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• Marketing and  Service Marketing: origins, evolutions 
& trends  

• Service Theories: from S-D logic & Service Science to 
service ecosystems & service systems  

• Many-to-Many Marketing 
• Marketing plan 

 

• Value co-creation 
• Unconventional marketing 

Case studies 
Examples 



Agenda: Lesson 2 
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ServiceService  theoriestheories:: 

• Service-Dominant Logic 
• Service Science 

New  organizationalorganizational  frameworksframeworks: 
 

 Service ecosystems 
 (Smart) service systems 

Case studies and examples  
from research projects 



Service- Dominant logic 

2.1 
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Theory that introduces the 
transition from a 

manufacturing logic to a 
new 

service-based 
conceptualization of value value 

creationcreation process. 

Multidisciplinary research 
stream (computer science, 

management, sociology…) which 
proposes a practical approach to 

the study of service systemsservice systems, 
with a focus on service design 

and evaluation. 

ServiceService--  dominantdominant  logiclogic  
(SDL)(SDL)  

Service Science, Management, Service Science, Management, 
Engineering and Design (SSMED)Engineering and Design (SSMED)  

Vargo & Lusch (2004)  Maglio & Spohrer (2008)  

Service-based & Systems 
perspective: The key theories 
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The Story of S-D Logic 

6 



S-D logic: main insights and originality  

S-D logic draws inspiration from the fundamentals of network 
theories and from the general revolution of Service Marketing 
(Grönroos, 2000; Gummesson, 2004) and focuses on the 
analysis of: 

7 

 new value «generation» processes 
 

 modern (entrepreneurial) interactions 
 

 new “networked” modalities for resources integration  

The goal is to advance a broaderbroader perspective that can meet 
current market’s requirements and can reflect the realityreality of 
contemporary service exchanges. 



Service- dominant Logic (SDL) 

TheThe  foundersfounders: Stephen L. Vargo & Robert F. Lusch 

AimAim: to overcome the old manifacturing logic and introduce a 
new perspective centred on service which emphasizes the 
relational nature of delivery and the authonomy of service as 
the basis of exchange. 

 

 

 

New definition platformplatform to exchange products SERVICESERVICE  

Redefinition of value exchange process in order 
to propose the concept of valuevalue  coco--  creationcreation  and 
to higlight the preeminence of customer’s role 

VALUEVALUE  

ORGANIZATIONAL ORGANIZATIONAL 
MODELMODEL  

Proposition of a new (multi-stakeholder) 
organizational layoutlayout to foster value co- creation 
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Goods-services Continuum  

9 

Goods and service represent
neither a dichotomy nor a continuum



S-D logic mindset  

Service-Dominant (S-D) Logic is a mindset for a unified 
understanding of the purpose and nature of organizations, 
markets and society which are engaged in the exchange of 
service, intended as the application of competencies (knowledge 
and skills) for the benefit of a party. 
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Formalization of the overcoming of product-

orientation and proposition of a serviceservice--forfor--

serviceservice view in which customers are not 

intended anymore as «passive» receivers of 

service but as actorsactors  who contribute activelyactively  to 

production and creation of joint value.  

https://www.youtube.com/watch?v=Rp78Aefaz5I 

https://www.youtube.com/watch?v=Rp78Aefaz5I


It’s all about service! 

Even the oldest method of exchange like barter can be 
conceptualized as direct serviceservice--forfor--serviceservice exchange, in which 
each actor provides other actors with reciprocal service provision.  
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The producerproducer--consumerconsumer  distinction is trivial and should be 
overcome since each party clearly and directly provides other 
parties with benefits. 



Vargo and Lusch use the singular word «Service» to explain 
the goal to produce a benefit for a recipient and not as a 
simple unit of services (GG--DD  logiclogic).  
Even when a customer buys a physical product, he is buying 
the service directly connected to it.  

Originality and innovative insights:  
Purpose of Exchange 
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Many concepts (value co-production/co-creation, value 
propositions and experiences) are not totally new. 
Rather, S-D logic captures the shiftshift in contemporary 
marketing thought, in which marketing is seen as a facilitator 
of ongoing processes of voluntary exchange through 
collaborative, value-creating relationships among actors 
(individuals and organizations for example). 
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20042004  

20082008  

20162016  

FP1- FP8 

FP9- FP10 

FP11 

The evolution of S-D Logic 

VVALUEALUE--  ININ--  
CONTEXTCONTEXT  

SSERVICEERVICE    
ECOSYSTEMSECOSYSTEMS  

IINSTITUTIONSNSTITUTIONS    

SSERVICEERVICE  UUSERSSERS--PPROVIDERSROVIDERS  VVALUEALUE  

CCOO--CREATIONCREATION  
  

IINN--EXCHANGEEXCHANGE    
VSVS  IINN--USEUSE  

RRESOURCEESOURCE  
IINTEGRATIONNTEGRATION  
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The ten foundational premises (FPs, 2004-2008) lay the 
foundations of a framework for the service-centered mindset.  

 

Axioms, Foundational Premises and 
Concepts of S-D Logic 

Over time, thanks to the diffusion of the theory in service 
research, different research streams have been proposed that 
emphasize  different key dimensions of value co-creation 
processes: culturalcultural, socialsocial, knowledgeknowledge--basedbased, innovationinnovation  
opportunitiesopportunities. Thus, value-in-context and institutions are 
proposed to consider the social nature of exchanges. 

