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a b s t r a c t

The purpose of the article is to contribute to the current discussion and further the understanding of the
role of services in the circular economy as processes of value creation. The article elaborates on the
concept of service for the circular economy, partly through a literature study, which argues for an
extension of the understanding of the roles of services in the circular economy. This involves services
aimed at the consumer's person in addition to recirculating consumer waste products. The second part of
the study takes the first steps to building a typology for understanding value creation processes in the
circular economy. Here, it is argued that the success of advancing services in the circular economy hinges
not only on providing value-in-use, but equally so on the ability to provide contextual value that supports
consumers' identity and role enactment. Furthermore, cases are used to illustrate and exemplify practical
ways to further deepening the service engagement in the circular economy.

© 2019 Elsevier Ltd. All rights reserved.
1. Introduction

This article aims to conceptualize and provide a typology for
how services can contribute to the circular economy (CE). In a
contemporary understanding, the CE is a regenerative system of
production and consumption in which resource input and output
are minimized and retained in the system through different service
designs, such as maintenance, repair, reuse, and recycling
(Ghisellini et al., 2016; Geissdoerfer et al., 2017; Korhonen et al.,
2018). Such services secure the backflow of products and mate-
rials into the value-chain system, thereby optimizing resource use
while mitigating the economical system's impact on the natural
environment (Merli et al., 2018; Ellen MacArthur Foundation,
2013). This model for sustainable production and consumption is
generally accepted as a viable way to counter the global environ-
mental challenges, yet it appears that CE business models have
rarely been adopted in practice (Planing, 2015).
eronard), anne@btech.au.dk
Service is a complex concept that covers many meanings in
terms of both scope and content (Edvardsson et al., 2005). This
article draws on Lovelock and Wirtz's (2011, p. 37) definition of
service as “access to a variety of value-creating elements rather
than from transfer of ownership”, as it focuses on value creation
rather than on service being a category of market offerings. With
this definition, service is essentially defined as a provider activity of
supplying consumers with access to resources of both tangible (e.g.,
products) and intangible (e.g., skills and competencies) nature for
use in their value creation process (see also Gr€onroos and Ravald,
2011). Examples of such services include transportation services,
rental businesses, and restaurants, where the service is directed at
the consumer as the recipient rather than the disposal of objects. In
this sense, the consumer-centric approach to value creation be-
comes a means to simultaneously create value for the consumer
and provider of services. Furthermore, employing a sustainability
perspective (cf. Geissdoerfer et al., 2017; Korhonen et al., 2018), the
process of value creation arguably encompasses the environmental
performance in addition to the economic (provider) and social
(consumer) performance. In this view, services are seen asmeans to
create sustainable value by reducing the environmental impact of
production and consumption processes.
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This article argues that service businesses have a more promi-
nent role to play in advancing the CE agenda. Although a diversely
defined concept, today, most CE definitions are structured around
the idea of restorative industrial designs that aim to mitigate the
use of resources as well as the output of waste and emissions (e.g.,
Geissdoerfer et al., 2017; Korhonen et al., 2018; Bocken et al., 2016).
Services could be seen as contributing to both of these aims by
facilitating the above-mentioned backflow of materials into the
value chain system for reuse or recycling, for instance. Achieving
broader acceptance of the CE among service businesses depends
not only on the functionalities of aligning CE services around value-
chain firms, but equally so on being able to take into account
symbolic aspects of consumer behavior (Schaefer and Crane, 2005;
Planing, 2015; Santamaria et al., 2016). For CE to advance and create
a real alternative to the current mainstream consumption society,
managers need to be able to look beyond the current functional and
dyadic view of CE services to understand the role they and con-
sumers play in the creation of a sustainable consumption experi-
ence (e.g., Sempels and Hoffmann, 2011; Tukker et al., 2008).

Aligned with the perspectives outlined above, there are now
calls for frameworks able to develop the role of services in the CE.
Such frameworks are currently missing from the scholarly litera-
ture and could enable service providers focus their strategic efforts
to contribute to the CE (Esposito et al., 2018; Roos and Agarwal,
2015). The calls are based on assumptions that, on the one hand,
services can contribute to realizing the CE ambitions (e.g.,
Camacho-Otero et al., 2018; Sempels and Hoffmann, 2011; Stahel,
2010); and, on the other hand, the CE business principles can
help services become more socially and environmentally sustain-
able, thereby increasing the individual service firm's competitive
advantage (Kotler, 2011; Kjellberg and Helgesson, 2007). In addi-
tion, there is a need to understand how the integration between
service consumer and provider creates sustainable value, as this
remains largely unexplored (Camacho-Otero et al., 2018; Roos and
Agarwal, 2015). Lastly, studies exploring the symbolic consumer
context of sustainable services are currently lacking from the
literature (Kirchherr et al., 2017; Santamaria et al., 2016). This
means that there is a need for knowledge explaining and predicting
the circular value creation between service providers and con-
sumers. Thus, research plays an important role in clarifying how
services can become an integrated aspect of the CE.

