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WHAT KIND OF ENCOUNTERS WITH S-D LOGIC
HAVE YOU HAD PRIOR TO THIS SESSIONZ®



A little bit about myself and S-D logic...



2012: User innovators in the context of
software intensive products and services
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Service-dominant logic

Services marketing

Relationship marketing
Marketing as a Social
and Economic Process
(Emerging Paradigm:

EVOLUTION OF THE MARKETING DISCIPLINE
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Vargo and Lusch, 2004



MARKETING THEORY ON DIFFERENT LEVELS OF ABSTRACTION

Metatheory

Foundational
premises for a way
of thinking

Mid-range theory

Empirically
observable research
propositions

Theories-in-use

Everyday models
that guide thinking
and acting

Foundational premises
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NORMATIVE VS POSITIVE MARKETING THEORY

In tfraditional 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

Normative theory Positive theory A,
“the fisherman view” “the marine biologist view” B A



KAISA’S RESEARCH INTERESTS

Service-dominant

Service research
» Service system transformation
» Service innovation

 Service ecosystem design

Institutional
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logic

Marketing
‘ * Market (re)formation
* Innovation, market shaping

Management & org. studies

» Ecosystemic value creation

* Institutional change within
organizations and fields

* Institutional work, reflexivity



WHAT IS §-D LOGIC ABOUT®



“ALL EXCHANGE IS SERVICE EXCHANGE"”



THE DIFFERENCE OF SERVICE AND SERVICES

G-D logic: a VS. Dj

Type of output
Services Products

S-D logic: = m
Process of applying | p— l
knowledge and skills b

(and other resources)
for other’s benefit

Direct Service Indirect




UNCOVERING THE SERVICE

Direct

Service

Indirect



G-D LOGIC AND VALUE CREATION
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S-D LOGIC AND VALUE CREATION
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MAPPING THE EVOLUTION OF S-D LOGIC LITERATURE
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THE NARRATIVE OF §S-D LOGIC

Establishing
nested & .
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AXIOMS OF §-D LOGIC

Axiom 1 (FP1)

Service is the fundamental basis of exchange.

Axiom 2 (FPé)

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 uniguely and phenomenologically determined by the
beneficiary.

Axiom 5 (FP11)

Value cocreation is coordinated through actor-generated institutions
and institutional arrangements.
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QUESTIONS? COMMENTS? CONCERNS? IDEAS?



THANK YOU!
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