Vargo and Lusch realized that some of the original FPs 
could be derived from others and group the 11 
statements into 5 more general propositions (AXIOMS) 

The The differentdifferent  shadesshades  of VALUE of VALUE   

«To be «To be consistentconsistent  with the with the emergingemerging  narrative»narrative»  



15 

Axioms & Foundational Premises 
 

Vargo Stephen, L., & Lusch Robert, F. (2004). Evolving to a new dominant logic for 
marketing. Journal of marketing, 68(1), 1-17. 

Vargo, S. L., & Lusch, R. F. (2008). Service-dominant logic: continuing the evolution. 
Journal of the Academy of marketing Science, 36(1), 1-10. 

Vargo, S. L., & Lusch, R. F. (2016). Institutions and axioms: an extension and update of 
service-dominant logic. Journal of the Academy of marketing Science, 44(1), 5-23. 

AXIOM 1AXIOM 1  

AXIOM 2AXIOM 2  

AXIOM 3AXIOM 3  
AXIOM 4AXIOM 4  

AXIOM 5AXIOM 5  



S-D logic: FPs 
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11 foundational premises (FP): Synthesis of Vargo and 
Lusch’s theses that explain step by step the logic passages 
that lead to the elaboration of SDL framework and to the 
patchwork of the  emergingemerging  dominant logic. 

SERVICESERVICE  

VALUEVALUE  

ORGANIZATIONAL ORGANIZATIONAL 
MODELMODEL  

11 Foundational 
premises 

FP 

FP 1FP 1--  FP5FP5  

FP 6FP 6--  FP10FP10  

Foundational Premises  

17 

FP11FP11  



Vargo S. L., Lusch R.F. (2004), Evolving to a new dominant logic for marketing, 
Journal of marketing, 68(1), pp. 1-17. 
Vargo S. L., Lusch R. F. (2008), Service-dominant logic: continuing the 
evolution, Journal of the Academy of marketing Science, 36(1), pp. 1-10. 

FP1FP1  

FP3FP3  

FP2FP2  

Service is the basis of all exchange 

Indirect exchange masks the fundamental 
unit of exchange 

Goods Are Distribution Mechanisms for 
Service Provision 

FP5FP5  

FP4FP4  Knowledge Is the Fundamental Source of 
Competitive Advantage 

All economies are service economies 

“Service for service” 

Goods as means for 
service 

Operand and operant 
resourcesresources  

Service dominates 
every kind of offering  

Service as overarchingoverarching    

FP1- FP5: Products and service, between 
manufacturing model and service logic 
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The first assumption represents the real SDL manifestomanifesto and 
remarks the transition from a traditional idea of exchange 
(Good- dominant logic) to a new service- centred perspective. 

SERVICES SERVICE 

intangible unitss of output realized in 
a standardized standardized way from producers 

and without the intervention of 
customers 

The fundamental unitunit  of exchange 
 
The application of specialized skill(s)skill(s)  
and knowledgeknowledge for the benefit of 
other parties 

FP1: Service is the basis of all exchange 

GoodsGoods and serviceservice are not anymore strictly separated: not 
only service are not «dominated» by products but the two 
concepts converge. 
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New conception of exchange not anymore centered on 
physical goods but on a set of skills and immaterialimmaterial  elements 
whose value should be negotiated and co- produced 
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FP1: Service is the basis of all exchange 

New role of customer from passive receiver to active 
participant in the process of service delivery engagedengaged  in 
business activities. 
 
Overcoming of the dichotomy proposed by Normann (2001) 
which defines providers as value creators and customers as 
value destroyers  

 
New aim of service delivery Beyond economic utility, 
towards the achievement of benefitsbenefits for all the participants 
and the generation of new intangible resources.  



“Service for service” overthrowing of the role of goods and 
service 
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FP2: Indirect exchange masks the 
fundamental unit of exchange 

 
To products as a tool to service delivery 

 
It is the service underlying goods which represents 

and enhances the value of products  
(Vargo & Lusch, 2004) 

From service as a particular kind of products 
From  SERVICE (only intangibleintangible) ≠  PRODUCTS (only tangibletangible) 



Aim of serviceservice  exchangeexchange: 

• to transform the tacittacit  knowledgeknowledge  involved in service design 
and production into something exchangeable; 

• to provide the serviceservice  relatedrelated  toto  goodsgoods 

 

FP3: Goods are distribution mechanisms 
for service provision 

Even if the offering is tangible, the benefits deriving from the 
exchange should necessarily be conceived in terms of service. 
Even though consumers concretely buy physical goods, they 
purchase the service related to it. 
 

Goods are key levers and tools for the concretion, 
actualization and experiencing of service. 
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In line with Resource-based view (RBV, Penrose, 1959; Hamel 
& Prahalad, 1989) knowledge has a key role in the acquisition 
competitive advantage 

 

 

 

Human Human knowledge and skills, cultural cultural and social social resources usually 
intangible and dynamic which act on operand resources to create 

value and competitive advantage.  

Natural or economic resources usually tangibletangible  and staticstatic which 
require some alterations to assume value.  

They represent the distrIbution mechanisms of service.  