Based on these considerations, the purpose of this article is to
develop a theoretically based framework for the role of services in
the CE, while taking into consideration the active part consumers
play in the value creation process (Murray, Skene and Haynes, 2017;
Park, Sarkis and Wu, 2010).

Hence, the following research question is proposed: How can
services in the CE be conceptualized, and what is the role of value
creation in such a conceptualization?

The contribution of this article is twofold. Firstly, the article
discusses current limitations of how services are used and
contextualized in the CE. Secondly, it proposes a typology that aims
to clarify opportunities and roles for services in the CE relevant for
both service providers, who wish to develop strategies for entering
the CE, and researchers, who could employ the typology as a
starting point for empirical studies of CE services.

2. Methodology

This study aims to develop a conceptual framework for how
services can contribute to and benefit from entering the CE. Hence,
the purpose of the study is to elucidate the potential roles of service
firms in the CE, specifically focusing on processes of value creation
from both consumer and provider perspectives. To this end, the
methodology is based on a thematic literature review of current
trends and limitations of services in the CE, combined with a
conceptual study of how knowledge about value creation processes
can be utilized in the context of the CE.

2.1. Literature review

The first part of the methodology employs a thematic literature
review of research articles. Thematic analyses allow for an over-
view of the most prevalent types of articles, and in doing so,
identifying dominant research scopes and gaps in the existing body
of literature (Briner and Denyer, 2012). For the purposes of the
present study, the review was conducted in order to examine the
state of current research concerning the role of services in the CE
and identify overarching conceptualizations of CE related to ser-
vice. Hence, it is beyond the scope of this article to give a full ac-
count of the vast and growing body of literature on the CE (see, e.g.,
Ghisellini et al., 2016; Geissdoerfer et al., 2017; Korhonen et al.,
2018 for recent reviews). Articles for the review were sourced
from the Web of Science database, supplemented by Scopus and
Google Scholar, searching for relevant articles published before
2019. To ensure a sample of articles specifically focused on services
in the CE, different combinations of the following terms in titles,
abstracts, and keywords were used in the search: “reuse”, “repair”,
“recycle”, “refurbish”, “service”, and “circular economy”. Abstracts
were read to ensure a relevant focus, omitting articles that treated
services or the CE only peripherally. To supplement the database
search, the ancestry searching method (cf. Savin-Baden and Major,
2013) was used, examining reference lists of topic-relevant articles,
which yielded a fewmore articles to the review. Inspired by Denyer
and Tranfield (2009), the articles encompassed in the review were
then scrutinized, and themes concerning the different roles of
services in the CE were ascertained. More precisely, the thematic
categorization was deductively structured according to Lovelock
(1983) classic service categorization model, as this model as-
sumes a consumer-centric approach to value creation in line with
how services are conceptually defined in this study. According to
Lovelock (1983), services can be categorized on two dimensions: 1)
services aimed at either person(s) or thing(s), and 2) the nature of
the service, being either material or intangible. These two di-
mensions form a matrix that can be used to classify different types
of services. Applying this model as a starting point for discussing
the roles of services specifically in the CE enables an overview of
how services are currently categorized and utilized in the CE, and
can thus illuminate dominant research practices and point to op-
portunities or gaps that are yet to be explored.

2.2. Conceptual study

The second part of the methodology concerns the development
of a typology for value creation of services in the CE. A typology
contributes new knowledge as well as enhances the understanding
of the subject field by deriving elements and their interrelationship
(Meredith, 1993). Hence, the typology for CE services contributes a
means to identify and position different types of services in the
context of the CE as opposed to a traditional linear economy
perspective.

Methodologically, the construction of a typology is basically
about identifying different “types” that constitute a structured to-
tality in such a way that each type is homogeneous on selected
dimensions, but as different as possible between the types (Hoyer
and MacInnis, 2004). Although typologies have been criticized for
being over-simplistic classification systems with an abstract level
not quite suitable for counting as theories, they may, however,
when properly developed and fully specified, meet the criteria of a
theory (Meredith, 1993). As such, the typology in this study is a
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framework for understanding the potential roles of services in the
CE by organizing ideas central to value creation from consumer and
producer perspectives, respectively.

