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� Introduction in service science

� Goods-dominant vs. Service-dominant logic

� Conceptual foundations for service science



� At its origins, the language of commerce and 
exchange was built on words such as: product, 
production, goods, distribution, supply, and 
consumption

� These concepts relegate service to a secondary role

� Now, service science definitions include references 
to the study of service systems

� A service system is a ‘‘value-coproduction 
configuration of people, technology, other internal 
and external service systems, and shared 
information (such as language, processes, metrics, 
prices, policies, and laws)”



� The G-D model focuses on the efficient 
production of goods that are embedded with 
value through a change in form during the 
manufacturing process

� G-D model is concerned on design for 
efficiency and not on market effectiveness

� The value creation in G-D model is concerned 
with the production of units of output

� The service was ignored in this model



The main concepts of S-D logic are:

-the conceptualization of service as a process, 
rather than a unit of output

-the focus on dynamic resources, such as 
knowledge and skills, rather than static 
resources, such as natural resources

-an understanding of value as a collaborative 
process between providers and customers



� S-D logic implies that producing should be

transformed into resourcing

� Resourcing allows value creation through 
collaborative value co-creation, not only 
involving the provider and the beneficiary but 
all parties in a value-creation network

� Goods remain important in S-D logic, but 
they are seen as vehicles for resource 
transmission rather than containers of value



� S-D logic, with its process and resourcing 
orientation, offers a perspective for a 
conceptual foundation of service science

� A critical element of S-D logic involves 
rethinking the meaning and role of resources





� G-D logic is oriented toward operand 
resources

� Operand resources are static and inert that 
require dynamic resources to make them 
useful

� The nations that accumulated the largest 
stockpile of operand resources are 
considered the wealthiest



� S-D logic has a focus on operant resources

� Operant resources are intangible (knowledge 
and skills) and are capable of acting on 
operand resources to create value.

� Service systems, which include both types of 
resources, are driven by operant resources, 
rather than the operand resources



� In S-D logic, value creation occurs when a 
potential resource is turned into a specific 
benefit, an activity known as resourcing.

� Resourcing has three essential aspects: 
resource creation, resource integration, and 
resistance removal.

� Resource creation (operand and operant 
resources) involves human knowledge and 
ingenuity.



� Resource integration is a basic function of all 
service systems (e.g. firms, governments)

� Firms can be viewed as resource integrators, 
which transform specialized competences 
(employee-level skills and knowledge) into 
service provisioning

� Resources are not always inherently  
complementary, but they can be made to be 
complementary through the development of 
knowledge that allows them to be integrated 
and developed



� Another aspect of resourcing is the removal  
of resource resistances

� There are often barriers or resistances that 
must be removed before potential resources 
can be made useful

� Removal of resistances is a process that 
involves not only firms or those offering the 
service, but also consumers, users, or 
beneficiaries.



� G-D logic views the primary focus of the firm 
as the production of outputs to be sold to the 
customers.

� This output-centered thinking was so 
powerful that even “services” firms were 
advised to become more manufacturing-like

� S-D logic focuses on the interaction between 
the firm and the customer



� The significance of the interaction is not found in 
the transfer of the ownership of output, but in 
servicing the needs of the customer

� In S-D logic, the supply chain is viewed as a 
network of service systems

� S-D focuses on the effectiveness of responding 
to the customer’s purpose for contacting the 
firm, rather than the efficiency of producing the 
services

� S-D logic focuses on the “productivity” and 
experience of the customer, not only on 
employees’ productivity.



� The G-D logic says that value is created by the 
firm and delivered to customers

� This informs the firm to focus attention on 
revenue chasing as a dominant pursuit

� Firms therefore conclude that to produce more 
revenue they need to manufacture and sell more 
units of output

� S-D logic, however, views the customer not as a

buyer of valuable output created by the firm, but 
as an integrator of inputs provided by the firm 
with its other resources to create value



� Because it is the customer who integrates 
resources to create value (a value that is

uniquely determined by the customer), S-D 
logic recognizes that a firm cannot create 
value

� If firms cannot create value (can only co-
create it) they can only make value 
propositions and then, with the customer as a 
collaborator, co-create value if the 
proposition is accepted.



� In G-D logic, customers are usually viewed as

operand resources that can be persuaded to 
buy a product through promotion

� This promotion, which is one-sided and 
intended to persuade the customer to 
purchase the output of the firm, can be 
viewed as propaganda, rather than a two-way 
exchange between the producer and the 
consumer.



� In S-D logic, the customer is an operant 
resource and someone with whom the firm 
can co-create value.

� This implies developing a dialog between 
parties that is founded on trust, learning 
together, and adaptation to each other.

� This dialog is not the one-to-one dialog but 
‘‘many to many”



� In the G-D logic the resources necessary for 
value creation were conceptualized in terms of a 
linear supply chain

� In the S-D logic the supply chain is viewed as a 
network of available service systems, each 
representing distinct (mostly operant) resources

� Because networks are not limited to linear, 
vertical arrangements, but can be arranged in an 
infinite number of ways, their configuration can 
become a major source of innovation and 
competitive advantage



� G-D oriented firms try to maximize profits 
through price setting, and the customers they 
serve are viewed as rational, utility 
maximizing actors

� S-D oriented firms place a strong emphasis 
on the value in use, value co-creation and 
value in exchange, especially since exchange 
is made between the firm and its customers.



� In the early 1900s, marketing was defined as the 
set of business activities that direct the flow of 
goods and services from producer to consumer

� The G-D logic sees the customer as an operand 
resource. This is a “marketing to” approach.

� S-D logic views the customer as an operant 
resource and, thus, a collaborative partner

with whom value is co-created. This implies a

‘‘marketing with’’ approach.



� The ‘‘marketing to’’ philosophy treats the 
customer as exogenous, the emergent 
‘‘marketing with’’ philosophy views the 
customer as endogenous and as a 
collaborative value-creation partner.



� Advanced service science requires a service-
centered conceptual foundation

� The S-D logic has the potential to become the 
platform from which to properly view 
organizations as service systems

� S-D logic provides a framework for 
theorizing, confirming, and refining the 
theoretical foundation of service science


