base. 

Another option is to meet the needs of a specifi c group of customers. In this case, the needs 
become linked, and the company provides the customer with many related solutions. A signifi cant 
role here is played by analyzing customer data to better understand customers and using artifi cial 
intelligence to provide solutions that may be of interest to them from several related areas covered 
by the ecosystem. In addition to the main off er of goods and services, the company may provide 
education services, personal recommendations, and other solutions for each day. 

The most concentrated strategy is to focus on the complete satisfaction of one customer need. 
The strategy requires a high degree of coordination of all ecosystem participants, which involves 
using digital technologies to constantly exchange data on the progress of the solution. The ecosystem 
can use cloudbased services that collect and analyze huge volumes of data. It reduces costs and 
makes the ecosystem more fl exible. As a rule, this strategy is implemented by small ecosystems 
that can perform all tasks within a specifi c need better than other market players. 

The company chooses a strategy based on the capabilities of the ecosystem participants and 
the potential market (Fig. 2). 

  
Fig. 2. Strategies for creating the ecosystem value proposition based on selling solutions.
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The proposed groups of components and strategies for forming the ecosystem value proposition 
based on selling solutions help practitioners and researchers create value propositions and their 
models that will allow companies to be profi table in the digital economy. 
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