The development of the typology is based on a conceptual study
of scholarly literature on value creation in services, supplemented
with illustrative case examples (cf. Yin, 2017). This approach favors
construct validity, as multiple sources of evidence are used, and
external validity, as knowledge is used across multiple cases from
various contexts. The concepts derived from this conceptual anal-
ysis are then discussed and applied in the context of the CE as
defined in the literature review on CE services. This approach en-
ables an understanding of how value is created in the intersection
between sustainable service consumption and provider production.
The conceptual value creation framework is constructed as a ty-
pology based on MacInnis (2011). Accordingly, each type is ho-
mogeneous on the applied dimensions as well as different from the
others to avoid any hybrid types that may cut across the typology
and threaten the internal validity. It is important to keep in mind
that the proposed model is provisional, as it represents relation-
ships and principles based on well-founded speculation that over
time may be refined to even more meaningful categorizations.

3. Expanding the view on the role of services in the circular
economy

This section presents an overview of the notion of CE services
derived from the literature review. The application of Lovelock
(1983) service categorization model allows for an identification of
the various kinds of services in the CE and provides an outline of the
types of services that are dominant, and thus seen as primary, and
those that are more supportive or not yet utilized, and thus seen as
secondary in CE.

The CE is forwarded as an operationalizable business perspec-
tive that focuses on creating sustainable development in society
(De Jesus andMendonça, 2018; Hopkinson et al., 2018; Geissdoerfer
et al., 2017; Ghisellini et al., 2016). Originally, the CE concept was
introduced to reform the industrial sector in terms of forming a
closed loop of production and consumption, optimizing and
regenerating materials and energy in the process (Merli et al., 2018;
Ellen MacArthur Foundation, 2013). Today, it has become more
common to also include consumer markets and is typically
conceptualized with the aim of minimizing resource input and
waste, energy, and emission output by “slowing, closing, and nar-
rowing material and energy loops” (Geissdoerfer et al., 2017, p.
759). Hence, the CE aims to take a lead in societal transformations
toward a sustainable future by promoting the idea of circular
supply chains, encompassing production, distribution, and con-
sumption processes (De Jesus andMendonça, 2018; Kirchherr et al.,
2017).

Traditionally, the “3R-principles” of reducing, reusing, and
recycling (Widmer et al., 2018; Goyal et al., 2017; Grove et al., 1996)
have been applied to categories of different service activities in the
CE. This study argues that the “3R” categorization is too simplistic,
as it does not provide knowledge about the different types of ser-
vices relevant for the CE, which would enable a more holistic
perspective and point to opportunities for services to explore
business opportunities related to the CE. Using Lovelock (1983)
matrix as a means of categorization, points to two main types of
services in the CE, here referred to as primary and secondary. Since
CE concerns minimizing input of materials and output of waste in
production systems, services that directly contribute to fulfilling
this aim are here seen as primary, while services directed at per-
sons are labeled secondary in the context of CE. Fig. 1 presents an
overview of the four categories of services in the CE.

Currently, most research on CE services revolves around the
quadrant that involves tangible actions toward things. The main
aim of reusing a product is to preserve all of the added value within
a particular product rather than discarding the product after use.
The role of service in securing this aim may involve collection and
redistribution of products (Heyes et al., 2018), repair (Wieser and
Tr€oger, 2018), and refurbishment (Reike et al., 2018). Within the
same service category is the objective of recycling, which concerns
making used materials suitable for reuse. This could be re-
manufacturing such as acting on an end-of-life part or product in
order to return it to like-new or better performance
(Mastrogiacomo et al., 2016). In those situations, reverse logistics is
an example of a service helping products back into the materials
pool (Esposito et al., 2018).

Services that aim to reduce negative environmental impacts
include ways of changing consumption practices for the benefit of
the environment and are categorized in the bottom right quadrant
focusing on services directed at consumers' intangible assets, for
instance, consulting on optimizing product use or monitoring the
efficiency of possessions. Such services can be provided by either a
consultant or an IT system responsible for optimizing consumer
objects in the CE. According to Lovelock (1983), service may occa-
sionally spill over into other types. For instance, the delivery of a
service directed primarily at monitoring consumers’ homes for ef-
ficiency may require consumers to actually change their mind and
behavior in order to transform the intangible knowledge assets into
sustainable living in the CE (see the Sense home example in Table 1
below).

Primary CE services (cf. Fig. 1) are relatively well documented
and there are several examples of services within this category that
take the CE approach (see Table 1 for a list of examples). Never-
theless, the literature review also reveals that services, referred to
as secondary in Fig. 1, are not encompassed in the traditional un-
derstanding of the CE, as they concern services directed at people
and not things. This points to a large untapped potential to involve
the secondary services more in the CE, as they play an important
role for supporting consumers’ role enactment, supporting, for
instance, a sustainable worldview. For example, secondary services
could provide value to primary services by supporting (e.g.,
advertising) and/or complementing (e.g., restaurant visit) each
other. As argued in following section, more research attention to
the consumer perspective in the value creation process is needed,
pointing to a potential for a stronger focus on incorporating sec-
ondary services in the CE. Consequently, all four types of services
should exist simultaneously and synergistically in order to provide
a real sustainable consumption alternative to the contemporary
consumer society.

