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KA IS A  KO S KE LA -H U O TA R I

• Assistant professor (tenure-track) at the Department of Marketing and Strategy, 
Stockholm School of Economics, Sweden 

• PhD in 2018, “The evolution of markets – A service ecosystems perspective”

• Research interests: how social systems, such as markets, change and how such 
change processes can be influenced through market shaping, innovation and 
service design, research is often conceptual 

• Course director in “Introduction to Systems Thinking in Marketing (PhD),” teacher 
in “The Reflection Series (BE),” ”Essentials of Marketing (BE),” “Marketing 
Specialization (BE),” and “Markets and Marketing (MBA)”

• Assistant Editor of AMS Review (EIC Stephen L. Vargo), member of the Editorial 
Advisory Board of Journal of Service Management

• Published in the Journal of the Academy of Marketing Science, Journal of Service 
Research, Journal of Business Research, Journal of Service Management, Journal 
of Services Marketing, Journal of Strategic Marketing etc.

• Prior to her academic career, worked at the VTT Technical Research Center of 
Finland and consulted private and public organizations in relation to their 
innovation and co-design activities
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WHAT KIND OF ENCOUNTERS WITH S-D LOGIC 
HAVE YOU HAD PRIOR TO THIS SESSION?
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A little bit about myself and S-D logic...



Products or services

User 
innovator

Manufacturer 
innovator

vs.

2012: User innovators in the context of 
software intensive products and services

CHALLENGES:

?

SERVICE

ACTOR
?



Classical and 
Neoclassical 

Economics (1800–
1920) 

Formative 
Marketing 
Thought 

(Descriptive: 
1900–1950) 

Marketing 
Management 

School of Thought 
(1950–2000) 

Services marketing

Relationship marketing

B2B marketing (Network perspective)

Service-dominant logic

Macro marketing

E V O LU T IO N  O F  TH E  M A R KE T IN G  D IS C IP L IN E

Vargo and Lusch, 2004

Goods-dominant logic

Marketing as a Social 
and Economic Process 
(Emerging Paradigm: 

1980–2000 and 
forward) 



M A R KET IN G  TH EO R Y  O N  D IFFER EN T  LEV ELS  O F  A B STR A C T IO N

Concept X Concept Y

Mid-range theory

Metatheory Foundational premises

Theories-in-use

Everyday knowledge

Everyday models 
that guide thinking 
and acting

Empirically 
observable research 
propositions

Foundational 
premises for a way 
of thinking

Service-dominant logicGoods-dominant logic



N O R M A T IV E  V S  P O S I T IV E  M A R KE T IN G  TH E O R Y

Normative theory
“the fisherman view”

Positive theory
“the marine biologist view”

In traditional marketing thought, the consumer is ”studied in the ways that 
fishermen study fish rather than as marine biologists study them. ... The point of view 
of the marketing theorist was virtually identical to that of the marketing manager, 

and particularly the channel captain, even when his conceptual analysis was 
without immediate practical consequence.”  Tucker (1974, p. 31)

(Goods-dominant logic) Service-dominant logic
Marketing Management



KA IS A ’S  R E S E A R C H  IN TE R E S TS
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Institutional 
theory

Systems 
thinking

Service-dominant 
logic

Change in 
social systems

Marketing
• Market (re)formation
• Innovation, market shapingService research

• Service system transformation
• Service innovation
• Service ecosystem design

Management & org. studies
• Ecosystemic value creation
• Institutional change within 

organizations and fields
• Institutional work, reflexivity



WHAT IS  S-D LOGIC ABOUT?
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“ALL EXCHANGE IS SERVICE EXCHANGE”



Services Products
vs.G-D logic:

S-D logic:

Direct IndirectService

Type of output

Process of applying 
knowledge and skills 
(and other resources) 

for other’s benefit 

TH E  D IFFE R E N C E  O F  SERVICE A N D  S E R V IC E S



Direct Indirect
Service

U N C O V E R IN G  TH E  SERVICE



Company

Value creation

Consumer
/end-user

Value 

“destru
ctio

n”

G -D  LO G IC  A N D  V A LU E  C R EA T IO N



Resource 
integrator

Resource 
integrator

Resource 
integrator

Value cocreation

S -D  LO G IC  A N D  V A LU E  C R EA T IO N   



M A P P IN G  TH E  EV O LU T IO N  O F  S -D  LO G IC  L I TE R A TU R E

New logic 
(Vargo and 

Lusch, 2004a)

Service as 
process 

(Vargo and 
Lusch, 2004b)

Value 
cocreation

(Lusch and 
Vargo, 2006)

Service 
ecosystems 

(Lusch and Vargo, 
2014)

Generic 
actors 

(Vargo and 
Lusch, 2011)

Institutions and 
institutional 

arrangements
(Vargo and Lusch, 

2016)

Emergence
(Vargo et al., 2023)

Value-in-context 
(Vargo et al., 2008; 

Vargo and Chandler, 
2011)

Phenomenological 
nature of value 

(Vargo and Lusch, 2008)

Service 
systems

(Maglio  et al., 
2009)

Scopus search Feb 7, 2023:  “TITLE-ABS-KEY ( "service-dominant logic" )”



Generic 
actors

Involved in

Resource 
Integration

and

Service 
Exchange

•Coordinated 
through

Endogenously 
Generated

Institutions & 
Institutional 

Arrangements

Establishing 
nested & 

interlocking

Service 
Ecosystems

of

Value 
cocreation

TH E  N A R R A T IV E  O F  S -D  LO G IC

Micro

Meso

Macro

Exchange
B2C, B2B, C2C, etc

(Sub)culture:
Brand, Market, “industry, etc

Societal:
National, Global, etc



A X IO M S  O F  S -D  LO G IC
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Axioms of S-D logic (Vargo and Lusch, 2016)

Axiom 1 (FP1) Service is the fundamental basis of exchange.

Axiom 2 (FP6) Value is cocreated by multiple actors, always including the beneficiary.

Axiom 3 (FP9) All social and economic actors are resource integrators.

Axiom 4 (FP10) Value is always uniquely and phenomenologically determined by the 
beneficiary.

Axiom 5 (FP11) Value cocreation is coordinated through actor-generated institutions 
and institutional arrangements.



QUESTIONS? COMMENTS? CONCERNS? IDEAS?

20



THANK YOU!
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