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Introduction to

,Service is the Services
application of (Jan. 10, 2023)
specialized

competences (skills
and knowledge) (1), - Why study

services?
» Defining services
» Servitization
» Value co-creation

through deeds,
processes, and
performances (2)

for the benefit of
another entity or the
entity itself (self-
service) (3).”

Vargo and Lusch (2004b), S.
326.

Managing Service
Excellence
(Jan. 17, 2023)

* What is service
quality?

* (Electronic) Service
quality
measurement

 Identifying
“Moments of Truth”

» Customer
Experience
Management

» Service recovery

Service and
Technology
(Jan. 24, 2023)

Self-service
Technologies
Four types of Al in
service
Omnichannel
customer
experience
(Lemonade
Insurance case
study)

Service robots
Service platforms

Emerging Themes
in Services
(Feb. 07, 2023)

» Service ecosystems

» Sharing economy

* Transformative
service research

» Service and society

il L (012 3 ) € Learning reflection: Essay on the future of services — deadline Feb. 22, 2023, 23.59

hours.
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4, Emerging themes in services: strategies to perform societal impact
- Learning Goals

To recognize emerging trends in service industry and service research

To classify the elements and features of service design

To be able to define the concepts of service ecosystems and value co-
destruction using own words
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‘The current issue and full text archive of this journal i available on Emereld Insight at:
www.emeraldinsight.comy/1757-5818 htm

Value cocreation in service
ecosystems
Investigating health care at the micro, meso,
and macro levels
Gabriela Beirzo and Lia Patricio
INESC TEC and Faculty of Engineering,
University of Porto, Porto, Portugal, and
Raymond P. Fisk
Department of Markeling, Texas State University, San Marcos, Texas, USA

Abstract

Purpose - Th y
perspective, uncovering value cocreation factors and outcomes at the micro, meso, and macro levels.
Designimethodologylappronch . A Grounded Theory approachbased an seistrutured nerviews i
Teve

vt e oo T et sy, babdnt s vl s of sty st
cight helthcare organations. A ttal of 4 interviews ith citiens and health care pracitones were
conducted at the micr leve

Findi tudy resuls enablea dtalled undrsanding of the raure and ymais of vae cocreation i

i tors

ouer shaing, rsoutr onbiation, o moniaing and govenancnstiuions gecraton)

factors and s difer across lovels, but they. and .
Practical i The findings have imp for mgm.mw that are ecosyst
i e e ot Moty o Ty canding

and outcoms at. the difrent kvel This provides oientations (o btter ntgrate diferent actor o
technology, and information while fac |lvm“ng  cooystem coordinaion and coevoutr,

e ecosySiems. It lso luninatcs how sty Dla)cls in the scoystem s, mannge thei vae

psiions 0 promote rsoures ntegration for each acor, oserg esource denity
v\nb\h\y T e i e i o omeep pripacve o Serie Domra o Wi e
e ey it o of b e

Keywonis Elmlmmc ‘health records, Service ecosystems, Value cocreation, Health care services,
System levels
Paper type Reseach paper

Introduction

Complex service systems with supplier networks interacting with customer networks are
increasingly common (Gummesson, 2007). These interrelated value networks form service
ecosystems, operating together through value cocreating interactions. Service-Dominant (S-D)
logic focuses on the value cocreation process occurring in these dynamic environments that
are central to the emergence and evolution of service ecosystems (Vargo and Lusch, 2016).
A service ecosystem can be defined as a “relatively self-contained, self-adjusting system of
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A triadic framework for collaborative consumption (CC): Motives, activities @m;md

and resources & capabilities of actors

Sabine Benoit*, Thomas L. Baker”, Ruth N. Bolton*, Thorsten Gruber", Jay Kandampully*

© W, Gy Scha o B, Ara S Unbrty, P. 0. B 74108, T, AZ 552674106, Unied Sas

ket Kingiom
= Consaner Scnces, The Ohls S Unty, 245 Gl ll, Gl 33210, i St
ARTICLE INFO ABSTRACT
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Service Research Priorities: Managing © e hubor 202
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Ming-Hui Huang®®, and ]anet R. McColl- Kennedy °
Abstract

to develop priorities

for research and practice. To this end, we utilized multiple data sources: surveys of service scholars and practitioners, web
scraping of online documents, a review of published service scholarship, and roundtable discussions conducted at the world’s
foremost service research centers. We incorporated innovative methodologies, including machine learning, natural language
processing, and qualitative analyses, to identify key service research priorities that are ritical to address during these turbulent
times. The first two priorities—technology and the changing nature of work and technology and the customer experience—focus on
Icvengmg technology for service provien and mmumpm ‘The next two priorities—resource and cof mm cumtris

ity for Further,
of stakeholder-wants from the Ikerature and include research questions that te ke sakeholder-wants 1 ench of the oo
priorities. We believe the set of research priorities in the present article offer actionable ideas for service research directions in
this challenging environment.