In addition to the above, it is noteworthy that only few studies
(i.e., Hobson et al., 2018; Camacho-Otero et al., 2018; Santamaria
et al., 2016) explore the consumer's social experience and
conception of value in the CE. Although the last decade has pro-
vided some interesting research on product-service systems related
to the CE (Tukker, 2015; Tukker et al., 2008; Tukker and Tischner,
2006), such studies have mainly focused on how services can
make production less damaging (Merli et al., 2018).

4. Value creation in the CE

This section analyzes the scope of value creation in the CE and
proposes an integrated typology consisting of two dimensions,
providing a four-type matrix for understanding the role of value
creation in the CE (Table 2). The first dimension distinguishes be-
tween provider and consumer perspectives, where the former's
role is to facilitate resources to supply the latter's value creation
process (Gr€onroos and Ravald, 2011; Vargo et al., 2008), as it is
argued to be crucial for achieving business success (Ravald, 2010).



Tangible 
actions

Intangible 
actions

Nature of 
service act

Recipient of 
service Person(s) Thing(s)

Secondary 
CE services

Primary CE 
services

Services that support the 
reuse and extend product 
life; e.g., repair, 
maintenance, recycling, 
and refurbishment 

Services directed 
at people’s bodies; 
e.g., transportation, 
restaurants, and 
lodging

Services directed at 
people’s minds; e.g., 
advising, informing, 
and consulting on 
matters of 
sustainability

Services that aim to reduce 
environmental impacts; e.g., 
by monitoring household 
electricity consumption

Fig. 1. Categorization of services in the CE. Source: Based on Lovelock (1983) and adapted to the context of the CE.

Table 1
Examples of primary and secondary services in the CE.

Example Description of service Contribution to the CE Reference

PRIMARY CE
SERVICES
Directed
at things

Tangible
actions

IKEA
subscription
furniture
rentals (trial
2019)

The rental service will allow the consumer to return
the furniture to IKEA when the leasing period is over.
IKEA plans to refurbish and resell the leased furniture.

Extension of product lifetime through refurbishment
and redistribution of products. Reduction of waste
and use of virgin materials in the production system.

ikea.com

H&M garment
collection

The service allows consumers to drop off any
unwanted garments and textiles in H&M stores.
Garments are either resold (re-wear), reused into
other textile products, or recycled as textile fibres to
be used for, e.g., insulation.

The service promotes and facilitates refurbishing and
recycling of textile, thereby reducing the need for
virgin material in different production systems.

hm.com

Intangible
actions

Technolution
& Copenhagen
Municipality

The Dutch technology provider collaborates with
Copenhagen Municipality to incorporate an
information system drawing on GPS data from cars to
optimize traffic and thereby reduce emissions.

The service provides users with traffic information
that results in more efficient driving, which
contributes to reducing emissions associated with
traffic.

Technolution.eu

Sense home
energy
monitors

Sense's products allow consumers to monitor their
household energy consumption through an app.

The monitoring service contributes to reducing
emissions associated with energy use, allowing users
to identify patterns of energy use and helping
households toward more efficient energy
consumption.

sense.com

SECONDARY
CE
SERVICES

Directed at
persons

Tangible
actions

MAX Burgers
CO2 labels

The Swedish fast food franchise chain offers a CO2

labelling service that enables consumers to make
climate-friendly choices of burgers, as all products are
labelled with their individual climate impacts.

The service contributes to mitigating emissions
associated with food consumption by creating
awareness and enabling consumers to include climate
impact as part of their decision making.

maxburgers.com

GoMore GoMore is a Scandinavian sharing economy company,
offering different services related to transportation,
including ride sharing and peer-to-peer rentals of
private cars, facilitated through an online platform.

The service contributes to mitigating emissions
associated with private transportation (cars) by
enabling people to coordinate ride sharing by car or
rent out their private car when they do not need it
themselves.

gomore.dk

Intangible
actions

COOP
sustainability
workshops

The Danish retail cooperative COOP offers a range of
workshops to their members (individual consumers),
focusing, e.g., on how to become a sustainably
responsible consumer with respect to food
consumption.

This service contributes to reducing emissions and
waste of (food) resources bymaking consumers aware
of the impact of purchase decisions and habits.

coop.dk

TAENK The Danish Consumer Council is an independent
organization that provides members with advice
relating to sustainable and socially responsible
consumption. This is done through their magazine,
debates, and other awareness-raising activities.

