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Abstract. Monetary profitability is an objective value essential to the
sustainability of a value network. The analysis of this requirement continues to receive substantial attention by the e3 value research community
thus far. However, subjective values such as privacy, security and trust
might also play a key role on the configuration of a value network, especially when it is necessary to differentiate equivalent monetary value
propositions. This paper describes an ontological proposition for configuring value networks based on subjective values. The ontology is aimed
to be used as complement of the e3 value framework, blending concepts
of Multiple Agency Theory, Enterprise Ontology, Value Modeling and
Speech Acts Theory. We demonstrate our approach on a case scenario
based on the Directive 2009/72/EC, which defines common rules for the
liberalization of the European market of energy.
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Introduction

A value network has been initially referred to as a group of enterprises exchanging
objects of economic value to satisfy the needs of a market of consumers [13].
Aiming to define formally how business actors could collaborate within a value
network, Gordijn and Akkermans proposed the e3 value framework to support the
modeling and profitability analysis of value networks. The fundamental principle
grounding the e3 value ontology seems to be the one of ”economic reciprocity”,
which governs how business actors sacrifice objects of economic value to obtain
other ones (of equivalent value) in return. There, the difference between sacrifice
and benefit is measured, as objectively as possible, as monetary profit. It is
reasonable that reaching goals stated for this objective value is necessary to the
economic sustainability of a value network, but not sufficient for a consumer to
declare that his business need(s) will be fully satisfied with such a measure of
value [2, 18]. For this case, subjective values such as assurance, privacy and trust
might come into play for a consumer not only to differentiate between equivalent