Keywords
service research priorities. stakeholders, transformative service research, customer experience, frontline service employees,
customer proactiviy, service operations, service technology, machine learning
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Abstract
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focused on four service

related to d

F\mher, ‘we identified a set of stakeholder-wants.

the four priorities in the companion aricle. Here, we highlight the critical importance of scholarship and practice refated to the

design of sustainable service ecosystems and discuss three key
ecosystems for transformative impact (SRPS), platform ecosystems

service research priorities: large-scale and complex service
\d marketplaces (SRPE). and services for disadvantaged

Consumers and communiies (SE7) We call for 3 engaged service cholarshiy that considrs the terrelatonships among
consumers, organizations, employees, platforms, and societal institutions and pursues transformative goals.

Keywords

and communides, machine learning

Because service shapes the behavior and well-being of individuals
and communities and constitutes the bulk of the global econ-
omy, the interdisciplinary field of service research has evolved
to describe, predict, and manage various facets of the service
experience. Periodic large-scale reviews have identified prio-
sities for service scholarship relevant to the changing times
(Osrom ot . 2010, 201). F instance, Ostrom. and col-
1 Ié rvi

as advances in technology, the pmmuaunn of service innova-

believe that customers, employees, managers, and the commu-
nity are, and will remain, key stakeholders and have specific
wants regarding service content and processes. Our aim is o
develop service research priorities (SRPs) that are rooted in,
and responsive to, these wants. We also discuss their implica-
tions for researching and managing services in turbulent times.

‘The multiple-stakeholder approach to services is consistent
with the application of stakeholder theory in several business
disciplines (Parmar et al. 2010). Further, the Responsible

Service pervades nearly all domains of human activity. Yet,
scholarship focusing on the interrelationships among the actors
involved in the service process (organizations, customers, and
workers) and the institutions or “rules of the game” that shape
these relationships is relatively recent (Vargo and Lusch 2016).
Viewing service through this service ecosystems lens allows us
o gain a systemic understanding of value creation grounded in
the socio-cconomic context (as opposed (o a relatively narrow.
focus on service encounters). This lens also allows us to focus

held at the world’s premier service research centers. The focus
of the curent article is on the last three SRPs that together

To reiterate, our goals for these artcles are threefold. First, we
aim o catalyze funure research by delineating key service re-
search priortis. Second, we seek to idenify key stakeholder-

on under-rescarched topics that have the potential for high
pact.

tion, and the growth in big data, and highlighted the nced to  Research in Business and Management (RRBM) movement,
service experience and improve well-being through i ity of i orga-
transformative service. However, in less than a decade, the  nizations such as AACSB and EFMD; www.rtbm network),
world-at-large and services, in particular, are experiencing tec-  emphasizes the value of plurality and multidisciplinary
tonic shifts resulting from technological innovations, chal-
lenges to institutions, demands for social justice, climate
change, and a global pandemic, among other disruptions. As ,Arizon Sate Universicy, Tempe, AZ USA

Boston College, Chestnut Hil, MA, USA
these disruptions become more frequent, services will nced to 3 poer, CyeES S L A RA
evolve to be robust to such persistent turbulence. This requires  4p) Norwegan Busines Sehost O Ny
a comprehensive reexamination and extension of service scho- *Nadonal Tawan Uniersy, Tapei
larship and pratice. The am of this artice and s companion *The Univrty of usarsnd, e, Qusetand Asria
piece (Field et al. 2021) is to attempt just that, utilizing a
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Almxm
The purpose of this paper is to develop a framework for understanding service design and
o service design relats to central concepts withinsevio marketing.
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se In a very diffecent form of exchange which can be labeled
“collective exchange,” whereby many customers access gonds and
services that are provided by a peer (Bardhi & Eckhards, 2012; Belk,
2014,

“This form of exchange has been referred to by an almost dizzying,
number of labels including access based _consumption (e,
Bordhi &Eckhards, 2012), accessbosed service (e, Schaefers,
Witkowski, Benoit, & Feraro, 2016), non-ownership sorvices (2.5,
Witkowski, Moeller, & Wiz, 2013), sharin (eg., Belk, 2014), com
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and as it does, i seems to be moving in a number ofdiferent dirctions,

£ our paper is to make three primary conteibutions. Frs,
although research regarding CC has been accelerating, there has not
been a formal conceptualization of CC in the academic lteraure. To
help alleviate this confusion, we introduce three critera that can be

(Rochet & Tirole, 2006) or sharecanomy or sharing econamy (e.5.,

customers, peer srvice providers and platform providers. Second, we
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, regulativ st
cultural) that govern service exchange (Scott 2001). In addition,
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In the sections that follow, we begin by presenting a bricf
overview of the multiple methodologies used in identifying

value creation that generates plifting change for greater well- ~the priorities, along with the organizing framework of the

being among individuals and collectives” (Blocker and Barrios  seven servi

ice rescarch priorities and related stakeholder-swants.