TAENK's services create awareness and decision
support, thus contributing to promoting a sustainable
mindset among consumers.

taenk.dk
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In this sense, an enhanced focus on consumer value creation
arguably becomes strategically important for entering the CE.
Moreover, to reduce the conceptual confusion associated with the
valorization of services in the CE, the understanding of value in this
article is expressed by value-in-use and value-in-context. The
traditional market economy perspective (value-in-exchange) is
included in the typology, but only for illustrative purposes, as it
contrasts the value creation in the CE with a more traditional view.
From this view, a company creates value when it produces goods
and, in exchange for money, transfers ownership to the consumer,
who then gradually destroys the value, as the product is used over
time. This is a linear conception of value production that links
production, progress, necessity, and utility (Porter, 1985). However,
this “make, sell, buy, and dispose” approach is unsuited in today's
marketplace and is being challenged by the CE, as it is argued that
the biggest challenge is not to bring about necessities, but to reduce
superfluous consumption (Merli et al., 2018). Arguably, this is
relevant and necessary in the CE, but it needs to be understood in a
broader context than the utilitarian to also include aspects related
to symbolic consumption that support the formation of individual
lifestyle and identity (Santamaria et al., 2016; Venkatesh et al.,
2006). Consequently, to understand the valorization process in
the CE, both value-in-use and value-in-context are alternatives to
the value-in-exchange view (Vargo, 2008; Vargo et al., 2008). In the
following sections, the contrast and integration between consumer
and provider perspectives are discussed in relation to aspects
associated with value-in-use and value-in-context.

4.1. Value-in-use: functional benefits

“Value-in-exchange” associated with the linear economy is
determined by the price posed by the producer, whereas “value-in-
use” is co-determined by the consumers and created during use of
products. As pointed out by Ramirez (1999), the value of offerings is
only partially determined by the producer, as consumer value is
made available by the affordance of the offering, whichmay involve
a range of benefits such as convenience, effectiveness, and pro-
ductivity. In this sense, products are no more than service appli-
ances for the consumer (e.g., Vargo and Lusch, 2008) and only
required as long as they satisfy consumer needs. Although value
creation is a process in which the producer is reduced to a co-
creator of value, the transitiondfrom producing a product to
becoming a service providerdis nevertheless regarded as a durable
way of building competitiveness while at the same time providing
sustainability (Tukker, 2004; Oliva and Kallenberg, 2003). Given the
co-production of value, two perspectives aligned with the aims of
the CE can thus be identified.

4.1.1. The consumer view
From a consumer perspective, the value creation takes place in a

usage situation in which the consumer is a co-creator (Pezzotta
et al., 2017) and resource integrator (Vargo and Lusch, 2008)
Table 2
A service typology for value creation in the CE.

Linear Economy Circular E

Value-in-Exchange (Exchange) Value-in-

Consumer View Buying a product
Owning a good

Satisfying

E.g., renti
Provider View Producing a good

Selling a product
Providing

E.g., deliv

Source: Own development
made available as either a product (indirect service) or as a given
provider's activity process (direct service). Indirect service here
refers to the consumer renting a product instead of buying. The
product then remains in the ownership of the provider but is made
available in different forms and occasionally shared by a number of
users. In such arrangements, the consumer benefits from not
needing to maintain (e.g., replacement of components) or scrap the
product, as the provider has control over the product and can
recycle products more easily and effectively. Examples are Atea
(pay-per-print), Mud Jeans (rent-a-jeans), and Xerox's leasing
arrangement (Sempels and Hoffmann, 2011). However, not all
products are equally suitable for rental. According to Horton and
Zeckhauser (2016), products particularly apt for rental are charac-
terized as being expensive, durable, and used infrequently, such as
boats, hotel rooms, tuxedos, and special tools. In addition, products
with predictable usage patterns are suitable for rental (e.g., holiday
homes and cars). In contrast, products unfavorable for rental are
characterized by, for instance, low price or usage that is difficult to
plan in advance. Examples include the solution of a temporary
emergency problem, like a backup power generator, products that
do not provide value that covers associated transaction costs of the
rent, and products that are only used for very limited time periods.
Moreover, it is also relevant to assess the relative reduction of
environmental impact of renting compared to selling a product. For
instance, as argued by Tukker (2015), consumers may feel less
obligated to take care of a rented product, whichmay lead to earlier
wear-out and destruction compared to ownership. Direct service
refers to situations in which consumers may want to save time and
energy or simply do not have the ability to integrate resources for
value creation and therefore hire a provider to do the job. This kind
of direct service has the same advantages as renting a product,
except for being more efficient and effective, and consequently
having a lesser impact on the environment.