OPERANT RESOURCES 

OPERAND RESOURCES 
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FP4: Knowledge is the fundamental 
Source of Competitive advantage 

The sinergy deriving from user’s, provider’s(and each member’s) 
personal resources gives birth to a unique result, superior to the 
simple sum of the single individual contributions.  



Service is the common denominator of all the economies and 
takes place in every kind of offering 

 

Service is based on intangibleintangible activities which normally, but not 
necessarily, take place in the interactions between the customers 

and service employees and/or provider systems, which are provided 
as solutionssolutions to customer problems (Gronröos, 1990) 
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FP5: All economies are service economies 

Goods are one of the resources that support co- creation process 
 Customers do not buy goods or service, but offerings that release 

service which in turn create value (Gummesson, 1995) 
 

Holistic vision Service as a set of activities (including the use of 
products) creating new relationships and newnew  configurationsconfigurations of 
elements. 



FP6FP6  

FP8FP8  

FP7FP7  

The customer is always a co-producer 

The enterprise can only make value 
propositions 

A service-centered view is customer 
oriented and relational 

FP10FP10  

FP9FP9  Organizations exist to integrate and 
transform microspecialized competences 

into complex services that are demanded in 
the marketplace 

Value is always uniquely and 
phenomenologically determined by the 

beneficiary 

Value co-creation 
Value-in-exchange 

Value does not lie in 
product 

Consumer as strategic 
resource 

Multi- level vision 
Bidirectional 

communicative flux 

Value- in- context 

A2A- collaborative 
optics 

FP6-FP10: The value of exchange, from a 
m to a collaborative view 
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          From   

to                      : the provision of a priceless experience, 
strictly connected to the service 

FP6: The customer is always a co-producer 

Customer is always a co-producer, an activeactive  part of the 
system who gives a key contribution in terms of knowledge, 

skills and creativity. 
 

process in which products, service and experience are jointly 
developed by companies and by their stakeholders.  

Consumers are engaged in all the phases of the process: 
design, personalization of the offering, delivery and production 

VALUE COVALUE CO--CREATIONCREATION  
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value-in-exchange 

value-in-use 



Value co- creation differs from co- production which 
represents only partpart of it. 

 
 

Customer’s practice 
realization of value 

proposition in order to 
obtain value-in-use 

Customers’ participation 
in the development of 
value propositions and 

in service design in 
order to provide a more 

efficient service. 

CoCo--  creationcreation  CoCo--  productionproduction  

Users contribute to service delivery both through: 
•  their emotionalemotional  engagementengagement  and previous  experienceexperience; 
• the release of operand (financial capital) and operant 

(psychological and social factors) resourcesresources. 

Users are always 
value co- creators but 
they not necessarily 

are co- producers 
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FP6: The customer is always a co-
creator of value 

CCOO--CREATIONCREATION  
  
  
  

COCO--
PRODUCTIONPRODUCTION  



 from target who should be "hit" by a given offering to competitive competitive 
resourceresource leading to sustainable competitive advantage. 

 

Value proposition 
suggestions in line with 
the specific resourcesresources  

owned. 

Subjective and context- 
dependent perceptionperception  

and possible acceptance 
of the value proposition 
proposed by providers. 

UUSERSSERS  PPROVIDERSROVIDERS  

DurableDurable  and bidirectionalbidirectional relationship based on trust 
28 

FP7: The enterprise can only make 
value propositions 

Consumers/UsersConsumers/Users  



SDL is customer-oriented and based on a relational view.  
 
The resource exchange between users and providers is based on 
bidirectionalbidirectional  relationshipsrelationships  and on informational symmetry.  
Providers are not anymore in a leading position. 
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FP8: A service-centered view is 
customer oriented and relational 

Customers participate in allall  the the phasesphases  of service delivery (pre-, 
during and post) 

Stakeholder theory (Donaldson and Preston, 1995): engagement 
in all business strategies and tactics of all the stakeholder 
(affected and affecting the conduct of organization), such as 
consumers, other companies, institutions, associations, etc. 



Organizations: micro and macro competencies integrators 
transforming the specialized skills provided by stakeholders into 

efficient services. 
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FP9: Organizations integrate and transform 
competencies into complex services 

• set of procedures, tasks, mechanisms, activities and 
interactions supporting coco--  creationcreation    

•• pointpoint  ofof  contactcontact  for the interaction between the two parties  

Resources integration  

All the economic actors involved in value exchange are resourceresource  
integratorsintegrators  in a network approach and carry out actions aimed 
at achieving mutual benefits for everyone 

 A2A (“actors to actors”) logic 



The definition of value co- creation is strictly related to 
resource exchange and to customer’s social network 
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Resource integration 

McColl-Kennedy et al. (2012) define value co- creation as a: 
benefit benefit realized from integration of resources through 

activitiesactivities and interactions interactions with collaborators in the customer’s 
service network 

 
 
 
 

So, customers integrate resources from sources other than 
the firm. Social networks affect the way in which they useuse  
operand resources.  



Vargo and Lusch categorize the kindkind of resources (2011) and 
the  competenciescompetencies  (2014) implemented by users in value co- 
creation process. 

Actor’s ability to understand the contextcontext, 
to absorb and learn newnew  knowledgeknowledge  from 
other members of the system, to remove 
any kind of resistance to collaboration.  