2015, 265). This transformative service rescarch (TSR) lens We then discuss the final three priorifies and several key

allows scholars and practitioners alike to focus on critical issues
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Abstract
Service research hi

lights the utilty of adopting a service ecosystem approach to studying service innovation. It suggests that
I

" bols)

of service provision to poor

which underpin an ecosystem. Also, recent emphasis on consumer well-being posits that studi
&

priorities,

is the food waste

efle
acosystam, wharaby servis Innovations can contrbue o the alleviaton of food poverty for thousands of citzens, The cancral
actor of the ecosystem is the leading UK charity organization fighting food waste. The paper’s contribution lies in using data from
ecosystem actors to clarify the distinctions between institutions, thereby enhancing understanding of the application of institu-
tional theory within the ecosystem and highlighting some theoretical implications for service innovation both within- and
between-system levels. An actor insticutions matrix is offered as a fruitful outcome of the analysis of the institutions, and
suggested recommendations for operationalizing service ecosystem studies are outlined.

Keywords
service innovation, institutions, service ecosystem, austerity

Introduction

In a discussion of service innovation, Van Ricl (2015, p. 199)

service’ is not to be considered, studied, man-
aged, as a discrete phenomenon, but rather as something that is
part of a system, of a network, linking departments in the firm,

argues that *

multiple d in an ecosystem.”

are increasingly adopting a service ecosystem perspective (see

Fisk et al. 2016; Frow et al. 2014; Lusch and Nambisan 2015;
Vargo and Akaka 2012). A service ecosystem is defined as
“...a relatively self-contained, self-adjusting system of
resource-integrating actors connected by shared institutional
arrangements and mutual value creation through service
exchange” (Vargo and Lusch 2016, pp. 11-12). A service eco-
ith the view that 3

like marketing rescarch, can and should contribute to *.. long-
term farge problems that go beyond individual customer satis-
faction and short-term financial performance to encompass the
total value creation system” (Webster and Lusch 2013, p. 389). It
places emphasis on institutions, that is, the norms, rules, mean-
ings, symbols, and practices, which the comec d actors share.
More recently, s\lmnpw Kosk argo
(2016) have drawn attention to the muluphm\y ot instttiona
arrangements confronting actors in a service ecosystem. Insti-
tutions are seen as the mechanisms that tie the actors together.
Furthermore, as argued by Lusch, Vargo, and Gustafsson

(2016), institutional patterns of resource integration can offer
cither momentum or resistance to service innovation. Existing
institutional theory, as a lens through which we can consider

Ivice innovation in service ecosystems, tends to treat norms,
rules, meanings, symbols, and practices together as one overall
entity (Vargo and Akaka 2012; Vargo, Wieland, and Akaka
2015). As will be demonstrated later, there are sound reasons
to extend existing theory on societal service innovation by
considering each institutional component separately. We con-
sider these issues specifically in a particular food-related ser-
vice ecosystem concerned with efforts to make more effective
use of food waste in the retail supply chain.’

‘The problem of food waste is magnified in periods of aus-
terity. For example, in the UK, welfare reforms arising from
austerity measures, introduced in the aflermath of the 2008
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You are asked to forecast the future of services. Taking into consideration the current
state of services and their environment, how do you think services look like in year
20507 What are the trends and challenges of service industry in the future?

You may choose to reflect either on single service industry, like healthcare, retail,
financial services, or services sector in general.

* Choose at least 1-2 course concepts you have learned during the course and reflect

on them e.g. how does service recovery / value co-creation / service excellence look
like in year 20507

* You are required to use at least four sources in addition to thematic package 4
material. The sources can be e.g., business magazines, such as Wired, or
Kauppalehti, academic articles, (e.g. Journal of Service Reseach) or other material.

 Remember to justify and illustrate your arguments.

A' Aalto University
|



Format and timeline:

1. Participants are asked to write two to three word-pages of reflection (Times

New Roman 12, Spacing 1,5). Please note, that three pages should NOT be
exceeded.

2. The task is designed as an individual work.

3. Grading of the case study report will be based on a scale from 0-15 points.
The grading follows the general grading instructions given under heading

“3. General instructions for the assignments”.

A' Aalto University
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GROUP WORK

4. Emerging themes in services: strategies to
perform societal impact




« | will send you to break-out rooms for 40 minutes
 Your room number is your group number
* Introduce yourself

 Answer to the given questions

* Prepare a presentation of 5 minutes to teach your concept to
the rest of the class

Aalto University
School of Business



Prepare 5-7 minutes presentation on the following
topics:

1. Service design
2. Transformative service research
3. Sharing economy
4. Service Ecosystem(s)
5. Value co-creation and co-destruction



Orientation questions for group
work

1.

o a0 koD

What is x / Defining x / What do we talk about when we talk
about x?

Any theoretical / conceptual frames?

Examples of x?

Background for x / How / when /why was x developed?
Pros / Cons of x thinking? Is x sustainable thinking?

Potential research questions? In what context is x examined?
Example studies?

A? S,



Thank you!




Next:

PRESENTATION-session: 16.02.2023, 9:15-
10:45 & 11:15-12:45 (SLIDES 15.02. at 18:00)

Assignment & Quiz: Thematic package 4 is

due, Wednesday, 22 February, 23:59

Group work - written report is due, Friday, 24
February, 23:59
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