4.1.2. The provider view
From a provider perspective, the focus is on delivering a service,

either by selling a desired result or by renting out a product; for
instance, a specialist tool that enables consumers themselves to do
the work. The situation in which an organization shifts from selling
a product to selling an integrated product and service offering is
called servitization (e.g., Neely, 2008). In such result-oriented ser-
vices, the provider is responsible for managing the product life
cycle in a sustainable manner and providing the desired end result
(Sempels and Hoffmann, 2011). According to Grove et al. (1996),
servitization will often lead to a concentration of activities such as
reuse, recycle, and reduce, or a combination of these. Here, the
provider has an incentive to ensure the product design is optimized
for use, maintenance, recycling of parts or products, and reproc-
essing, provided that it is financially feasible. An example is
Michelin Solutions, which recycles used tires and substitutes them
with new, improved ones (Esposito et al., 2018). The consumer-
centric approach infers that the consumer is the primary value
conomy

Use (Functional) Value-in-Context (Symbolic)

needs

ng a good or hiring someone

Enacting social roles

E.g., composing sustainable lifestyle
service

ering a result-oriented service

Creating constellations

E.g., building service network
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creator, and the provider merely plays a facilitating role in the
process (see Gr€onroos and Ravald, 2011, for a discussion on the
confusion of co-creation). However, by interacting in an environ-
mentally friendly manner, “sustainable value” is in fact co-created
for the environment, such as less-use situations (only when
needed), or more effective and environmentally friendly use over-
seen by experts; for instance, better use of power or returning
scraped products to manufactures (e.g., Stahel, 2010).

4.2. Value-in-context: symbolic significance

According to Vargo (2008) and Vargo et al. (2008), the concept
of “value-in-use” needs to be extended with “value-in-context” in
order to capture the essence of value. They argue that the context of
a given use situation influences both the creation and evaluation of
the attributed value. Similarly, Chandler and Vargo (2011) include
contextual factors such as network relations inwhat they refer to as
the “value co-creation” process.

4.2.1. The consumer view
The basic idea of a consumer view is that consumers get more

value from a service when it is part of a larger consumption
constellation than if the service is provided in isolation (van Riel
et al., 2001). Consumption constellations are made of products,
services, and activities or a combination of each category (Englis
and Solomon, 1996) and presume the ability to infer meaning
from the patterns of the constellation, whether it involves decoding
others' consumption choices or encoding messages expressed
through one's own consumption (van Riel et al., 2013). This means
that consumers are not only passive recipients of a service that
satisfies a (functional) need, but, in accordance with Baudrillard
and Levin (1981), active co-producers of the symbolic meaning of
a given service and its integrationwithin a system of cultural codes
(Santamaria et al., 2016).

Consequently, consumption is in fact what the service means to
the consumer: its sign-value. That is, the cultural significance is
assigned to the use of a service, whose symbolic value is created
partly through the fashion system and partly through the consumer
rituals they are part of (Venkatesh et al., 2006). Several studies
point to the fact that contemporary consumers to a lesser degree
seek out consumption choices for the value-in-use than they do
from their linking to the social and cultural context (Vargo, 2008;
Vargo et al., 2008; Cova, 1997; Akaka et al., 2013) and their ability
to express their social role and identity (Venkatesh et al., 2006;
Edvardsson et al., 2011). The signification of these consumption
choices is to some extent now free-floating (e.g., Sol�er, 2007), as
meanings are constructed by individuals’ sense-making processes
rather than being grounded in any intended market communica-
tion (Cova, 1997; Venkatesh et al., 2006; Penaloza and Mish, 2011).
For instance, research shows that “green” consumersdpeople who
identify themselves as ecologically oriented citizensduse self-
narratives to create a consumer identity more consistent with
their own environmental understanding, while at the same time
also distancing themselves from a materialistic consumer culture
(Moisander and Pesonen, 2002).