ResourcesResources    

KIND SOURCES 

INTERNAL 

PRIVATE 

PUBLIC 

Individual 
experience 

Friends and 
family 

Associations, 
corporations, 
P.A. officials   

Other suppliers or 
economic actors 

Capability to adapt to the variable 
complexitycomplexity  of the context and to improve 
the process through cross- functional 
teamworkteamwork. 

ABSORPTIVE 

ADAPTIVE 

CompetenciesCompetencies    
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Resource integration 

MARKET- 
FACING 



The final determination of value is always established by 
beneficiaries: value, in fact, is negotiated during the provision, 
in- use, starting from a specific subjective pointpoint  ofof  viewview  and 
from a specific contextcontext. 
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FP10: Value is always uniquely and 
phenomenologically determined by the 

beneficiary 

consumers do not obtain value «simply» by buying a 
product, but from its use, transformation and consumption 
and from the integrationintegration  and sharingsharing of resources and 
benefits with other members of the network. 

Final aim of the process: improvement of the general well-
being of all the actors of the network and acquisition of the 
capability to adapt to the environment. 

VALUE-IN-CONTEXT (Vargo et al., 2008) 



Two main enablers and coordinationcoordination  mechanismsmechanisms  of value co-
creation (strictly interconnected): 
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The two enablers permit to perform activities and exchange in a 
«natural» and «coordinated» way in line with the rules 
determined a priori.  

rules, norms, meanings, 
symbols, practices and 

agreement that governgovern actor’s 
collaboration 

interdependent assemblages assemblages of 
institutions: essential 

facilitatorsfacilitators  for value co-creation 
in markets and society 

FP11: Institutions and 
institutional arrangements 

INSTITUTIONSINSTITUTIONS  INSTITUTIONAL ARRANGEMENTSINSTITUTIONAL ARRANGEMENTS  

““HumansHumans  create institutions to coordinate create institutions to coordinate theirtheir  
behavioursbehaviours  " (Barile et al., 2016). " (Barile et al., 2016).   



S-D logic: Axioms 
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1. Goods are devices to provide service 
  
2. All companies are service companies 
 
3. All economies are service economies.  
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S-D Logic Axiom n.1 

A1A1  Service is the fundamentalfundamental basis of exchange 

The application of operant resources (knowledge 
and skills), «service», is the basis for all exchange.  
Service is exchanged for service 



S-D Logic is focused on the importance of the intangible 
resources, in particular of the knowledge as a strategic 
resource – not just a competitive factor (FP4).  
 
 
 
 
 
 
Tangible resources, often inert (operand resources) need 
intangible and more dynamic activities (operant resources), 
relevant to them, in order to be usable and useful.  

Innovative contributions:  
Knowledge and Resources 

37 
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Actor Actor

“A1 (FP1) Service is the fundamental basis of exchange.”

A1 (FP1): Service is the 
fundamental basis for exchange  
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S-D Logic Axiom n.2 

A2A2  Value is always coco--createdcreated  by multiple actors, including 
the beneficiary  

Value is always co-created by actors’ interactions, both 
directly and through the goods.  
 
[Ex. A physician providing a patient with service co-
creates value with him, a drug is seen as a device to 
facilitate service delivery and value co-creation]  

Value co-creation is interactionalinteractional  and combinational 
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A2 (FP6): Value is always cocreated by 
multiplie actos, including the beneficiary 

Actor Actor

“A1 (FP1) Service is the fundamental basis of exchange.”



41 

S-D Logic Axiom n.3 

A3A3  All economic and social actors are resourceresource  integratorsintegrators 

The context of value co-creation is networksnetworks  ofof  
networksnetworks  (resource integrators) 

Resources come from a variety of sources:  
•• privateprivate  sources (ex. themselves, friends, family) 
•• marketmarket sources (so by other actors, through barter 

or economic exchange)  
•• publicpublic sources (collective access from community 

and government sources) 
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A3 (FP9): All social and economic 
actors are resource integrators 

Actor ActorActor/

Beneficiary

Actor/

Beneficiary

“A3 (FP9) All social and economic actors are resource integrators.”

Resource 

Integrator/
Beneficiary

Resource 

Integrator/
Beneficiary

Resource Integration
(operant) resources are both source and outcome of 
service-for-service exchange.

Actor ActorActor/

Beneficiary

Actor/

Beneficiary

“A3 (FP9) All social and economic actors are resource integrators.”

Resource 

Integrator/
Beneficiary

Resource 

Integrator/
Beneficiary

Resource Integration
(operant) resources are both source and outcome of 
service-for-service exchange.
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S-D Logic Axiom n.4 

A4A4  Value is always uniquely and phenomenologically  
determineddetermined  by the by the beneficiarybeneficiary 

Value is idyosincraticidyosincratic, experiential, contextualcontextual and 
meaning laden    

Not only actors are co-creators, but they are the only 
ones who can determine the value, which is always 
perceivedperceived  and “negotiated” based on the context in 
which the subjects act. 
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S-D Logic Axiom n.5 

A5A5  Value cocreation is coordinated through actoractor--
generatedgenerated  institutions and institutions and institutionalinstitutional  arrangementsarrangements 

Institutions provide the glueglue  for value cocreation 
through serviceservice--forfor--serviceservice  exchange  