If consumers are to succeed in role enactment, it will depend on
the extent to which they meet the expectations linked to a
particular set of social roles (Solomon et al., 1985; Edvardsson et al.,
2011). A social role is defined “as a set of practices (repeated ac-
tivities) that connect one actor to one or more other actors” (Akaka
and Chandler, 2011, p. 251) and behavioral expectations that follow
a given social position (Colton, 1987). Consumers' role enactment is
guided by social norms that must be followed and by a certain set of
practices that is acted out. Alignment of role expectations and
enactment may result in consumer satisfaction. Social roles have
been conceptualized as “producer-consumer” (Normann, 2001),
and social roles relevant for the CE include, for instance, the envi-
ronmentalist and the green consumer (e.g., Kashima et al., 2014;
Autio et al., 2009; Moisander and Pesonen, 2002; Roberts, 1996).
An example of consumer role enactment being both social and
identity forming is contained in the concept of sharing (e.g., Belk,
2010). That is when two or more consumers access the same ser-
vice and as such derive more value from a service situation, such as
in the case of the car-sharing initiative called “Byens Egen Bil1”
(Danish for “the town's own car”) between citizens and the local
shopping cooperative in a small Danish town. Due to concerns
about the consequences of public transit on settlement in the local
area, local people initiated the program. This initiative is an
example of role enactment of active citizens for a lifestyle that
keeps shopping local, leading to well-being and happiness as well
as having a positive environmental impact. Consequently, an
important part of developing services in the CE is to identify the set
of interconnected services that in the consumers' minds are asso-
ciated with a sustainable lifestyle. Arguably, this could facilitate
consumers' ability to adopt yet more sustainable offerings and
thereby gradually increase their willingness to engage in pro-
environmental behavior.

4.2.2. The provider view
From a provider perspective, the term “value-in-context” has

been defined as the “benefit realized from integration of resources
through activities and interactions with collaborators in the cus-
tomer's service network” (McColl-Kennedy et al., 2012, p. 1). Con-
tained in this definition is the understanding of the context as being
a “set of unique actors with unique reciprocal links among them”

(Chandler and Vargo, 2011, p. 40) and value being created when
multiple actors integrate resources during service provision (Vargo
and Lusch, 2008). This contextual value-generating system corre-
sponds to the service delivery network (SDN) of two or more
businesses that, from a consumer perspective, are responsible for
the provision of a connected overall service experience (Tax et al.,
2013, p 455). In other words, the service network perspective in-
volves both identification and coordination of relevant services for
the benefit of a target group of shared consumers.

Ostensibly, the involvement of other organizations in the value
creation process forces the service network to professionalize their
collaboration (Gittell, 2002). Not only should relevant service of-
ferings be identified and integrated, which requires consistency in
shared orientation among collaborators (Wilkinson et al., 2005;
Homburg et al., 2017), but the challenge is also to secure the
same service quality across providers, as underperformance by one
may affect the consumers' quality perception of the other service
providers in the network (Tax et al., 2013). Furthermore, since
consumers are not passive participants, the service network needs
to be sensitive, responsive, and flexible to changes in how con-
sumers perceive the extended service offering. This poses three
interrelated problems that service networks must learn to solve
simultaneously: Creating (identify the constellation), enabling
(reduce uncertainty among actors), and delivering (operationalize
linkages between offerings) the value to the consumers (Peronard
and Brix, 2019). Although empirical studies of service delivery
networks exist (e.g., Spurrell et al., 2019; Kowalkowski et al., 2013),
no studies seem to investigate the symbolic significance of the
service network's value creation process. However, ReTuna Åter-
bruksgalleria2 is a concrete example of a service delivery network,
where consumers, in addition to the functionality of shopping, can

https://byensegenbil.dk
https://www.retuna.se/
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find refuge in both the aesthetic aspects of life as well as enacting
the role of the green consumer. ReTuna is a shopping center in the
city of Eskilstuna, Sweden. The center functions as part recycling
depot, part shopping experience, and part education center
providing intangible consumer value. It includes retail shops for
home decor and furniture, refurbished computers and electronics,
housewares, sporting goods, and outdoor plants.

5. Discussion and future research

The market economy consists of businesses whose primary
objective is to create and deliver value to a target group for a profit
(Kotler, 2011). This will be the same in the CE; however, the con-
ditions under which this is happening are changing. Businesses will
need to take environmental concerns into consideration and look at
their offerings as means for reaching consumer endsdwhat con-
stitutes value and how it is deliveredmay be exactlywhat facilitates
businesses and services venturing into the CE. This article has made
a first attempt to provide a theoretical typology for how services
may not only become a part of the CE, but in the process also shape
the market system for strategic purposes.

This article contributes to the literature on how services can
prosper in the CE by providing an understanding of how different
types of services relate to the CE, focusing on value creation pro-
cesses. The study has paid particular attention to two types of actor
perspectives: the consumer and provider views. In the former, it is
argued that value creation is symbolic and a fundamental aspect of
shaping identities, and that the enactment of roles through service
constellations is an important extension of the value-in-use of
merely satisfying a need. In the latter, a service network was sug-
gested as a means to provide a more holistic consumer experience
and an extension to the service delivery of a single service. Cali-
brating both perspectives into one is a particularly important
research domain, as consumers and service providers have
different views on value creation.

Especially promising for advancing sustainable services is
collaboration among service providers (Sempels and Hoffmann,
2011; Tukker et al., 2008). Such collaboration enables service
firms to create more value than by acting alone (Chandler and
Lusch, 2015; Gummesson and Gr€onroos, 2012; Chandler and
Vargo, 2011) and expand environmentally friendly market possi-
bilities (e.g., Matthews et al., 2018; Roos and Agarwal, 2015). Such a
shift in orientation toward providing sustainable services in
collaboration, however, changes the traditional concept of value
creation. In this sense, service provision becomes a complex pro-
cess enabled by a network of multiple providers rather than being
confined to the dyadic level, for example, between the single pro-
vider and consumer (e.g., Tax et al., 2013; Gummesson and
Gr€onroos, 2012). In this process, consumers are not passive re-
ceivers, but active value creators (Gr€onroos and Ravald, 2011;
Ramirez, 1999), and hence also the primary determiners of the
value created by a network of service providers (Tax et al., 2013).
Consequently, in order to understand the value creation process for
sustainable services, a more eclectic focus is needed, both in terms
of understanding consumer preferences for service constellations,
and in terms of integrating these through a network of service
providers.

Although examples of services in the CE have been presented
above, few studies exist on service networks evolving around
intangible and complex aspects of service delivery (see Henneberg
et al., 2013). This may be due to the facts that collaborative re-
lationships are typically identified from an organizational
perspective and that sustainable offerings often have problems
identifying demand and value (Jonsson et al., 2011). Thus, the
processes of identifying the interrelations between the two
constituents become a central challenge for delivering quality ser-
vice and of prospering in the CE. More specifically, it is the man-
agement of linking individual services into a value-adding
constellation for the consumers that makes service networks
relevant for the CE. According to Englis and Solomon (1996),
consumer-perceived constellations consist of associations between
complementary services that can be linked together functionally or
symbolically (aesthetically and socio-culturally). “Functionally”
implies an additive or sequential coupling of services that facilitates
consumer operation. “Symbolically” means that services are either
aesthetically related (e.g., share quality similarities, feelings of
fitting well together) or have no or only very little inherent rela-
tionship other than to communicate socio-cultural meaning.
Consequently, mapping consumers’ perceptions of service con-
stellations based on both functional and symbolic links among
providers deserves special attention. However, even if providers are
able to map out relevant constellations that support a sustainable
consumer lifestyle, they still need to combine that knowledge into
effective action and coordination. This requires skills in managing
across organizational boundaries, as each provider is an element in
the network of others that collectively delivers consumer value
(Matthews et al., 2018).

Further research is therefore needed into empirical aspects of
the proposed typology. Indeed, research should seek to understand
the relationship between actors in service networks and how better
integration of those positively affect the future for themselves and
the collective (e.g., Anderson et al., 2011; Sempels and Hoffmann,
2011). In particular, research should concentrate on the analysis
of network formation processes and more explicitly identify how
variation in configuration influences participation opportunity and
innovation dynamics (Todeva and Knoke, 2005). In addition,
empirical insights are needed to further explore the consumer
perspective in the CE in general (Kirchherr et al., 2017) and, as
argued in this paper, consumer perceptions of services in the CE in
particular. Identifying potential service constellations in terms of
the relationships among services and the complex benefitsdthe
code consumers wish to derive from themdis of high research
priority (Santamaria et al., 2016). An important question also con-
cerns how consumers come to value a service within the context of
a constellation and, in particular, how consumers who are inclined
to a sustainable lifestyle come to identify with that particular ser-
vice constellation. This is highly relevant, as research shows that
lifestyle factors are more relevant than socio-demographic vari-
ables in explaining consumer behavior (Akehurst et al., 2012).
Consequently, research should assess how consumers are enacting
social roles that fit the lifestyle of a wider audience; decoding
exactly what constitutes social roles in the CE and how they are
enacted remains to be explored.

6. Conclusion

This paper set out to develop a typology for the roles of services
in the CE, focusing specifically on the consumer perspectives of
value creation processes. The presented frameworks offer a starting
point for categorizing different types of services in the CE (Fig. 1)
along with an understanding of aspects pertaining to the value
creation that could influence the advancement of services in the CE
(Table 2). To summarize the analyses and discussions of this paper,
service providers must strategically consider a number of aspects to
successfully enter the CE. Firstly, it is important to consider how
different types of services can contribute to and align with aims of
the CE and as such reduce the environmental impacts associated
with different aspects of consumption. The categorization of the
role of services in the CE (Fig. 1) can support such considerations.
Secondly, this paper argues that integrating consumer and provider
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perspectives on value is crucial to succeed in the CE. In addition, it is
important to move beyond thinking in terms of functional value
associated with service use, and to strategically consider the sym-
bolic value of services in the CE.
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