• Institutions: humanly devised rules, norms, and 
beliefs that enable and constrain action and make 
social life predictable and meaningful  

• Institutional arrangements: higher-order sets of 
interrelated institutions  

Institutionalization 



Luca Carrubbo – Brno 2017 
45 

Service Ecosystems 

“relatively selfself--containedcontained, selfself--adjustingadjusting system[s] of 
resource-integrating  actors actors connected by shared 

institutional logics institutional logics and mutual value creation mutual value creation through 
service exchange”  

Lusch and Vargo (2014, p. 161)  

Starting from the «social shift» of SDL (11 FP), Vargo and Lusch 

proposes a new conceptualization of networks based on the 

transcendingtranscending and systemssystems  perspectiveperspective  of service  
 

Value co-creation involves complex networks of actors and 

supply chains (rather than dyads) 

THEN, new multimulti--actoractor  models are required to reread the 

mechanisms for competitive advantage 



Luca Carrubbo – Brno 2017 
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INSTITUTIONSINSTITUTIONS  

Service Ecosystems: main dimensions 

IT and ICTs based platforms that make 

exchanges more efficientefficient  and accelerate 

innovationinnovation  

RESOURCE RESOURCE 
INTEGRATIONINTEGRATION  

Coordination mechanisms for exchanges 

based on preexistingpreexisting  sharedshared  rulesrules  (socially and 

commonly accepted) that act as enablers of 

resource integration 

Exchange of resources occurring in the 

multiple interactionsinteractions between actors (from 

pre-delivery, design to post-delivery) 

Set of common values that guide the 

attainment of sharedshared  purposespurposes  for each actor 

TECHNOLOGYTECHNOLOGY  

VALUE VALUE 
PROPOSITIONPROPOSITION  

https://www.youtube.com/watch?v=Az6D6vzfFrU 

https://www.youtube.com/watch?v=Az6D6vzfFrU


Case studies on  

Service Ecosystems 
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• Qualitative approach 

• Exploratory Case Study: B&B Sector  

– informal nature and the synergistic exchange between 
system’s actors 

 

– Analysis of «Bouganville B&B» 

 

• Semi-structured interviews: 

– face-to-face interviews with b&b owner 

– to explore the relationship between b&b owner and 
customers and identify the existence of elements that 
forster VCC 

 

 Duration: about 20 min 

 Conducted in informal style 
and colloquial settings (at 
b&b)  

 Recorded and transcribed 

 Interview Track based on 
theory  

Case study 1: Tourism 
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PROVIDERS USERS E 
M 
E 
R 
G 
E 
N 
C 
E 

VALUE COVALUE CO--CREATIONCREATION  

INNOVATIONINNOVATION  

New New resourceresource  and and 
resourceresource  integrationintegration  

New New 
interactions interactions 
modalitiesmodalities  

New institutions New institutions   
New New valuevalue  

• Value proposition 
• Resource 
integration 
 

• Technology 
• Institutions  

• Value proposition 
• Resource 
integration 
 

• Technology 
• Institutions  
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Tourism Ecosystem 



B&B host Guests 
E 
M 
E 
R 
G 
E 
N 
C 
E 

VALUE CO-CREATION 

INNOVATION 

New knowledge 
(culturales), new 
experiences, new 
habits 

New interactions modalities through 
the strategic integration of ICTs (pre, 
during, post) 

New rituals: 
Photo, Welcome 
apretif, breakfast 
with tipical sweet  

•The best stay ever 
 

•Material, information, 
logistic, experiential, 
cultural resources 
 

•Ota, Metasearch, site, 
instant messaging, 
social network 
 

•Formal and informal 
rules 

•The best stay ever 
 

•Previous experiences,  
cultural, comments 
and suggestions 
spontaneous or asked 

•Ota, Metasearch, 
site, instant 
messagging, social 
network 
 

•Formal and informal 
rules 
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Main Insights 

emerging inputs and outcomes (newnew  valuevalue) can foster value 
co-creation and innovationinnovation  

 
 

Value CoValue Co--
Creation Creation   
Value CoValue Co--
Creation Creation   

InnovationInnovation  InnovationInnovation  
CoCo--

evolutionevolution  
CoCo--

evolutionevolution  
ViabilityViabilityViabilityViability  
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outputs can act as a basis for the constant renewal of values 
and innovation that leads to coco--evolutionevolution and  viabilityviability  over 
time  



Qualitative 

Case study based on 
content analysis 

Technique  

Method 

Units of 
analysis 

The case 

Website (report, codes) 
Social networks page  

• Idiographic approach 
(underlying dimensions) 

• Exploratory stage 

• Multi-stakeholder 
network 

• Sustainable 
innovation practices  

Macro-
areas for 
analysis 
sheet  

• Different strategies 
for value co-
creation and 
innovation 

• ICTs role  
• Different innovation 

outcomes  

FOR EACH STAGE 
OF CO-CREATED 

INNOVATION 

Case study 2: Green Pallet 
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Co-created 
innovation  
strategies 

ICTs role  

Innovation 
outcome  
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MICROMICRO  

MESOMESO  MACROMACRO  

Reinterpreting “Palm” as an ecosystem 



• Different steps of co-
created innovation 

• Different contexts 
• Different 

technologies  
• Different innovation 

outcomes  

Multi-leveled approach 

CO-DESIGN  

CO-
DEVELOPMENT  

CO-EVALUATION 

CO-LEARNING 

VVALUEALUE  
PROPOSITIONSPROPOSITIONS  

Engagement/ 
Experience 

Creation of 
new value, 

service 
process, 
product 

Renewal of 
innovation 
outcomes 
CREATIVITY  

CO-EVOLUTION 

in use in context 

INNOVATION 
VALUE CO-CREATION 

TECHNOLOGY 

SHARED 
GOALS 

CCOHESIVEOHESIVE  
CCULTUREULTURE  

Strategic innovation management in 
ecosystems 
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CO-DEVELOPMENT  

CO-LEARNING 

Engagement 
Experience 

Renewal of value 

VALUE CO-CREATION 

RQ1 

RQ2 

CULTURE 

ECONOMIC 
SUSTAINABILITY 

SOCIAL 
RESPONSIBILITY 

ENVIRONMENTAL 
SUSTAINABILITY 

SOCIAL 
INNOVATION 

PROCESS-
SERVICE 

INNOVATION 

CO-DESIGN  CO-EVALUATION TECHNOLOGY 
INNOVATION EXTERNALIZATION COMMON 

VALUE 
PROPOSITIONS 

SHARED 
GOALS 

COHESIVE  
CULTURE 

CREATIVITY CO-EVOLUTION 
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Different innovation in Palm ecosystem 



Gummesson receiving the S-D Logic Award at the 2011 Naples Forum on 
Service.  

(left to right: Dr. Robert F. Lusch, Dr. Evert Gummesson, Dr. Stephen L. Vargo) 
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Service Science management, engineering and design (SSMED) 
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Aim:  to combine and to apply computer science, operational 
research, industrial engineering, management and social 
sciences to find the most appropriate organizationalorganizational  modelmodel  to 
support the emergence of value 

Service Science 

The founders: Spohrer and Maglio (2008) 

•• MultidisciplinaryMultidisciplinary research stream that studies the implications 
emerging from the new management approach to services 

•• UnifyingUnifying  frameworkframework  for service design, delivery and evaluation that 
aims at developing the capabiliteis required by service economy; 

• Introduced after company’s shift from a good-logic to a service 
centered perspective 



Service systems are value-creation networks composed of 
(Bryson et al. 2004; Maglio et al. 2006): 

• People  

• Organizations 

• Technology 

• Shared information 

 

 

 

Service Systems 

• promote real-time relationships and accelerate up co-
learning processes in many fields (e.g. smart services in the 
energy sector, transport, etc.).  

• come from systematic methods, continuous learning, data 
collection, innovation, social responsibility and network 
governance, and all the operations that benefit from the 
application of new technologies. 60 



Service systems: value-co-creation configuration of peoplepeople, 
technologytechnology, valuevalue  propositionspropositions  connecting internal and 
external service systems, and sharedshared  informationinformation  able to 
create and deliver value to providers, users and other 
interested entities, through service. 
 

SSPOHRERPOHRER,,  MMAGLIOAGLIO,,  BBAILEYAILEY  ANDAND  GGRUHLRUHL  ((20072007))  
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(1) Service Systems: definition 

The aim of service system is to 
use its own resourcesresources and the 
resources exchanged with 
other actors to improve its 
own and other’s wellwell--beingbeing  

Service  
systems 
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 value-co-creation configurations,  

 resources integrators,  

 knowledge-based,  

 capable of enabling connections and interaction,  

 with the aim of reaching desired outcomes,  

 simply, always, an operative application, 

any number of elements, interconnections, attributes, 
and stakeholders interacting in a co-productive 
relationship.  

 
… a Service System is basically composed of heterogeneous heterogeneous 
entitiesentities, interacting with each other with specific purposesspecific purposes  
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(2) Service Systems: definition 
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«A service system is any number of elementselements, 
interconnectionsinterconnections, attributesattributes  and  stakeholders stakeholders interacting  in a 
co-productive relationship that create value, in which the 
principal interactions take place at the interface between the 
provider and the customer» 

The different definitions 

Spohrer, Vargo, 
Maglio and 

Caswell, 2008 

«A service system primarily relates to customer-provider 
interactions as well as open system with it being capable of 
improving itsits  ownown  state state and the one of anotheanother system 
though acquiringacquiring,  sharingsharing, or applyingapplying  resourcesresources, with the 
aim of creating a basis for systematicsystematic  service service innovationinnovation» 

Golinelli, 2008 

«Service systems can be represented as real networksnetworks, in 
which the same entities combine their strengths through 
direct and indirect connectivity, as they are oriented toward 
enduringenduring  competitivenesscompetitiveness  and dailydaily  interactions interactions with other 
external interdependent service systems» 

Polese, 2009 



The concept derives from systemic vision and network theory  
(Richardson, 1972; Normann and Ramirez, 1993; Castells, 
1996; Capra, 2002) 
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Service Systems: origins 

entity emergingemerging from a specific structure (organzational-
physical equipment) thanks to interactions among all system’s 

members (Barile, 2013).  

Aim: survivalsurvival through the acquisition (and the exchange) of 
knowledge from the other systems situated in the context 
which leads to the creation of new knowledge. 
 

Since value co- creation is centred on knowledge exchange to 
acquire mutual benefits, system is the mostmost  adequateadequate  
configurationconfiguration  for companies aiming at acquiring sustainable 
competitive advantage. 

System 
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• “complex of interacting elements” (Von Bertalaffy, 1956) 
• “an entity that is adaptable for the purpose of surviving in its changing 

environment” (Beer, 1975);  
• “entity which is a coherent whole” (Ng, Maull and Yip, 2009) 

From Systems Theory 
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Composed of many part (Parsons, 1965), boundaries, 
connections and  different relationship with relevantrelevant  
stakeholders based on the sharing of critical and 
influential capabilities 

 
subsub--systemssystems focus on the analysis of relationships 
among its own internal components while suprasupra--
systemssystems focus on the connections between the analysis 
unit and other influencing systemic entities in their 
context (Golinelli, 2005) 

SYSTEMSYSTEM  

Actors & Actors & 
connectionsconnections  

SUBSUB--SYSTEMSSYSTEMS  

SSUPRAUPRA--SYSTEMSSYSTEMS  



Today, service systems represent an emergingemerging  issueissue  in economic 
research, all-encompassing many specific topics (innovationinnovation, 
smartsmart  citiescities  and communitiescommunities) and even quality, traditionally 
related to technologies and processes 
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Service Systems 
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Reinterpretation of serviceservice  designdesign, service supply and fruitionfruition, in 
which multiple active actors synergistically participate in the 
value co-creation process, which is characterized by resource-
sharing and common finality. 



Organizations: interconnected systems entities  

sharingsharing the same value system.  
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(1) Service Systems: ORGANIZATIONS 

A Service system is composed of a network of organizations 
carrying out integrations of multiple resources in order to 
achieve reciprocal benefits for all the stakeholders. 
 
Every member of the system has its own interests and pursues 
specificspecific  aimsaims..  ThusThus,,  managers should seek to harmonize the 
differing needs of each subject in an attempt to satisfy the 
stakeholder’sstakeholder’s  demandsdemands  and, at the same, the wellwell--beingbeing of the 
system. Individual 

objectives 
System’s  

Goal 



Human factor is essential to balancebalance the  

needs of all the stakeholders. 
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(2) Service Systems: PEOPLE 

Knowledge is the real added value to foster value co- creation, 
since this process is grounded of the exchange of internalinternal and 
externalexternal  (contextual) competenciescompetencies and resourcesresources 
 
In a market based on intangibilities, service delivery does not 
represent only economic exchange, but can be undesrtood as the 
result of the integration of the specialized skills of each member.  
 
Customers can help firm to improve service starting from service 
design, by sharing their capabilities andcreativitycreativity.  



ICTs: opportunities for providers and consumers to 
exchange resourcesresources, fostering the sharing of valuevalue  

propositionspropositions  at intra- and inter-organizational level 
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(3) Service Systems: TECHNOLOGY 

The diffusion of new technologies and platforms (community, 
forum, blog, social network) can enhance the interactions among 
stakeholders, with an increase in stakeholder engagement. 
Users can make comments and judgejudge  service quality, providing 
organizations with suggestions on the improvementimprovement  of the 
offering. 
 

The more the social social and  relationalrelational  capital capital grow, the more the 
knowledge knowledge exchangedexchanged  intensifies. 



The possibility to transfer every kind of information in real time 
permits users to play a predominant role in business decision- 
making and service improvement 

 

(4) Service Systems: INFORMATION 
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Through technology and ICTs co- creators can 
constantly share flows of informationinformation, increase 
their knoweldgeknoweldge, strenghten relationshipsrelationships  and 

modify their  behaviorsbehaviors  to pursue common goals. 

The combination of the 4 elements of service systems 
(organizations, people, technologies and information) allows to 
create value through the implementation of a networkednetworked  systemsystem  
in which companies, institutions, organizations and users share a 
systematic flux of information and know-how, which can be 
managedmanaged  in an efficientefficient  wayway  thanks  to technology 



Service System as Value Network 

People 

Shared 
Information 

Organizations 

Technology 
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iterative, interactive, instrumented, interconnected, intelligent 

S.M.A.R.T.: Specific, Measurable, Agreed, Realistic and Timely  
(More measurement data, More networks, More learning and adaptation) 

Smart traffic  
systems  

Smart water 
management  

Smart energy 
grids 

Smart 
healthcare 

Smart food 
systems  

Intelligent     
oil field 
technologies  

Smart regions Smart  
weather  

Smart 
countries 

Smart supply 
chains  

Smart cities 

Smart retail 

Source: www.ibm.com/think 

Complex Service Systems, as smarter systems improve quality of life, 
creating more opportunities for win-win interactions: 

resulting in measurable resource access & value-cocreation for multiple stakeholders. 
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Complex Service Systems 
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Smarter Food  

Making retail smarter  

Iterative, interactive, instrumented, interconnected, intelligent 
(More measurement data, More networks, More learning and adaptation) 

Smarter Products  
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Smarter Planet 
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Service Science vs S-D logic 

SPOHRER, J., ANDERSON, L., PASS, N., AGER, T. (2008) 
SPOHRER, J. MAGLIO, P.P., BAILEY, J., GRUHL, D. (2007) 
VARGO, S.L., LUSCH, R.F., WESSELS, G. (2008) 

•• RelationalRelational  approachapproach  to business  
• Focus on resourcesresources (RBV) 
•• ManyMany--toto--manymany logics to business 

behaviour 

SimilaritiesSimilarities  with SDLwith SDL  

DifferencesDifferences  with SDLwith SDL  
•• PracticalPractical approach   
•• TechnologicalTechnological--  InformationalInformational  focus 
• Smart vision on planetplanet  
•• MeasurementMeasurement of service and 

systematicsystematic search for innovation 
and continuous improvement 
 
 



Case studies on  

Service systems 
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Case study 1: Service Journey  
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SS  VALUE 

Process  
management 
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ARCHITECTURE 

DATA DATA 
Integration Integration   

DATA DATA   
ResearchResearch  & & 
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DATADATA  
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UUSERSSERS  PPROFILINGROFILING  
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TransformationTransformation  

Touchpoints 

           

VALUE 

postpost  

Touchpoints 

ReRe--use & Storage use & Storage   

•• PPOSTOST--DDELIVERYELIVERY  
SSERVICESERVICES    

((EE--COMMERCECOMMERCE))  WWORDORD--OFOF--MMOUTHOUTH  

People 

Organizations 
CCONSTANTONSTANT  REGENERATIONREGENERATION  ANDAND  RENEWALRENEWAL  
OFOF  VVALUEALUE--  SSERVICESERVICES--  PPROCESSROCESS  

New value 
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•• DDATAWAREHOUSEATAWAREHOUSE  
& D& DATABASEATABASE  
•• CCLOUDLOUD  

COMPUTINGCOMPUTING  

Analytics 

Touchpoints & Multi-channel strategies 
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[Voice – in/out bound,  
post sales, etc.] 

[In Bound – customer 
care, web Contact 

center ] 

[lists, contents,  
on-line campaign] 

[lMailing –  
DEM – Social –  
CRM – Nurturing] 

INTERCONNECTION 
OF CHANNELS 

HUMAN 
CONTACT 

INTERACTIONS 

CREATION OF NEW 
TOUCHPOINTS 

Experience 
PERSONALIZATION 

TO ENGAGE TO ENGAGE   

TO RAISE AWARWENESSTO RAISE AWARWENESS  

TO ACQUIRETO ACQUIRE  

TO RETAINTO RETAIN  
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• Remote thermostat appapp  

•

•

• Remote thermostat appapp  

• Remote Control Programmable Smart Smart 

thermostatthermostat with applications 

• Waste reduction 
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Smart Home: Analysis of the Journey 
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SSERVICEERVICE    
SSYSTEMSYSTEMS  

4.0 4.0 IndustryIndustry  
& Smart & Smart 

technologiestechnologies  

SSMARTMART    
SSERVICEERVICE  
SSYSTEMSYSTEMS  

Increased  
connectivity  

& Information sharing 
 

Data collection & analysis 
 

Knowledge co-creation 

INNOVATION INNOVATION 
OPPORTUNITIESOPPORTUNITIES  
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Case study 2: Technological cluster for 
Aerospace  



peoplepeople  organizationsorganizations  

valuevalue  coco--creationcreation  thingsthings  thingsthings  

thingsthings  thingsthings  

From service systems…. 

…to smart service systems 
Lim et al. (2016)  

Lim and maglio (2019) 

Spohrer et al. (2007, 2008) 
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KNOWLEDGEKNOWLEDGE  

IINTEGRATEDNTEGRATED  
ARCHITECTUREARCHITECTURE  

DATADATA  

The interactions 
organizations-

people 
(connectionconnection) are 

strengthened 
and intensified…  

..thanks to the proliferation of technological channels 
(things) things) that compose an integrated infrastructureintegrated infrastructure  in which 
information is exchanged and shared in an immediate and 

transparent way (communicationcommunication)… 

..and which 
fosters  

continuous data data 
collection collection & 

incorporation, 
resources 

combination… 

…that, through the application of 

analytics (computationcomputation), facilitate 

the transformation of information 

into  knowledgeknowledge, and new value… 

P1P1  

P2P2  

P3P3  

P4P4  
…“accumulated” new value 
and knowledge can enhance 

continuous improvementcontinuous improvement.  

P5P5  

TTHINGSHINGS  TTHINGSHINGS  

TTHINGSHINGS  
TTHINGSHINGS  

Reinterpreting service systems  
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National cluster for aerospace technology  
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Stakeholders Mapping 



  
• Financial & material  

• Technological & informational 

ResourcesResources    

Technology Technology toolstools  

EE--manufacturingmanufacturing, ee--procurementprocurement and Digitalization of supply 

chain through: 

• Internet of things, augmented reality, wearable devices;  

• Integrated Management systems: SOA web-based architecture 

based on learning based algorithms. 

ActivitiesActivities    1) newnew co-created solutions for supply chain 

competitiveness (sub-suppliers);  

2) smartsmart  maintenancemaintenance  for the digitalization of 

supply chain (complementary suppliers). 
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Structural analysis 
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Broker Broker   

RepresentativeRepresentative  
brokers brokers   

• productive and process 
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• technological, managerial 
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ImprovedImproved  Knowledge Knowledge 
& & SkillsSkills  
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Systems analysis 
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